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DECEPTIVE MAILINGS AND SWEEPSTAKES 
PROMOTIONS 


MONDAY, MARCH 8, 1999 

U.S. Senate, 

Permanent Subcommittee on Investigations, 

OF THE Committee on Governmental Affairs, 

Washington, DC. 

The Committee met, pursuant to notice, at 9:33 a.m., in room 
SD-342, Dirksen Senate Office Building, Hon. Susan M. Collins, 
Chairman of the Subcommittee, presiding. 

Present: Senators Collins, Stevens, Levin, and Edwards. 

Staff Present: Timothy J. Shea, Chief Counsel/Staff Director; 
Mary D. Robertson, Chief Clerk; Kirk E. Walder, Investigator; 
Kathy Cutler, Congressional Eellow; Emmett Mattes, Detailee, U.S. 
Postal Inspection Service; Brian Benczkowski (Senator Domenici); 
Michael Loesch (Senator Cochran); Erank Brown (Senator Specter); 
Felicia Knight (Senator Collins); Chris Ford and Dan Blair (Gov- 
ernmental Affairs); James Dean (Senator Campbell); Linda 
Gustitus, Minority Chief Counsel and Staff Director; Bob Roach, 
Counsel to the Minority; Leslie Bell, Congressional Fellow; Nanci 
Langley (Senator Akaka); Marianne Upton (Senator Durbin); 
Maureen Mahon and Karen Robb (Senator Edwards); and Diedre 
Foley (Senator Lieberman). 

OPENING STATEMENT OF SENATOR COLLINS 

Senator Collins. The Subcommittee will please come to order. 
Good morning. 

Last year, prompted by complaints that I received from my con- 
stituents in Maine, as well as by an initial hearing on this issue 
held by Senator Cochran, the Permanent Subcommittee on Inves- 
tigations began an investigation into deceptive mailings. The hear- 
ings today and tomorrow are the first in a series examining pro- 
motional mailings, particularly sweepstakes, that flood the mail- 
boxes of Americans with more than a billion pieces of mail a year. 

These first two hearings will examine the nature and the impact 
of sweepstakes run by several major companies, including Amer- 
ican Family Enterprises, Publishers Clearing House, Time Inc., 
and the Reader’s Digest Association, Incorporated. Let me empha- 
size that, to date, our investigation has uncovered no evidence that 
the sweepstakes offered by these particular companies are fraudu- 
lent. These companies run legitimate sweepstakes in the sense that 
all the prizes are awarded, none requires a purchase to enter the 
sweepstakes, and all entries are treated in an equal fashion. Subse- 
quently hearings will focus on promotional mailings that are out- 

( 1 ) 
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right fraudulent, such as the sweepstakes in which no prize is ever 
awarded. That is not the issue before us today. 

Instead, this hearing will examine the increasingly deceptive and 
aggressive marketing techniques used by the legitimate sweep- 
stakes companies. We will explore whether repeated mailings, mis- 
leading language, the use of trusted spokesmen, “Government look- 
alike” mailings, and the combination of large headlines and small 
disclaimers are unfair practices that deceive consumers into mak- 
ing excessive, unneeded purchases. In addition, we will examine 
how laws can be changed to make sweepstakes less deceptive and 
how the companies themselves could take steps to be more honest 
with the consumers receiving their mailings. 

Since I initiated this investigation several months ago, I have 
heard from individuals all across this country who have told me 
their personal experiences with these sweepstakes. Time and time 
again, family members, such as the ones that we are going to hear 
from today, have described sweepstakes companies bombarding el- 
derly relatives with repeated mailings, each one giving the false 
impression that purchases will bring the consumer closer to win- 
ning the grand prize. Such deceptive mailings hurt individuals in 
two ways. 

First, there is the obvious financial harm of a senior citizen wast- 
ing thousands, perhaps tens of thousands, on purchases that the 
senior citizen neither needs nor wants. The Subcommittee has re- 
ceived and reviewed cases of seniors who, enticed by the bold prom- 
ises of deceptive sweepstakes, spent their Social Security checks, 
squandered their life savings, and even borrowed money in order 
to continue to make purchases, thinking that buying unwanted 
magazines, trinkets, and other products would somehow make 
them win the grand prize. 

For an example, a 74-year-old woman from New York wrote to 
me about how she thought the purchases she was making en- 
hanced her chances of winning. She went deeply in debt in playing 
sweepstakes. In her letter she said, “My only source of income is 
a monthly Social Security check totaling $893. I estimate that I 
have spent somewhere between $10,000 and $20,000 in the last 19 
years. What money I did not have, I borrowed from my daughter 
who is now responsible for my total financial support. I am deeply 
in financial debt. Their mailings were worded in such a way that 
I was certain I was going to win anywhere from $1 million to $10 
million. I am finished with all of the contests. I truly wish I could 
recoup the monies that I squandered foolishly in the hope that a 
real pay-off would come my way.” 

Another individual interviewed by the Subcommittee’s investiga- 
tors said that he spent in excess of $30,000 over 3 years on sweep- 
stakes mailings. He sold stocks, he borrowed on his credit cards 
and from a loan shark to pay his bills, and he was just about to 
lose his home. In a 2-month period, he received 24 mailings from 
just one of the major sweepstakes companies. In response to each 
and every mailing that he received, he bought products, convinced 
that that would make him a winner. This elderly American showed 
our investigators a recent bill that went on for 10 pages, listing 
over 350 purchases totaling over $10,000. Now, in this case, the 
company involved — Publishers Clearing House — ^has done the right 
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thing by refunding this individual $9,000, but such restitution ap- 
pears to be the exception and not the rule. 

Yet another gentleman told us that he put a $6,000 down pay- 
ment on his dream home. He packed up his belongings and waited 
for his $11 million from American Family Publishers. It never ar- 
rived, and he was hospitalized with stress-related pains. He lost his 
dream house, he lost his down payment, and he lost $7,000 that 
he spent buying books, magazines, and cassettes that he did not 
want. 

The losses suffered by consumers cannot be measured in dollars 
alone. As one elderly gentleman put it in a letter to me, “My wife 
has finally come to realize that she has been duped by the sweep- 
stakes solicitations for all these years. Although the financial drain 
is now halted, the loss of her dignity is incalculable.” 

Deceptive mailings promising consumers that they are “guaran- 
teed winners” or “finalists” create the expectation of a huge cash 
prize, unfairly raising the hopes of many sweepstakes players. One 
woman was so certain that she had won that she canceled a doc- 
tor’s appointment in order to be home to meet the Prize Patrol. 
Similarly, another postponed needed surgery because she did not 
want to miss Ed McMahon’s arrival with her winnings. 

The stories that we will hear today and the evidence that the 
Subcommittee has compiled demonstrate that these are not iso- 
lated examples. Moreover, far too often, the victims of deceptive 
sweepstakes mailings are senior citizens — people who come from a 
generation that is trusting. They tend to believe what they read, 
particularly if it is endorsed by a trusted authority, comes from a 
well-known company, or includes language that makes it seem to 
be official. Too many times, the disclosures are few and hard to lo- 
cate, they are cleverly worded, and in tiny print. 

One of the goals of these hearings is to inform consumers that 
they don’t have to buy to win and that buying does not improve 
their chances of winning. But this should not require a Senate 
hearing. These disclosures, as well as the odds of winning, should 
be much clearer in these mailings. You should not have to use a 
magnifying glass to read the fine print or have to search to figure 
out how to enter a contest without making a purchase. 

The witnesses we will hear from today will each describe the de- 
ception that caused them or their loved ones to be taken in by 
sweepstakes mailings. I want to praise them for their courage in 
coming forward to share their experience. I know that it is not 
easy. But by coming forward, you will help others avoid the mis- 
takes that have affected your families. 

The Subcommittee’s second panel will include a representative of 
the American Association of Retired Persons as well as the Attor- 
ney General of the State of Maryland. He will describe State efforts 
to combat deceptive and unfair practices used in sweepstakes pro- 
motions. 

All of the witnesses today will help us better understand the na- 
ture of the problem, the impact of deceptive mailings, and what the 
Senate should do to curtail this unfair practice. 

I would now like to turn to my colleagues for any opening state- 
ments that they may have. I would first like to yield to Senator 
Levin, who is the Subcommittee’s Ranking Minority Member. Sen- 
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ator Levin has been a leader in trying to curtail deceptive mailings. 
He has a longstanding interest in this issue and is the author of 
legislation that was introduced last Congress and this Congress as 
well. Senator Levin. 

OPENING STATEMENT OF SENATOR LEVIN 

Senator Levin. Thank you, Madam Chairman. 

Everybody wants to be a winner, and when you are told that you 
are one, absolutely, definitely, that is pretty powerful medicine, 
powerful enough to make a lot of people overlook the fine print that 
tells you that your winning is dependent upon having the right 
number and returning it within the prescribed time period. 

Most of us also want to provide for our families. As we get older, 
with little ability to earn income, often, some worry that they will 
end up being financially dependent on their children. Others hope 
that they could leave a little nest egg for their family. And when 
we are lonely, it feels good to have someone pay attention to us. 
And when we are bored, it feels good to have something to do. 

These natural human instincts power the sweepstakes industry, 
a multi-billion dollar industry that is used to sell everything from 
magazines to videotapes to simple hope. 

Last year, as the Ranking Democrat on the Subcommittee with 
jurisdiction over the Postal Service, I asked the Chairman of that 
Subcommittee, Senator Cochran, to hold the hearing that Senator 
Collins has referred to on the mass marketing of sweepstakes in 
America and the use of the mails for deceptive and fraudulent 
sweepstakes offers. 

We learned at that hearing that the financial cost to consumers 
of deceptive and fraudulent sweepstakes is a serious problem and 
one that particularly plagues our senior citizens. We also learned 
that the Postal Service has inadequate law enforcement tools to 
combat it. 

Joined by Senators Collins and Durbin, I sponsored legislation to 
close some of the loopholes that allow some egregiously deceptive 
practices to be considered legal. Some of the deceptive practices 
that we are going to be hearing about are currently considered 
legal because of those loopholes, and the purpose of that legislation 
was also to give the Postal Service the enforcement tools that it 
needs. 

We weren’t able to get action on that legislation before the last 
Congress adjourned, but this year I am optimistic that we are 
going to toughen our laws and end some of these abuses. And the 
hearings that you have called. Madam Chairman, should help a 
great deal in that effort. 

The figures with respect to sweepstakes that are run by the big 
four sweepstakes companies from whom we are going to hear to- 
morrow — American Family Publishers, Publishers Clearing House, 
Reader’s Digest, and Time Inc. — are huge. These four companies 
alone, combined, mail out 1.5 billion pieces of mail a year promot- 
ing sweepstakes. They spend hundreds of millions of dollars run- 
ning their sweepstakes programs. Some of these companies will 
run one sweepstake for 2 years, sending out 800 million pieces of 
mail in over 200 separate mailings. These mailings look different 



5 


even though they are for the same sweepstake, and many of these 
mailings go to the same individuals. 

These sweepstakes might have odds of winning of only 1 in 150 
million. Reader’s Digest has told us that it is possible that a single 
individual could get up to 122 mailings in any 1 year for their var- 
ious sweepstakes promotions. And though the average respondent 
who buys something spends on the order of $40 to $90 on products 
promoted with sweepstakes, in one company over a half a million 
individuals are spending $100 to $500 a year to buy sweepstakes- 
related products, and thousands of Americans are spending thou- 
sands of dollars a year buying those products. So make no mistake 
about it. This is not just junk mail we are talking about. This is 
big business. 

In the process of pushing products by using sweepstakes, compa- 
nies are taking advantage of the average person’s desire to win and 
to get a little something extra. And the promotions used to seduce 
a customer over the edge, to take the step to respond to the solici- 
tation and to purchase a product are very cleverly designed. 

Now, for the most part, the companies that we are talking about 
today and tomorrow are companies that know the law. They go 
right up to the edge to promote their products, but still stay within 
the law, often just barely. The problem is that the current law is 
feeble, full of loopholes, and needs to be significantly strengthened. 

We have got to require that sweepstakes solicitations state af- 
firmatively in large and clear type that the recipient is not obli- 
gated to purchase a product in order to win, and I think maybe 
most importantly we have got to change the law to require that the 
sweepstakes solicitations state affirmatively and in large and clear 
type that purchases of products do not increase the recipient’s 
chances of winning. That to me is a critical issue because so many 
of the people who receive these sweepstakes believe that their 
chances of winning are increased if they buy a product. In fact, 
many believe that the only chance that they will have of winning, 
despite the fine print, is if they buy a product. 

There are also too many other companies that cross over the line 
of legality and actually perpetrate fraud and deception. And for 
those companies, we have to increase the penalties and strengthen 
our enforcement capability. We have got to give the Postal Service 
subpoena authority. We have got to provide immediate and tougher 
civil penalties for violations. My bill, for instance, would provide a 
penalty of $10,000 per illegal item; and that means each envelope. 

Exposing deceptive and fraudulent practices is a critically impor- 
tant function of this Subcommittee, and I want to commend Sen- 
ator Collins for scheduling these hearings. I am proud to be a co- 
sponsor of her legislation. I am proud to have her as a cosponsor 
of my bill, and I know we both look forward to the Senate passing 
legislation this year. We have been joined by many other Members 
of this Subcommittee and other members of the Senate. I think 
with their help and with the help of the kind of hearings which are 
now scheduled by Senator Collins for which we and the Nation are 
in her debt, we have a good chance of passing legislation this year. 

Today we have with us individuals who know firsthand how 
sweepstakes promotions can lead to heavy financial costs and often 
psychological heartbreak. I want to commend each one of you for 
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being willing to come to Washington, to be with us here publicly 
today, and to tell some very personal stories. We are very appre- 
ciative of the candor, of your willingness to share with us some- 
times some very painful personal matters, by your doing so, we be- 
lieve, will make it possible that others will avoid the kind of grief 
that you are going to describe. And we are very grateful to you. 

Senator Collins. Thank you very much. Senator Levin. 

Senator Stevens, I am very pleased to yield to you if you have 
any opening comments, and I want to thank you for cosponsoring 
the legislation that I have introduced to crack down on deceptive 
mailings. 

OPENING STATEMENT OF SENATOR STEVENS 

Senator Stevens. I am pleased you are holding the hearings, and 
I am particularly concerned about the impact of some of the ways 
these sweepstakes are presented to the elderly. So I am happy to 
be here. Thank you. 

Senator Collins. Thank you. 

Senator Edwards, it is a great pleasure to welcome you to the 
Subcommittee. I am sure we will benefit greatly from having you 
as a Member, and I just want to welcome you and also express my 
appreciation for your cosponsorship of the legislation. Do you have 
any opening comments you would like to make. 

OPENING STATEMENT OF SENATOR EDWARDS 

Senator Edwards. Yes, Madam Chairman. Thank you very 
much. It is an honor for me to cosponsor that legislation. 

Eirst, let me extend my thanks to Senators Levin and Collins for 
holding these hearings. Sweepstakes fraud is a major problem in 
my home State of North Carolina. 

In fact, investigators in the Consumer Protection Division of the 
Attorney General’s Office in North Carolina have told me that 
since January 1997, they have received more than 400 complaints 
about sweepstakes promotions. More than 300 of those complaints 
involved the four major companies: American Eamily Publishers, 
Publishers Clearing House, Reader’s Digest, and Time Inc. 

Many of the complaints were made by senior citizens, and many 
of these complaints were made by the children of seniors, who are 
so concerned about the impact of these sweepstakes on their par- 
ents’ quality of life that they feel compelled to take action. 

I recently heard a story from one of my constituents whose name 
is Pamela Bagwell. One day, Pamela went to visit her elderly fa- 
ther-in-law, Bobby. When she arrived at his home, she found stacks 
and stacks of solicitations from sweepstakes companies. She asked 
Bobby about them and found out that he had made numerous pur- 
chases thinking that buying products would increase his chances of 
winning prizes. He was so convinced that he would win a prize that 
he even invited his neighbors to his house on the day that the Pub- 
lishers Clearing House Prize Patrol was supposed to deliver the 

f raud prize check. Pamela estimates that Bobby spent more than 
20,000 in 10 months on products he thougM would help his 
chance of winning. 

Now, I mentioned the fact that Bobby is an elderly man, but that 
is not the worst part of this story. Bobby also has Alzheimer’s. 
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Pamela, who has power of attorney for Bobby, contacted Publishers 
Clearing House at least six times in October last year to demand 
that the company stop sending Bobby solicitations. She even went 
so far as to send the company a doctor’s certification that Bobby 
has Alzheimer’s. And yet the sweepstakes mailings continue to 
flood Bobby’s mailbox. Pamela says that sometimes Bobby receives 
up to 20 per day from many different companies. 

Bobby is not alone in being inundated by these mailings. This 
January the North Carolina State Attorney General’s Office sent 
one sweepstakes company a letter asking them to immediately re- 
move a woman’s name from their mailing list, stating that “the 
constant barrage of mail from [the company] is significantly dimin- 
ishing the quality of her life.” 

Now, I think it is a pretty sad day when people need to call their 
State Attorney General to stop harassing mailings. And stories like 
this are becoming more and more frequent. 

The examples from my State demonstrate another area we need 
to explore. People like Pamela Bagwell should be able to stop these 
mailings in the first instance. I am a cosponsor of Senator Collins’ 
legislation that will curb deceptive mailings. 

This bill requires that if a person makes a written request to a 
sweepstakes company to stop sending mailings to that person, the 
company must do so for a period of 5 years. I commend Senator 
Collins for this measure. I believe we need to go further. Next week 
I intend to work with my colleagues to require that sweepstakes 
companies jointly establish a single 1-800 number so that people 
can call to have their names removed from all mailing lists. This 
would spare consumers from having to call and write each individ- 
ual company. We already have a similar system in place for credit 
card solicitations. 

I believe establishing a system that not only allows consumers to 
write to individual sweepstakes companies but also allows them to 
call one number to stop all sweepstakes solicitations is the least we 
can do so that people like Pamela Bagwell do not have to sit up 
late at night worried that her father-in-law is going to go bankrupt 
himself because she can’t be there to monitor the situation every 
single minute. 

Currently, 27 States have laws to help protect consumers from 
deceptive sweepstakes mailings. However, we need to do more. 
State Attorneys General, including those in my own State, are to 
be commended for the actions they have taken to help combat this 
problem. 

However, Federal laws must be strengthened, as Senators Col- 
lins and Levin have recognized already, to prevent companies from 
sending deceptive mailings and to alert consumers that purchases 
do not increase the likelihood that they will win a major prize. 
Again, I applaud Senator Collins for her efforts in this area. 

I am not advocating ending any legitimate marketing practice, 
but something must be done to put a stop to deceptive and mislead- 
ing mailings and to prevent consumers from being scammed and 
harassed. 

It is my hope and expectation that Senator Collins’ legislation 
and my proposed 1-800 number will go some distance toward cor- 
recting these situations. 
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I want to thank these witnesses for their bravery in being here 
and being willing to testify before this Subcommittee. I look for- 
ward to these hearings. I am sure they will be very educational for 
all of us. 

Thank you, Senator Collins. 

Senator Collins. Thank you, Senator. 

Before swearing in the first panel, I want to also recognize the 
work of Senator Cochran, who is the Chairman of the Subcommit- 
tee with jurisdiction over these types of mailings. I mentioned that 
he held a hearing during the last Congress, but I also want to let 
you know that he has worked very closely with this Subcommittee 
in conducting this investigation. Since he is unable to be here right 
at the beginning, I did want people to be aware of his efforts. 

I also want, assuming there is no objection, to have all of the ex- 
hibits that have been marked and previously made available to 
Members, included in the hearing record. There are also some 
sealed exhibits which will remain under seal because they contain 
some proprietary information. 

With that I would now like to welcome our first panel of wit- 
nesses. As I mentioned, our first panel includes individuals who 
will be able to describe for us their firsthand experiences or those 
of loved ones who were taken in by sweepstakes mailings. They in- 
clude: 

Eustace Hall of Brandon Florida. He is accompanied this morn- 
ing by his daughter, Angela Hall. 

Carol Gelinas of Bangor, Maine. I am very happy to welcome one 
of my constituents to this hearing. 

Patti McElligott of Tyler, Texas. 

Dr. Stephanie Beukema of Cambridge, Massachusetts. 

Charles Doolittle, also from Florida. 

And we also have a constituent of Senator Levin’s, Dr. Karol 
Carter. I don’t know whether Senator Levin wants to add any 
words of welcome. 

Senator Levin. I would just put in a plug for Troy, Michigan, 
where you are from, and Dr. Carter is a veterinarian in Troy. 

Dr. Carter. No. In Detroit. 

Senator Levin. In Detroit. We had a chance to chat a little ear- 
lier, and I just want to personally again thank you for coming here. 

Dr. Carter. You are welcome. Thank you. 

Senator Collins. Now, pursuant to Rule VI of the Subcommittee, 
all of our witnesses are required to be sworn in. That doesn’t mean 
that we wouldn’t believe you if you weren’t sworn in, but it is part 
of our rules and procedures. So I would like to ask that you all 
stand so I can now have you take the oath. 

Would you please raise your right hands? Do you swear that the 
testimony you are about to give the Subcommittee will be the 
truth, the whole truth, and nothing but the truth, so help you, 
God? 

Mr. Hall. I do. 

Ms. Hall. I do. 

Ms. Gelinas. I do. 

Ms. McElligott. I do. 

Dr. Beukema. I do. 

Mr. Doolittle. I do. 
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Dr. Carter. I do. 

Senator Collins. Again, I want to thank you very much for your 
willingness to come forward and assist the Subcommittee with its 
investigation. We will include your written testimony as part of the 
hearing record. We are going to ask that your oral testimony be 
limited to no more than 10 minutes each. We have a series of lights 
that you can see on the table in front of you that will help you 
know when your time is about to expire. When you have only 2 
minutes left, the yellow light will go on, and when the red light 
comes on, we would ask that you wrap up your comments. 

Mr. Hall, we would like to begin with you, and, again, thank you 
for being here today. 

TESTIMONY OF EUSTACE A. HALL,i BRANDON, FLORIDA, 
ACCOMPANIED BY ANGELA HALL 

Mr. Hall. Thank you. Good morning. My name is Eustace Hall, 
and I am here today to tell of my unfortunate experience with 
Sweepstakes. I am a 65-year-old retired medical technologist. I cur- 
rently work for AT&T selling mobile phones. I had to take this job 
with AT&T due to debts I incurred while playing sweepstakes. 

I asked my daughter Angela to accompany me today as this is 
a difficult topic for me to discuss. I first began entering sweep- 
stakes at the end of 1992. I began entering sweepstakes because 
I wanted to provide my daughter Angela, who was in law school 
at the time, with more financial assistance. I am proud to say An- 
gela is now an attorney, but the money I thought 

Senator Collins. Mr. Hall, would you like to have someone else 
go first and then we can come back to you? 

Senator Levin. His daughter. 

Senator Collins. OK. Ms. Hall, do you want to help your father 
out? I know this is really difficult, and you have been through a 
lot. I just want to tell you that it means an awful lot to us to have 
you here today. So we will have your daughter — can we bring you 
anything? Are you OK? 

Mr. Hall. Yes, I am all right. 

Senator Collins. OK. Ms. Hall, do you want to read your fa- 
ther’s testimony? I know this has been an ordeal for both of you. 

Ms. Hall. I will pick up where he left off. 

I am proud to say that Angela is now an attorney, but the money 
I thought I was due from the sweepstakes never came. 

I now realize that the letters I received from sweepstakes misled 
me into making unnecessary and excessive purchases. I estimate 
that I have spent $15,000 to $20,000 from 1992 to the present on 
sweepstakes purchases. I have had dealings with all of the major 
sweepstakes companies, including Reader’s Digest, Publishers 
Clearing House, United States Purchasing Exchange, Michigan 
Bulb Company, American Family Publishers, and others. 

Every time I made a purchase, I always looked for the cheapest 
products. I always made purchases because I believed that through 
purchases I increased my chances of winning. The mailings always 
looked official, and they used a lot of tricky phrases. The letters 
were confusing. They always led me to believe that I had to pur- 


^The prepared statement of Mr. Hall appears in the Appendix on page 109. 
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chase products to win. I thought that my past purchases made me 
more likely to win. 

I was not aware of the “no purchase” option. The instructions 
which were written on the back of these sweepstakes entries were 
so small and hard to read that I could not read them without a 
magnifying glass. Moreover, I believed from the letters I received 
that my purchases gave me a better chance of winning. After all 
the time and money I have spent, I have nothing to show for it. 
I have never won anything. 

The sweepstakes used phrases that made me think I was a win- 
ner and that the prize was guaranteed and bonded. Over the years, 
I received many personalized letters from the sweepstakes compa- 
nies thanking me for being such a good customer and telling me 
that my chances of winning were good or that it would be my time 
soon. 

I have a copy of a letter from Dorothy Addeo, Publishers Clearing 
House contest manager. I would like to read a short portion of the 
letter. “My boss dropped into my office the other day, sat down and 
sighed.” and “What’s the story with Eustace Hall? I see that name 
on our Best Customer List, on our Contenders List, on our Presi- 
dent’s Club Member List. But I don’t see him on our Winner’s List. 
There must be something we can do to change that. It’s not right 
when someone as nice as Eustace Hall doesn’t win.” 

This is just one example of how I was led to believe that my prior 
purchases made me special. I purchased things I did not need, 
magazines I did not read. Some of the stuff I purchased I never 
even opened. I stored the things in my garage and attic and tried 
to sell some at garage sales, but I got very little money for the stuff 
since most of it is just junk. 

Another thing that cost me a lot of time and money was entering 
the sweepstakes. I was informed by Publishers Clearing House 
that, if I returned my sweepstakes entries within 24 or 48 or 72 
hours, I would win a specific prize. I often drove 20 miles to the 
main post office to make sure my entry would get there in time. 
I often spent money to send the entry in an express or priority en- 
velope just to make sure I would meet their deadlines. Nothing 
happened. 

Super Bowl Sunday was always a very depressing day for me. 
Super Bowl Sunday is when the Prize Patrol delivers the big prize. 
I always thought it was going to be my lucky day, but the Prize 
Patrol never came to my door. I always became very depressed 
after I did not receive a visit from the Prize Patrol. 

I now realize that I was not special. I was never close to being 
a winner. They just sent me mailing after mailing with each one 
making it seem like I was closer to the prize. Well, they are the 
ones who won the prize — all of my money. Playing the sweepstakes 
cost me a lot. I had to return to work. I refinanced my house sev- 
eral times. And I had to borrow money from my pension fund four 
or five times to pay my sweepstakes debts. 

I thank you for the attention you are paying to this matter. If 
new laws help to stop someone from going through what I had to 
endure, you have done a good job. It just is not right the way these 
companies are allowed to mislead and feed upon good people’s 
trust. Thank you. 
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Senator Collins. Thank you very much, Ms. Hall. Thank you, 
Mr. Hall. I know it is a very difficult situation, but hearing your 
experience is going to help others, and it will help us also get tough 
new legislation through so that this can’t happen to other people. 
So thank you for sharing your experience with us. 

Ms. Gelinas. 

TESTIMONY OF CAROL GELINAS, i BANGOR, MAINE 

Ms. Gelinas. My name is Carol Gelinas, and I would like to tell 
you about how my late father, Clyde Schott, was victimized by 
sweepstakes promotions. My father had been a middle-manage- 
ment sales executive for the Crane Company in Chattanooga, Ten- 
nessee. After his retirement in 1977, he worked part-time for sev- 
eral years for the TVA just to have something to do. He didn’t like 
being home alone. 

Following the death of my mother in 1982, he lived alone in 
Chattanooga until 1991, when health problems forced him to move 
to Bangor, Maine, where my husband and I live. He then moved 
into an assisted living facility. At the time of his move, he had 
granted me power of attorney in anticipation of possibly needing 
help in the future. Up until this time, he had handled all of his 
own affairs, including managing his investments, which he contin- 
ued to do for some time after his move. 

My dad successfully invested his money, monitored his stocks 
and mutual fund investments, while at the same time his sweep- 
stakes-related purchases became excessive. Due to health prob- 
lems, approximately 15 months after his move to Maine, I became 
involved with his personal affairs. It was at this time that I became 
aware of the amount of money he was spending in connection with 
sweepstakes promotions. 

In trying to balance his checkbook, I discovered he was writing 
30 to 40 checks each month, when his only bills were his rent, tele- 
phone, and cable TV. Most of the checks ranged from $5 to $20, 
and frequently he had written many checks to the same organiza- 
tion for the same amount of money. Looking back over his check- 
books, I realized that over the 14-year period or so, I estimate that 
he had spent approximately $60,000 on sweepstakes-related mail- 
ings between 1982 and 1996. 

When I visited my father, he often had small items of costume 
jewelry, watches, synthetic unset gems, and other trinkets that he 
wanted to give me. He said these were “free gifts” to him and that 
he had no idea why he had received them. In actuality, he had re- 
turned purchase agreements that had promised a “free gift,” not re- 
alizing that he had also ordered books, which his poor vision pre- 
vented him from reading, audio and video tapes, music boxes, vita- 
mins, etc. 

Even though I possessed power of attorney, I found it very dif- 
ficult to stop him. My father had always been a very independent 
person, and it was important to his self-worth to remain at least 
partially in control of his affairs. I had explained to him many 
times that these “free gifts” were not free, but he truly did not un- 
derstand. I finally managed to set up a separate checking account 


^The prepared statement of Ms. Gelinas appears in the Appendix on page 110. 
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for his use, into which I deposited $300 a month, knowing full well 
that all of it was spent in the vain attempt that he was about to 
win a fortune in a sweepstakes promotion. He ordered tapes, books, 
videos, and gift subscriptions for other people, believing that he 
was so close to winning that these purchases would virtually guar- 
antee it. 

Particularly insidious were the “personal” letters addressed to 
him in a way that led him to believe that he was one of two or 
three finalists in sweepstakes promotions. He did not understand 
that these were generated by a computer. If the internal address 
was to him personally, at his residence, and it began “Dear Clyde,” 
he was certain that he had been selected for special consideration. 
He always referred to these as “letters” and greatly enjoyed receiv- 
ing them, even if he received 30 or more identical ones from the 
same organization on the same day. They made him feel important, 
and he would often tell me with great satisfaction how many of 
these “letters” he had received that day. 

In tiny print, often in a shade of gray on a gray background, 
these “letters” accurately gave the odds of winning as 1 in 100 mil- 
lion or more. But this was literally invisible to him. Others in- 
formed him that he was a “guaranteed winner” and that all he 
needed to do to receive his prize was submit a processing fee, 
amounting to $5 to $20. The prizes included such things as checks 
for 25 cents and maybe one of the trinket items that, as far as he 
was concerned, were of great value and just came to him “out of 
the blue.” 

Two of the biggest problems I had were with Reader’s Digest and 
Time-Life audio tapes. He had accepted “free gifts,” again, that en- 
rolled him in automatic purchase plans. When the purchase item 
arrived, he would give it to me, not knowing why he had gotten it. 
When I contacted Time-Life, I learned that in 1 year in particular 
he had made purchases of over $1,500 in merchandise, all of which 
he thought was free. The company was helpful in disenrolling him 
once the outstanding bills were paid and discontinued mailing to 
him. 

Reader’s Digest, however, was extremely difficult to deal with. I 
called them a number of times on different occasions, directing 
them to remove his name from their mailing list. I paid the out- 
standing bills, often amounting to hundreds of dollars at a time, 
and sent them a copy of my power of attorney. However, as soon 
as he was disenrolled, they sent him another promotion and start- 
ed the whole series all over again. What finally stopped this was 
nothing that I was able to do personally, but my father’s failing 
eyesight. This led him to give me all of his mail, and I was able 
to intercept the continuous bombardment of Reader’s Digest pro- 
motions. 

Unfortunately, one outcome of these encounters was my father’s 
suspicion that he really had won millions and that somehow I had 
taken it. When my husband and I went on a vacation or on one 
occasion when we bought a new car, my father was very suspicious 
about how we could afford these things and thought it was his 
money. 

Senator Collins. Thank you very much. Ms. McElligott. 
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TESTIMONY OF PATTI McELLIGOTT,i TYLER TEXAS 

Ms. McElligott. Good morning. Thank you for inviting me. 

My name is Patti McElligott, and I live in Tyler, Texas, where 
my husband and I own a lawn sprinkler company, and I have come 
today to share my family’s experience with the mail abuse by both 
magazine companies and so-called charities. 

My husband’s father, Joseph P. McElligott, Sr., was a retired 
Army lieutenant colonel. He was active in the community and 
church and took care of all of his affairs until he was moved into 
a retirement center in May 1998. Mr. McElligott started playing 
the sweepstakes in 1992. For quite some time, my husband had 
been after him about the amount of mail he received and empha- 
sized you should not believe everything that you receive in the 
mail. 

After we moved my father-in-law into a retirement center, my 
husband and I went to his home and removed the mail so that we 
could go through it and determine what needed to be dealt with 
and what could be thrown away. I took out thirteen 33-gallon trash 
bags of mail. Ninety-nine percent of what I threw away was sweep- 
stakes, contests, or various organizations asking for money. Many 
were duplicates of the very same mailing. 

We immediately had all of his mail forwarded to us at our office 
and made sure that his phone number at the retirement center was 
unlisted. I began receiving numerous magazines, sometimes as 
many as 20 in 1 day. At first, I threw them aside thinking the sub- 
scriptions would end. I had business and things that I needed to 
deal with. The magazines continued to pour in, and I began to no- 
tice that we were getting multiple copies of the same magazine. 
Five issues of Time in the same day, three issues of TV Guide in 
the same day, two issues of Guns and Ammo in the same day, and 
on and on. 

On August 5, 1998, my father-in-law died, and at that point I 
was actively able to do something about this mail. I happened to 
look at an expiration date on a magazine label 1 day and noticed 
the subscription went past the year 2000. At that time, I started 
to look at all the labels and noticed that the majority of them went 
past the year 2000. One subscription to U.S. News and World re- 
port ran to the year 2018. I began to call the magazines and re- 
quested refunds. 

When I called the magazine companies, more times than not I 
was told that the subscription was through American Family Pub- 
lishers or Publishers Clearing House. And after making several 
calls to American Family Publishers and Publishers Clearing 
House to request refunds, my father-in-law’s records mysteriously 
disappeared. After insisting that the records must be there and 
that the IRS requires all information to be available for 7 years, 
we were told we had to speak to a supervisor, none of whom were 
ever available. 

To date, I have deposited or am expecting nearly $3,000 in maga- 
zine refunds. We still have some we have not had time to contact. 
And we found it interesting that some organizations, like NRA, 
consider the “fee” to be a contribution and the magazine was a gift. 


^The prepared statement of Ms. McElligott appears in the Appendix on page 111. 
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Therefore, there is no refund, nor would they tell us how long he 
was paid up to. 

After going through most of the records, we found canceled 
checks in the amount of $8,704.09 for United States Purchasing 
Exchange, $1,075.71 for Time Warner-Sony Sound Exchange, 
$1,931.09 to Time-Life Books, $10,098.68 to Reader’s Digest, 
$2,088.85 for American Eamily Publishers, $3,090.08 to Easton 
Press, $6,797.52 to Publishers Clearing House, $123.64 for Maga- 
zine Express, and $1,776.53 for Astronomy Book Club. In total, we 
have found canceled checks which totaled more than $34,000 to the 
above companies. Additional checks made out to individual maga- 
zines along with the above companies totaled $53,335.13. And I 
might add that is all the checks I have had time to go through. 

My father-in-law has subscribed to over 158 different magazine 
titles. Many of the checks were made out to the magazine itself, 
but we have noticed that the checks were deposited into accounts 
of American Eamily Publishers. We also had multiple subscriptions 
to the same magazine. The most blatant abuse was 32 subscrip- 
tions to U.S. News and World Report with 17 of them going 
through Publishers Clearing House, 4 through American Eamily 
Publishers, and 11 through the magazine itself There were numer- 
ous subscriptions to Time and TV Guide. 

I firmly believe that my father-in-law’s name had been passed 
onto a “sucker list” for questionable charities as well. We have not 
sorted and calculated all of the checks, but it will surpass the 
amount of the magazines. The common thread seems to be, again, 
sweepstakes, contests, and the promise of winning money. 

We have worked with the post office since the end of October to 
save all “junk” mail, and we pick it up from them. Since the end 
of October, we have amassed three large archival storage boxes of 
junk mail, including contests, sweeps, and charities, most of which 
are bogus. We have noticed quite a few from Topeka, Kansas. The 
post office boxes are similar with merely a few box numbers dif- 
ference. We have contacted the Better Business Bureau in Topeka 
and requested information on these various organizations. We were 
told that every year a form was sent out and information was re- 
quested. Legitimate charities and organizations return them. None 
of the ones we had were listed, with the exception of one returned 
the information. 

These are the highlights of what we discovered in reviewing my 
father-in-law’s check registers and mailings. We have boxes of mail 
proclaiming Mr. McElligott as the winner of millions of dollars. 
This mail abuse on our elderly must stop. My father-in-law came 
from a generation that was trusting. He could not believe people 
would actually try to swindle him. Many elderly people are just as 
trusting, and I assure you there are many more Joseph McElligott’s 
out there. 

I hope these proceedings will heighten the awareness of this 
issue to prevent other families from having to endure this abuse. 

Thank you. 

Senator Collins. Thank you very much. Dr. Beukema. 
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TESTIMONY OF STEPHANIE BEUKEMA,i CAMBRIDGE, 
MASSACHUSETTS 

Dr. Beukema. My name is Stephanie Beukema. I am a licensed 
psychologist from Cambridge, Massachusetts. 

I am here today to tell you about my mother’s involvement with 
the purveyors of junk mail. 

My mother always invested her money wisely and lived frugally 
until she became involved through the promise of prize money from 
companies like Reader’s Digest and Publishers Clearing House in 
order to replenish her savings after treatment for breast cancer. 
The lure of luck and personalized letters that seemed to single her 
out led her to respond to several mailings from several companies. 
She spoke about her “ship coming in” and asked why she shouldn’t 
be as lucky as the next person. She would receive letters that 
“promised” a reward for an immediate response. She would duti- 
fully respond, immediately sure that she was within the time pa- 
rameter. Her excitement built. 

She had been told to have several family and friends available 
for that lucky moment when she would receive her prize money 
and benefits. This moment kept getting put off. It did not diminish 
her belief. But 6 months became a year and a year went to a year 
and a half. She believed what she read in the letters. My mother 
was very trusting of traditional organizations like the post office 
and Reader’s Digest. 

As she became more involved, her mail-driven activity took up 
more and more of her life. She couldn’t leave her home to visit fam- 
ily and friends overnight because she might miss a mailing or a 
surprise visit from a company representative. She had to be there 
to get the mail every day. There was more and more mail with 
boxes of it arriving on a daily basis. Who could find the gas bill and 
the tax bill in all those letters? 

She began to irregularly pay her ongoing bills as she started jug- 
gling money so she would have enough to send to Publishers Clear- 
ing House, The Lottery Doctor, and American Purchasing Com- 
pany. She couldn’t even pay large expenses, like homeowner’s in- 
surance and property taxes, because she didn’t have enough money 
in her account. She then stopped paying for the magazine subscrip- 
tions she had ordered, and the debts began to mount and they went 
into collection. 

She became very defensive with her family and friends and in- 
sisted that she was as likely to win as anyone: “Someone has to 
win and why shouldn’t it be me?” she would ask. She was in dan- 
ger of having her house and property repossessed for non-payment 
of taxes when I, along with my siblings, stepped in and suggested 
that she needed some help. In her house, there were literally nar- 
row paths between boxes of unopened mail, stacks of magazines, 
books, and videos, and boxes of merchandise she had ordered. 

After participating in sweepstakes for 18 to 24 months, she had 
spent somewhere &tween $60,000 and $80,000. She had sold 
stocks, had thousands of dollars in credit card debt, and, most 
humiliating for her, she had lost her good name in town. She was 
frightened she would be seen as losing her faculties, so she hid 


^The prepared statement of Dr. Beukema appears in the Appendix on page 112. 
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more. She voluntarily gave financial power of attorney to my broth- 
er, who was responsible for my mother’s finances until her death 
in December 1998. 

In October 1994, I stopped all junk mail in my name from com- 
ing to my house. I was unable to do so for my mother at her house. 
In some cases, it was nearly impossible to contact some of the 
sweepstakes companies because they did not include addresses on 
their packages. Many people are vulnerable to fraudulent mail 
practices because they are more trusting of the signs of legitimacy, 
like the name “Reader’s Digest.” They are vulnerable to letters that 
appear original and personalized when, in fact, they go out to hun- 
dreds of thousands of people. They respond to what seems friendly, 
exciting, and promising. It is shameful what passes as legitimate 
and accepted business practice when it decimates a person’s sense 
of themselves as well as their livelihood. 

I am reasonably intelligent and not yet elderly. I could easily 
spend several hours a day trying to understand the fine print that 
is included in much of the mail that still comes to my house. I 
spend several hours a week protecting myself from unwanted solici- 
tation. While the laws that exist may be sufficient to protect me 
as a citizen, I really don’t think they are adequate to protect 
unusually vulnerable populations like the elderly, who are not as 
capable of protecting themselves from deceptive sweepstakes prac- 
tices. I also am very troubled when I begin to consider that the gov- 
ernment itself can be seen as legitimizing these practices by implic- 
itly condoning fraudulent and unethical scamming as legitimate. 
The mail is delivered to your house by government employees. It 
all looks legitimate, but what comes to pass is shameful and secret. 

I would like to thank you for allowing me to share my mother’s 
story with you. I hope that through these proceedings other senior 
citizens will be spared the public embarrassment and humiliation 
that my mother experienced. 

Senator Collins. Thank you very much. Doctor. Mr. Doolittle. 

TESTIMONY OF CHARLES DOOLITTLE, i INVERNESS, FLORIDA 

Mr. Doolittle. Good morning. My name is Charles Doolittle. I 
am from Inverness, Florida. I am here today to share the story of 
my parents’ involvement with the sweepstakes. My father is 84. He 
is a retired executive from a Fortune 500 company, and my mom 
is 83 and has always been a homemaker. They live close by, and 
I have power of attorney over their affairs. 

My parents initially became involved in sweepstakes in 1992. My 
parents routinely participated in sweepstakes offered by United 
States Purchasing Exchange, Publishers Clearing House, Reader’s 
Digest, American Family Publishers, and assorted charities seeking 
donations. Mom and dad had always purchased items believing 
that purchases enhanced their odds of winning. 

Mom and dad bought magazines they never read and products of 
little or no use to them. They purchased numerous compact discs 
and VCR tapes even though they didn’t have a CD player or a 
VCR. 


^The prepared statement of Mr. Doolittle appears in the Appendix on page 113. 
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I have brought checks here which reflect money they spent on 
these mailings in 1997: $704.30 to American Family Publishers, 
$3,036.60 to Publishers Clearing House, $1,713.28 to Reader’s Di- 
gest, $260.90 to Time, $3,993.07 to United States Purchasing Ex- 
change, and $413.06 to assorted charities. That is $10,121 in 1 
year. And that is not all of them. That is most of them. 

I believe our Nation’s seniors are very susceptible to the decep- 
tive mailing practices of some companies. It always amazed me 
when I went to visit mom and dad and saw the pile of solicitations 
they received on a daily basis. There always was a pile on the din- 
ing room table of sweepstakes, many of which stated they were a 
winner or a flnalist. The mailings implies that they were valued 
customers and that because of their past purchases they would 
soon be big winners. 

I asked my mailman if the sweepstakes offerings they received 
was an unusual amount since they seemed to receive more than 
their share. The mailman told me he had several people on his 
route who received numerous sweepstakes offers every day. The 
mailman said that most offers seemed to go to elderly widows. 

The last few Super Bowl Sundays have been tough. Mom has 
been convinced that her prize would be delivered on Super Bowl 
Sunday and insisted on being home to collect her winnings. Mom 
believed that the Prize Patrol was going to show up on her door- 
step to deliver the grand prize. 

I also have a complaint with the billing procedures. I believe 
some of these organizations may double bill and double ship mer- 
chandise to unsuspecting seniors. Customers end up sending pay- 
ments, placing more orders, and the cycle continues. It is like 
watching somebody take money right out of my parents’ pockets 
and there is nothing I can do. 

I have tried contacting companies to get my parents’ names off 
mailing lists, but to this day the offers continue to roll in. 

It may be too late for my parents, as they have already lost thou- 
sands of dollars. It is my hope, however, that these hearings will 
shed some light on what I believe to be a fraud perpetrated upon 
the most vulnerable and trusting seniors. Thank you. 

Senator Collins. Thank you, Mr. Doolittle. Dr. Carter. 

TESTIMONY OF KAROL CARTER, DVM,i TROY MICHIGAN 

Dr. Carter. Madam Chairman and Members of the Subcommit- 
tee, my name is Karol Carter, and I reside in Troy, Michigan. 

I would like to say I am here on behalf of my 86-year-old father, 
Allan Carter, but he currently is upset that I am attending these 
hearings. He is concerned that I am ruining his chances of winning 
a Reader’s Digest sweepstakes when he, “is getting close to win- 
ning.” My father has a doctorate in organic chemistry and retired 
from Chrysler Corporation. He resides with my 84-year-old mother 
in a condominium in Troy. I have never questioned his intelligence, 
but since the sweepstakes began, all sense of reasoning with him 
has become impossible. He has never gambled in his life, nor will 
he play our State lottery. 


^The prepared statement of Dr. Carter appears in the Appendix on page 114. 
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The problem began innocently enough with his first entry to a 
Reader’s Digest sweepstakes about 15 months ago. He suddenly 
was inundated with contests from all over the United States, Aus- 
tralia, England, and Canada. I began a serious effort to halt this 
by contacting the Postal Service and was advised to write the Mail 
Preference Service Direct Marketing Association in Farmingdale, 
New York. I wrote twice, the last date July 8, 1998. I have mailed 
26 certified letters to 26 companies who have contacted him, re- 
questing the stoppage of all solicitations and that his name be re- 
moved from the mailing list. I requested a letter of response. 

My father is totally convinced that these contests are legitimate. 
The marketing concepts of these companies are cunning. All sweep- 
stakes are associated with making a donation, paying an entry fee 
to upgrade your winnings, or making purchases. Small print noti- 
fies “no purchase necessary to enter.” If you decline to purchase or 
to upgrade, the address for your “No” entry is different from the 
address for the ‘Yes, I would like to buy something.” My guess 
would be that one leads to a trash dumpster and the other to com- 
pany profits. 

An example of this is the Motor Vehicle Awards entry which 
states, “You have been identified as an award recipient in a na- 
tional sweepstakes. You, Allan Carter, are guaranteed to receive a 
brand new automobile or cash award. There is no mistake. Your 
award is waiting to be claimed. Your award has been confirmed by 
our auditing department and is formally identified by the award 
registration number that has been preselected and assigned by 
Motor Vehicle Awards. Legal title to the brand new Chevy Malibu 
will be executed and transferred to you, Allan Carter, pursuant to 
and in accordance with the Motor Vehicle Code of the State of 
Michigan and the regulations of this presentation as they appear 
on the reverse side of this document. In addition, an Optional Com- 
modities Package with a fully redeemable value of over $2,500 is 
being held pending your submission of the standard acquisition 
fee.” The fee is $14.98. 

The award registration form asks to verify the correct name and 
address, but also requests a telephone number and if you have a 
Visa or MasterCard. The back of the form states that the winning 
claim number has been preselected and that 3 million copies have 
been mailed. My father entered this contest in July 1998. Further 
reading reveals that all entries must be received by August 31, 
1999. The grand prize will be awarded on or about October 1, 1999. 
This allows Motor Vehicle Awards a year to collect $14.98 from 
those willing to fall for the Commodities Option, as he did. 

Another sweepstakes gimmick is games of skill. Games such as 
Cash 21 require you to try to obtain the highest possible total score 
with the last two digits of the solution not exceeding 21. You con- 
tinue to receive new entries to the same contest to break your tie 
score with other contestants. My father received eight entries on 
the same day in the mail. All were to the same contest but each 
with a different ID number. A $1 processing fee is required for 
each entry. If you do not continue to the next level, you receive fur- 
ther mailings stating, ‘You are in danger of losing out on a poten- 
tial grand prize.” I was receiving daily calls to help him with this 
contest. 
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Sweepstakes are also supported through “donations.” The contest 
states that most “winners and entrants” include a small donation 
to help provide food, shelter, medical supplies, or whatever for ani- 
mals, children, or veterans. Boxes are normally marked $10, $15, 
$50, etc. My father, generous soul, enters these “free” contests with 
a $50 or $100 donation, foolishly thinking the money is all going 
to the needy, not run the contest. Once a donation is made, you 
will receive a similar request on a monthly basis. 

Finally, we have contests associated with magazine subscrip- 
tions, clubs such as the Travel Club or Favorites from the Classics, 
and the purchase of catalogue items. At 86 years of age, my father 
has all the possessions he and my mother should need, or so I 
thought. Now thanks to Reader’s Digest, American Family Publish- 
ers, Time, Life, U.S. Purchasing Exchange, etc., he has enough vid- 
eos to open a video store — about 200 — and at least 150 compact 
discs. 

Many contests implore you to act quickly. Entries must be re- 
turned by “next Tuesday.” They arrive in bulk mail with no date. 
Most envelopes are official looking, with words such as “Very Im- 
portant Issuance,” “Notice Authorized by Executive Order,” and 
“Special Advisory.” Some contain promotional $1,000 bills. The 
odds of winning vary from 1 in 3,000,000 to the ridiculous Reader’s 
Digest 1 in 85,000,000. One has a greater chance of being struck 
by lightning. Of course, all winnings go only to the named contest- 
ant. Father stands a good chance of not even being alive by contest 
end. He thinks the money will go to his estate and help care for 
my mother. This is the beauty of preying on the elderly. They may 
not even live to collect the total amount, which is paid out over 30 
years, should any of them become the 1 in 85,000,000. 

What is this costing him? I feel like Sherlock Holmes sneaking 
his financial information. Checks written for less than 2 months 
last year amounted to $1,400. Charge card expenses for 1 month 
amounted to $980, with $680 to United States Purchasing Ex- 
change. My mother suffers from a dementia which, regarding this 
mess, is probably a blessing as she has no idea how much money 
has been wasted. 

I cannot take control of the funds of a man who can still drive, 
shop, get to appointments, take medications properly, and care for 
my mother. He functions normally in every other way. Though this 
would stop the sweepstakes, it is too brutal. One might say that 
his behavior is not normal, and certainly at this point it is an ad- 
diction. The contests give him something to do while caring for my 
mother. He was once an avid reader, but this has been replaced by 
sweepstakes. 

I have read through statements from Ms. Collins, Mr. Levin, and 
Mr. Durbin regarding the Deceptive Mail Prevention and Enforce- 
ment Improvement Act, S. 336, and the Deceptive Games of 
Chance Mailings Elimination Act of 1999, S. 335. I am here today 
to lend support to those bills. I am not naive enough to think that 
these operations can be completely stopped by these bills, but the 
proposals provide exactly the kinds of controls and protections that 
I hope can be established. Some say here goes the government 
meddling. I am both thankful and grateful for your efforts. 
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Senator Collins. Thank you very much, Dr. Carter. Thank you 
all for your testimony. It was interesting, as you were each testify- 
ing, all the rest of you were nodding, and it was obvious that you 
have all been through very similar experiences. And I very much 
appreciate your coming forward and assisting us. 

Mr. Hall, could you give us some idea of how many mailings you 
received from sweepstakes companies during an average day? Can 
you give us an estimate of that? 

Mr. Hall. Any amount between 10 and 15 a day I was getting. 

Senator Collins. So you were receiving 10 to 15 mailings a day. 

Mr. Hall. Every day from sweepstakes companies. 

Senator Collins. And did you find that as you entered these 
sweepstakes that that generated more mailings? 

Mr. Hall. Yes, it did. 

Senator Collins. I am going to put up a typical mailing, the 
Prize Patrol mailing, yes. I think each of you has a copy of this 
mailing. ^ 

This is from Publishers Clearing House, and, Mr. Hall, I think 
you said that you may have received this one or similar ones. 

Mr. Hall. Yes. 

Senator Collins. Ms. Gelinas, if you notice this mailing, it is 
personalized throughout. The consumer’s name is throughout it. 
How big a role is the fact that these appear to be personalized 
mailings, was this in your father’s case? 

Ms. Gelinas. It was a really big part of his problem. He thought 
that anything that came to him with his name in it referring to 
him as an individual, with maybe a little sticky note that looked 
like it was handwritten and also had his name on it, he thought 
that was real. 

I think it comes from not understanding what you can do with 
computers, and to him, when he was in business, before he retired, 
things that looked like that were personal letters. And he thought 
they were. He thought he was special, that he was getting personal 
letters from places because he was so close to winning that he was 
going to be the winner. 

Senator Collins. Mr. Hall, did the fact that these were personal- 
ized and that your name appeared throughout and that it had lan- 
guage such as “open your door to $31 million,” convince you that 
you were in a special category and likely to win? 

Mr. Hall. Yes, it did. 

Senator Collins. And did you think that if you made a purchase 
that that increased your chances of winning? 

Mr. Hall. Yes, it did. 

Senator Collins. So you thought by making a purchase that 
would help you win, and that if you didn’t make a purchase, did 
you think that you would not be likely to win? 

Mr. Hall. Yes, I did. 

Senator Collins. What is interesting with this mailing is no- 
where on these first two pages with the fancy print, which says 
that you can open your door to millions of dollars, does it explain 
that no purchase is necessary to win. It is only in the tiny type on 
a separate piece of paper that you find out that in the rules. 


^See Exhibit No. 2 in the Appendix on page 157. 
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Is that typical of the kinds of mailings that you received? 

Mr. Hall Yes. 

Senator Collins. And I would ask this of all of you who have 
reviewed the mailings received by your parents. Did you find that 
there was a lack of understanding that, in fact, no purchase was 
necessary to win because of the way these mailings are set up, be- 
cause the rules, if you will, are on a separate piece of paper in very 
small print? I am just going to go down and ask you each to com- 
ment on this. Ms. Gelinas. 

Ms. Gelinas. Oh, absolutely. Many of the things, the print was 
way too small for my father to even read with a magnifying glass, 
especially towards the end of his life where he had failing vision. 

He didn’t even know it was there. But he also knew because he 
was a preferred customer he reached this tier, that tier, or what- 
ever, and was somehow special, that he was very close to winning 
and all he had to do was maybe buy one more book or one more 
videotape and he was guaranteed to win. 

Senator Collins. And he became a preferred customer by mak- 
ing purchases, correct? 

Ms. Gelinas. Oh, absolutely, yes. 

Senator Collins. So there, again, reinforcing that link. 

Ms. Gelinas. Absolutely. 

Senator Collins. Ms. McElligott. 

Ms. McElligott. Yes, I would agree with that. I would also like 
to add that due to the volume of mail they were receiving every 
day, they would not sit there and read through all of that. Yes, you 
need a magnifying glass. It is hard for me to read it. If you have 
all of this sitting here proclaiming you are a winner, you are going 
to glance at it and go for the big stuff — “I trusted these people; 
these are not going to lie to me” — and keep reading. 

Senator Collins. Dr. Beukema. 

Dr. Beukema. Yes, absolutely. She believed that if she pur- 
chased, then it would increase her chances. And one of my brothers 
would take her his junk mail and say, “look, I send in the same 
things with no money, and nothing happens.” She wouldn’t believe 
him. She believed that absolutely she was still getting something 
different, something more, and, indeed, she did get a lot more. And 
there was something in just the sheer amount of material that 
came to her house that made her believe that she really was in- 
credibly close now and she had to purchase. 

Senator Collins. Mr. Doolittle. 

Mr. Doolittle. Well, if you have 50 to 60 envelopes a week, with 
all this paperwork in there, and you are going to enter a sweep- 
stakes, 50 or 60 of them a week, you don’t have time to read the 
small print. You are going to hit the highlights of it and move your 
little stamps around and write your checks and order what you 
want. Then when you try to point things out, you are just wasting 
your time, they are going to win. It says we are going to win. 

Senator Collins. I think that is an important point, in many 
cases the language is unambiguous. It isn’t qualified. 

Mr. Doolittle. Why would they read it when it says they are 
going to win? 

Senator Collins. That is a very good point. Dr. Carter. 
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Dr. Carter. The majority of the instructions are always on the 
back of the entry form, and in my father’s case, he would probably 
receive anywhere from 12 to 20 envelopes a day. So this was a full- 
time job just filling out these entry forms. They have so many steps 
and stages that you have to go through on these forms, plus make 
out your check you are going to send them. He never bothered to 
flip over the entry form to see when these contests ended, or to see 
what the rules were. 

They stated in many instances that the address you mail to was 
different, and all the instructions for where this envelope went if 
you didn’t want to purchase was in small print on the back of the 
contest. It was always a totally different address, and it would be 
a lot of work for someone who is doing 20 of these a day to sit down 
and rewrite envelopes. You had to fill out your own envelope if you 
didn’t want to buy something. So it was much simpler just to go 
ahead and order, whether he needed it or not. 

Senator Collins. There is one mailing that we have which we 
will be talking about more tomorrow where the print size of the 
disclosure that you don’t have to make a purchase to win and the 
odds is in 6.5 point print. I cannot read it. I had to have my much 
younger staff members point out on the back where the disclosure 
was. And I, at age 46, cannot read the print, I imagine that most 
people older than that cannot either. And I think that is an exam- 
ple of what we are talking about. 

Ms. McElligott, you did a lot of work trying to get refunds from 
companies. Could you explain to us any problems you had in seek- 
ing refunds? And I also understand that your efforts in seeking re- 
funds actually generated more solicitations. Is that correct? 

Ms. McElligott. Yes, ma’am. That is correct. In fact, I brought 
the “McElligott estate is a winner,” and this is not the first one we 
have received. In our effort 

Senator Collins. Let me just clarify that point. This is after — 
was it your father or your father-in-law? 

Ms. McElligott. Eather-in-law. 

Senator Collins. Your father-in-law had died. You started as a 
result of your complaints then getting solicitations addressed to his 
estate? 

Ms. McElligott. Yes. The estate would like to have the money, 
by the way. 

Dealing with the magazine companies to obtain these refunds 
has been an education in itself, and it has never been easy. What 
started out with. Hello, my name is so-and-so, and I am the daugh- 
ter of . . . who has now died, the estate would like to request a 
refund, and would you please take us off your mailing list? And 
could you tell us, does he subscribe to any other magazines with 
you? 

They don’t want to tell you this information. Some companies 
were so brazen as to ask me. Do you have canceled checks? How 
many do you have? Well, yes, I do have canceled checks, but how 
many subscriptions do you show him having? Well, we will have to 
get all of our records. 

As I went through the process, I became a little more savvy in 
my questioning of. Do you have his name under any other similar 
spellings? But whenever you would call in, it was: Give me your 
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zip code. Well, I am sorry, but in Tyler, Texas, there are only two 
McElligott families, my father-in-law and myself. And this is not 
difficult, and his zip code is different from my zip code. So if you 
pull up that zip code, anything reasonably close to our name should 
have come up. 

At one point we had contacted either American Family Publish- 
ers or Publishers Clearing House and, after repeated contacts, his 
records disappeared. We were told: We don’t have any records; they 
have been purged. And after much insistence, we were told a su- 
pervisor would get back with us. 

Some checks we were told were mailed, and we would go back 
and say, no, we have not received them. Yes, you have. Then send 
us a copy of the front and the back with the endorsements. And 
suddenly, oh, they haven’t been mailed. And we would get the 
checks. 

Senator Collins. Mr. Doolittle, I know you tried to get some re- 
funds also, and one of the things that is striking in your example 
of that stack of checks is it shows that because each individual pur- 
chase is small, people don’t realize how much money they are actu- 
ally spending in the aggregate. 

Could you comment on your experiences in looking through these 
checks what the average amount is perhaps? 

Mr. Doolittle. I am not sure what the average is. I think it is 
somewhere around $28. But the biggest bulk of them are to Pur- 
chasing Exchange and Publishers Clearing House. You know, once 
you start down this path, you have to write some days 10, 15 
checks because there were different — my mother does all the writ- 
ing of all the checks, and sometimes she was sick for a month, 6 
weeks, so no checks got written. The only checks that got written 
were the ones I wrote, and that was for the cable TV and electric. 
It sure the hell wasn’t for this stuff. 

So everything these people are saying, I have been there and 
seen that, done that, and it is a mess. I don’t think this is what 
we want for the elderly people. I don’t want it for my parents. I 
don’t want it for their parents. 

Senator Collins. I am going to yield to Senator Levin for his 
questions. Before I do, I want to pick up on a comment that Dr. 
Carter made about your odds of winning. 

I have noticed in some cases the odds are stated, although al- 
ways in small print. But in other cases, the companies just say the 
odds depend on the number of entries, which isn’t exactly very in- 
formative. 

In fact, I was thinking that perhaps one way to inform consum- 
ers is if we required a very clear statement of odds using some in- 
formation that was in the Washington Post, which is that your odds 
of dying from bites from venomous snakes, lizards, and spiders are 
greater than your odds of winning one of these major sweepstakes. 
Perhaps that would have discouraged Mr. Hall from entering. 

Mr. Hall. Yes, it would have. 

Senator Collins. It would have. 

Mr. Hall. Oh, yes. 

Senator Collins. Senator Levin. 
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Senator Levin. First, I would like to put up a picture of a base- 
ment room in your father’s house, Dr. Carter. ^ I am not sure this 
is a basement, actually. It is a room 

Dr. Carter. Yes, it is a basement. 

Senator Levin. It is a basement room. Can you describe what 
those boxes are? 

Dr. Carter. Well, I would really have needed to use a panoramic 
view to get the whole field of boxes. That is not entirely all of them. 
The only thing that is not purchased is a hanging closet for some 
clothing and a chest of drawers in the back. Most of these are all 
items which remain boxed that he has purchased that he has not 
even bothered to open. I think he is saving a lot of these items, 
which, of course, he never wanted or needed in the first place be- 
cause he feels that at any point in time he can mail these all back 
and receive a full refund. 

Well, at this point in time, it is such a mess that I am not sure 
how we will ever be able to figure out where any of these items go 
to. 

There are silly things in there like feather dusters, plastic fake 
crystal vases, all kinds of Tupperware-type products, even a rear- 
view mirror magnification item which you can hang on your rear- 
view mirror, which I am sure is totally illegal to drive with. It just 
goes on and on. 

Senator Levin. Is that just one portion of that room? 

Dr. Carter. Yes. There is some more, and also the garage has 
some. 

Senator Levin. And over what period of time? 

Dr. Carter. This has been within a year, so this has — thank 
heavens, really been a recent happening because had he begun 4 
or 5 years ago, he would have probably wiped out his savings. 

Senator Levin. Ms. McElligott, you held up an envelope that 
looks something like this.^ 

Ms. McElligott. Yes, sir. 

Senator Levin. Could you hold that up again? I am just curious 
if by some chance it is — could you read those big words there at 
the top? 

Ms. McElligott. It says, “Joseph P. McElligott Estate has won 
$1,666,675 and payment is scheduled to begin.” 

Senator Levin. OK. Is there some real fine print above that? 

Ms. McElligott. Below it, it says 

Senator Levin. Is it below it? 

Ms. McElligott. Oh, above it or below? 

Senator Levin. Either one. 

Ms. McElligott. OK. Above it 

Senator Levin. If you can read it. 

Ms. McElligott. Let me get it out of the envelope. Let me take 
it out of this one. We have opened this one. 

Senator Levin. Because this is the fine print, folks, that they all 
rely on. You see, the recipients of these letters get the come-ons in 
big print, such as Ms. McElligott just read. Now I think it is simi- 
lar to stuff I have seen. 


^ See Exhibit No. 19 in the Appendix on page 209. 
2 See Exhibit No. 18 in the Appendix on page 208. 
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Now the fine print that nobody reads. 

Ms. McElligott. The fine print, which is in a much paler — it is 
in a soft gray: “If you have and return the grand prize winning 
number, we will officially announce that.” 

Senator Levin. Right. 

Ms. McElligott. And then below it, it says, “And then the list 
of major prize winners in sweepstakes presented by Life would 
read as follows.” 

Senator Levin. Now, what we will be hearing tomorrow is that 
it is that fine print that makes this legal. 

Ms. McElligott. It makes it legal, but it is difficult to read. 

Senator Levin. But it is hopefully not going to be legal after our 
legislation passes. That is one of the points, many points of these 
bills, which is to make illegal putting in big print you have won 
all this money and then in very small fine print the qualifier that 
nobody reads, because our bills require that the notice of the quali- 
fications, conditions, be in large print. This is just one of many 
changes that are in our legislation. 

I am not saying that that goes anywhere near as far as we have 
got to go to stop these disgraceful practices, preying on elderly peo- 
ple to make money. 

Now, this is one of the things that is typical of these come-ons. 
This is one we will talk about with one of our witnesses tomorrow, 
very similar to what you have. This is what the person reads in 
the envelope: “We can now confirm that your number is the win- 
ning number, and you” — the name here — “win $1,666,000.” ^ Some- 
one reads that. This person reads that. What they don’t read be- 
cause it is so small and usually on a background that they can’t 
even make out the writing from, it says: “If you have and return 
the grand prize winning number.” 

But what they are depending on is that a human eye will see 
what is large and not be able to pull out very fine print. They are 
depending on people not having a magnifying glass nearby so that 
they can use a magnifying glass to read the fine print. And then 
on the back of that envelope are the conditions. Even with a mag- 
nifying glass, I am not sure I can read those. I can’t read that with 
my own reading glasses on right now. That is how small it is. And 
that is how small the words “No purchase necessary” are. 

Now, one of the things that I hope we will do, which is in the 
bill that I have introduced, is not just to say “No purchase nec- 
essary.” That is not nearly good enough. The point is that buying 
something will not increase your chances of winning. That is the 
critical information. Because you can tell somebody, even if they 
read that no purchase is necessary, they can still think that, well, 
it may not be necessary, but it is going to help my chances of win- 
ning. And you are all nodding to that, so I would like to kind of 
get your reaction to that. 

Mr. Hall, is that correct? 

Mr. Hall. Yes, very good. That is a very important sentence 
there. 

Senator Levin. Ms. Gelinas. 


^See Exhibit No. 10 in the Appendix on page 182. 
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Ms. Gelinas. Oh, absolutely. My father absolutely believed that 
if you didn’t buy, it wasn’t — you were off the list. You were off the 
top of the list. 

Senator Levin. But even if he read the words “No purchase nec- 
essary,” would he not still believe that it would help increase his 
chances of winning? 

Ms. Gelinas. Oh, absolutely. “Everybody knows that if you buy, 
your chances are better.” 

Senator Levin. All right. Thank you. 

Ms. McElligott. 

Ms. McElligott. Yes, I agree and would encourage you to add 
that to the phrase. 

Senator Levin. All right. Thank you. 

Ms. Beukema. 

Dr. Beukema. It goes along with the sort of phrase I was raised 
with. You know, there is no such thing as a free lunch. So, of 
course, you have to buy. These are the values that guide your life. 
You have to keep doing what you have always done. But in this 
case, it is completely exploited. 

Senator Levin. OK. Mr. Doolittle. 

Mr. Doolittle. Put it in big letters. 

Senator Levin. Put it in big letters, OK. 

Dr. Beukema. And all in the same color. 

Mr. Doolittle. If I can take off my glasses and read it, then it 
is big enough. 

Senator Levin. OK. Thank you. 

Dr. Carter. 

Dr. Carter. My father fully understands that these purchases 
are basically essential for increasing his chances of winning, and 
I think he really does not need the items he has bought and never 
really planned on using them, but these were items that had to be 
purchased to allow this contest to be favorable for him. 

Senator Levin. Now, these letters prey on people’s vulnerabilities 
and loneliness and hope to be independent and help their children 
get through college, as in your situation, Mr. Hall. They prey on 
all of those human feelings, sometimes human frailties, and that 
is what we are going to have to try to stop, that exploitation, by 
closing loopholes in existing laws. But we have also got to toughen 
laws which already exist where people do things that are already 
illegal, but the penalty is so weak that they can make money even 
if they ever had to pay the penalty. 

For instance, under the postal regulations, you have to violate an 
order before you can be fined. The fine is minimal. But why should 
you have to violate an order? Why shouldn’t you be fined a signifi- 
cant amount if you violate the law or the regulation? Why must the 
Postal Service have to issue an order that you violate before you 
are subject to a fine? So we are hoping to change that as well. 

I just want to have a couple more questions with Dr. Carter 
about that letter, if we could put that back up.^ 

One of the intriguing parts about this letter to me is that this 
come-on guarantees that you have either won a brand new auto- 
mobile or a cash award. No ifs, ands, or huts about this one. 


^See Exhibit No. 35 in the Appendix on page 319. 
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It is very difficult to even know what they are selling, by the 
way. It is easy to know what they are getting. They want that 
$12 — ^how much is it? $14.98 for this optional package. 

Dr. Carter, you have read this. Do you know what that optional 
commodities package is that you get for $14.98? 

Dr. Carter. I have no idea because you get so bowled over by 
all the instructions. If you can see on the poster to the right, that 
is the back of the awards. You have to really read through all of 
this before you figure out what is going on. 

Senator Levin. After you have read it, you know what is in 

Dr. Carter. No, I did not. And basically the thing my father saw 
was “Award Registration Form.” He had the idea that he had to 
send in $14.98 in order to be entered in this contest. And I honestly 
thought, when I started reading this Motor Vehicle Award, I was 
three-quarters of the way through that page, I thought he had ac- 
tually won. I thought, oh, no, he has finally won something. I got 
about three-quarters of the way down, and I thought, oh, no, this 
really isn’t going to happen. But I really was convinced. 

Senator Levin. Even after reading this fully, studying it, looking 
at it, do you know what the optional commodities package is? 

Dr. Carter. No, I have no idea. 

Senator Levin. By the way, folks, on this particular one, they 
guarantee a cash award. And if you read this cash award — I don’t 
know which way to put this because you can’t read it either way. 
But when you read very carefully there, everybody is guaranteed 
a cash award, 50 cents, when you read those things very carefully. 
And I am sure if they were here, they would say we guarantee ev- 
erybody who enters a cash award, just as we represented, 50 cents. 
That sweepstakes deadline is not yet here, and when it is, I hope 
this Subcommittee will subpoena these folks, if we can find them, 
to see how many 50-cent checks even went out to these people. 

So we have got two problems. One is the loopholes that need to 
be closed, but also we have got to toughen very dramatically on ex- 
isting prohibitions if we are going to stop these disgraceful prac- 
tices. 

Thank you. Madam Chairman. 

Senator Collins. Thank you. Senator Levin. 

Senator Edwards. 

Senator Edwards. Thank you. Madam Chairman. 

Mr. Hall, good morning. 

Mr. Hall. Good morning. 

Senator Edwards. How are you doing today? 

Mr. Hall. Pretty good. Thanks. 

Senator Edwards. I just want to ask you a couple of questions. 
Do you have one of these exhibit notebooks down there? I think I 
see one. 

Mr. Hall. Yes. 

Senator Edwards. I wonder if you would turn to the first exhibit, 
which is a letter from Publishers Clearing House addressed to 
you.i 

Mr. Hall. Yes. 


^See Exhibit No. 1 in the Appendix on page 155. 
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Senator Edwards. The first thing I notice in this letter is the 
words “guarantee” or “personal guarantee” in boldface type. Do you 
see that as you go through the letter? 

Mr. Hall. Yes. 

Senator Edwards. And it looks to me as though it appears one, 
two, three different times in boldface. Is that correct? 

Mr. Hall. Yes. 

Senator Edwards. Now, if you would look down with me at — 
there is a large paragraph, four up from the bottom. It begins, “You 
see.” 

Mr. Hall. Yes. 

Senator Edwards. Do you see that? 

Mr. Hall. Yes. 

Senator Edwards. And then it has this sentence: “Now, I have 
made sure that your invitation includes a special opportunity that 
guarantees” — “guarantees” being in boldface — “guarantees you will 
win a prize valued up to five” — that has got so many zeroes, I am 
not sure what it is. Is that five million? 

Mr. Hall. Eive million. 

Senator Edwards. Eive million dollars. When you read that, 
what did that mean to you, Mr. Hall? 

Mr. Hall. That I was going to win $5 million. I am still waiting 
for it. [Laughter.] 

Senator Edwards. I am afraid you are going to be waiting a 
while, it looks like. 

Mr. Hall. Yes, I am. 

Senator Edwards. And this letter contains — I left out a large 
part of the letter, but it contains a whole discussion about some 
discussion that allegedly took place at Publishers Clearing House 
about you personally. Is that right? 

Mr. Hall. That is correct. 

Senator Edwards. And when you saw this sort of description of 
the fact that they were talking about you personally and how im- 
portant it was for them at Publishers Clearing House for you to be 
a winner and guaranteeing that you were going to be a winner, 
what did all that make you think? 

Mr. Hall. That I really was going to win. I did. 

Senator Edwards. And you were telling us earlier before you got 
upset, Mr. Hall, basically what you were trying to do was help your 
daughter go to school. Is that right? 

Mr. Hall. That is correct. 

Senator Edwards. And she was going to law school and you were 
proud of her and you wanted to help her. 

Mr. Hall. That is correct. 

Senator Edwards. Did it matter to you the fact that this all ap- 
peared to be very personal? 

Mr. Hall. Yes. I took it very personal, and my daughter always 
advised me these guys cannot be trusted. And I just thought this 
is a harmless, reputable company. That is the way I thought about 
that. And getting a letter like this made me believe that I really 
was going to win. 

Senator Edwards. Now, let me ask you this, Mr. Hall: What 
would have told you, when you got this letter — let’s talk about this 
letter particularly. What could have been in this letter that would 
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have said to you, you know, my chances of winning this sweep- 
stakes are minimal? What could these folks have put in this letter 
that would have made that clear to you? 

Mr. Hall. If they had put in this letter that my chances of win- 
ning were 1 in 100 million, that would have made me — given me 
the indication that I would not — probably would not be a winner. 

Senator Edwards. And that is nowhere in the body of this letter. 
Nothing like that is in the body of this letter. 

Mr. Hall. It is not there. 

Senator Edwards. Now, let me ask you about a different thing. 
We have some language — Senator Collins has some language. Sen- 
ator Levin has some similar language — about the nature of what 
needs to be in these sweepstakes promotions, and we use “easy to 
find, read, and understand” because of our concern about this small 
type and how hard it is. 

Mr. Hall. Yes. 

Senator Edwards. Tell me how you would feel, instead of lan- 
guage that is more general like that, if we said that they had to 
disclose your chances of winning in type that was at least as big 
as any type that appeared anywhere in the letter — in other words, 
the largest type. See “Publishers Clearing House,” that big type at 
the top of that letter? 

Mr. Hall. Yes. 

Senator Edwards. Would it have been helpful to you if they were 
required to disclose in type as big as the largest type that appears 
in some of these letters we have seen? Some of the blow-ups, they 
have very large type on them. 

Mr. Hall. Yes 

Senator Edwards. Would it have been helpful if we required 
them to disclose your chances of winning every time you got one 
of these things, your chances of winning in type that was at least 
as big as the largest type in the letter? 

Mr Hall. Yes 

Senator Edwards. Would that have been helpful to you? 

Mr. Hall. Very, very much helpful. 

Senator Edwards. OK. Now, let me ask Ms. Gelinas — thank you 
very much, Mr. Hall. That was very helpful. 

Ms. Gelinas, let me ask you this question. I spoke earlier about 
a 1-800 number, which is one of the ideas that I have that I want 
to discuss with my colleagues. But the concept is to have a 1-800 
number where folks could call and have your name taken off all 
these sweepstakes lists so that they especially don’t mail to you, 
and not just one of them but all of them, one central 1-800 num- 
ber. Tell me whether you think that would be helpful based on 
your experience. 

Ms. Gelinas. It would have been helpful at the end when I was 
taking care of my father’s affairs to a large extent, but for the 10 
years that he lived alone, he never would have called. 

Senator Edwards. He wouldn’t have called himself 

Ms. Gelinas. Oh, no, because he was going to win. 

The other thing that I might mention about your large type is 
if you are going to put the odds on it, it also has to be on the front 
page, because if it is on the back somewhere, they are never going 
to turn it over and look. 
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Senator Edwards. Basically the largest possible type on the front 
page of whatever they receive. 

Ms. Gelinas. That is right, because I know my father never 
looked on the back of any of those things. First of all, as some of 
the other people have said, it is a full-time job to fill out all these 
things and write all your checks, and my father was getting 30 to 
50 a day between charities — strange charities no one has heard 
of — and Reader’s Digest. And that did — that was his day, filling 
those things out. And he never even looked on the backs of those 
things. Even if the print had been big on the back, he never would 
have seen it. 

Senator Edwards. So let’s play this out. If we had in type that 
is as big as the largest type that appears anywhere on the docu- 
ment, and on the front page, (1) the chances of winning, and, (2) 
as Senator Levin pointed out earlier, that purchases will not help 
your chances of winning in any way — if we had all of that in type 
as large as the largest type that appeared anywhere on the docu- 
ment, do you think that would go a long way toward dealing with 
this problem? 

Ms. Gelinas. I think that would have helped for my father, yes. 
I really do. 

Senator Edwards. And let me ask you one last question. Do you 
feel like, particularly in the case of the elderly, that when they get 
these personal letters like Mr. Hall got and I just asked him ques- 
tions about, that it is important to them, it makes them feel like 
somebody cares about them, somebody is paying attention to them, 
they feel important? 

Ms. Gelinas. Absolutely. I think that is a big part of it. I used 
to see my father three or four times a week. He would have letters 
like this to show me that he was so proud of because, look, I mean, 
they really were — they felt for him, they were his friends. You 
know, they were worried why he hadn’t won yet. They wanted to 
make sure he would win. All of that real personal touch really went 
a long way with him. He trusted them. He believed them. He 
thought they cared about him. 

They didn’t care about him. They cared about his money. 

Senator Edwards. And it created not only a financial response 
in him but an emotional response. 

Ms. Gelinas. Oh, absolutely. 

Senator Edwards. Can I get a comment from the rest of you on 
all these things that I have just asked about? Ms. McElligott, if you 
don’t mind? 

Ms. McElligott. I agree. I would like to see those statements 
put right up there beside ‘Y’ou have won,” and not down in the 
body of the text, because when they get the volume that they are 
getting — and this was 1 day, the day I left. They don’t have time 
to keep reading. Their eye goes to what they see first. Put it as 
big — make them put it in bright red letters — what your odds are. 
Put it up there so they can see it. 

Senator Edwards. And, also, that buying something is not going 
to help them. 

Ms. McElligott. Exactly. 

Senator Edwards. Dr. Beukema. 
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Dr. Beukema. Well, what just occurred to me when you were 
talking is that if your — people have lived all their life, and so when 
they see something that says, so-and-so and I were sitting in the 
office the other day talking about you and wondering why you 
haven’t won, they imagine themselves doing that with someone. 

Senator Edwards. Sure. 

Dr. Beukema. And so they think, oh, it is really happening: that 
is what I would do; this must be real. 

That it is not real, I think, is like, well then why would they say 
it if it isn’t so. It is like with the phrasing, it says I have won. It 
wouldn’t say that if it weren’t true. I mean, it assumes a kind of 
naivete in some way, but it is also not so naive. It is like why else 
would you write someone something like that. 

Senator Edwards. But don’t you think it also, as we have talked 
about, makes them feel special? 

Dr. Beukema. It makes them feel special. 

Senator Edwards. Important? 

Dr. Beukema. Yes. 

Senator Edwards. Makes them want to respond on an emotional 
level. 

Dr. Beukema. Anyone else who came to them and said you have 
won this or this is good for you, the doctor says that, their kids say 
that. And here are people saying it all the time, only there is more 
of them. 

Senator Edwards. Any other ideas besides what we have just 
talked about, putting the type in as big a print as there appears 
on the letter, putting it on the front, making sure it discloses the 
odds of winning in this large type, and also that purchases are not 
going to help? Anything else specific that occurs to you that would 
be very helpful? 

Dr. Beukema. Not specifically. Those seem very important. 

Senator Edwards. OK. Thank you. 

Mr. Doolittle, could I get your comments on those questions, 
please? 

Mr. Doolittle. I think you ought to put — oh, there is one right 
there, about a quarter inch height, but do it on the front and the 
back. 

Senator Edwards. I see the letter that you have in your hand. 
It says “letter of intent.” What does it say at the top? 

Mr. Doolittle. “Letter of intent to award cash.” 

Senator Edwards. If that document said in the same size print 
what your odds were of winning and that purchases would not 
help, don’t you think that would be tremendously helpful? 

Mr. Doolittle. Yes, but they would reduce the size of that print 
so they can reduce the disclosure. 

Senator Edwards. They will make them all small. 

Mr. Doolittle. So if you just tell them quarter inch in black ink, 
put it on the front and the back — so many of these envelopes have 
got six, seven sheets of paper in them. 

But I have something to ask you guys. [Laughter.] 

Why can’t you raise the bulk rate up? 

Senator Collins. Well, we will pass that on to the other Sub- 
committee. 
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Mr. Doolittle. It costs me 33 cents to send you a letter. Right? 
What does it cost them to send me all this? 

Senator Edwards. Sure. 

Mr. Doolittle. Not much. 

Mr. Hall. A fraction of a cent. 

Mr. Doolittle. And the mailmen, they are getting tired of carry- 
ing it. 

Senator Edwards. Sure. 

Dr. Carter. 

Dr. Carter. I would really like to see them also disclose that 
when you purchase something or enter that your name is going to 
be sold. I think it is ridiculous that permission is not requested 
that your name be sent all over the planet. My father had an un- 
listed phone number for 15 years. We have changed this number 
twice. He still gets phone calls. Unfortunately, now he is involved 
with these Canadian telemarketing scams, and these outfits are 
impossible to stop. 

There is nowhere in any of these entries any mention that your 
name is going to be passed on to other companies. It says if you 
win the prize, would you be willing to show up and be on TV or 
serve as a promotional person, but they say nothing about the per- 
son that doesn’t win anything. 

The other thing I would be interested in finding out is if my fa- 
ther does become a 1 in 85 million chance winner and his payouts 
are going over 30 years, are they going to pay interest on this mil- 
lion dollar winning? Certainly if he wins a million dollars on April 
1, then he is entitled to interest on this million dollars. He is in 
a sense loaning them this million dollars for 30 years. Nowhere do 
I see anything that there is going to be interest paid to him. 

So these are some things that I think need to be addressed. 

Senator Edwards. Madam Chairman, I see my time is up, but 
let me say one last thing. Thank you all so much for being here. 
Your presence here is critically important to the work of this Sub- 
committee. 

Mr. Hall, I particularly want to thank you for coming here and 
having the courage to talk about something that I know is a very 
difficult thing for you to talk about, and you did it very eloquently. 

Mr. Hall. Thank you. 

Senator Collins. Thank you. Senator. 

We just have a couple of final questions that Senator Levin and 
I want to ask you. I am going to ask my question to Dr. Beukema 
and have Exhibit 6 put up and if you could look in the exhibit 
book.i 

You made a very interesting point in your testimony. You talked 
about your mother being very trusting of official institutions like 
the Postal Service or the U.S. Government. Another part of our in- 
vestigation later on is going to get into what I call government 
look-alike mailings. These are mailings that sweepstakes fre- 
quently use to make it look like somehow they have the approval 
of the Federal Government, or in some cases they look like they are 
from the Federal Government. 


^See Exhibit No. 6 in the Appendix on page 172. 
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This isn’t as clear an example of a government look-alike mail- 
ing, but I think it is a mailing that looks very official. It looks like 
the Postal Service is somehow involved. It says official business. It 
looks like it has been hand-canceled, although, in fact, it hasn’t. It 
is just bulk mail. 

Could you comment a little bit more on the issue of the deceptive 
nature of the envelopes that lead people like your mother to believe 
that somehow this can’t possibly be deceptive? 

Dr. Beukema. Well, it looks like — the eagle is sitting up there. 
It says “official business.” It has “Do not discard.” All of these thing 
make it seem as if you have to open it and that it does come — it 
looks like something that comes from the government, and I think 
that because it came through the government, it came into her 
house — she didn’t have to go out and wait on some street corner 
to have someone drop it. This was something that came to her 
house. The postman, who she knows, brings it to her, and it looks 
official. It says “official business.” 

So, psychologically, it is like this is for real. And why would she 
doubt it? 

Senator Collins. We have other examples which we will use in 
subsequent hearings where the mailing looks like a 1099 form. 

Dr. Beukema. Yes. 

Senator Collins. It looks like an IRS document. We have oth- 
ers — this is one I received, by the way, although I have a feeling 
that I will be dropped from all the sweepstakes lists. [Laughter.] 

This one, a lot of these look like they are return receipt. They 
mimic the official documents that are used by the Postal Service 
in ways that I think just add to the deceptive nature. 

Dr. Beukema. Yes. 

Senator Collins. Finally, it occurred to me as we were talking 
about what kinds of disclosure, I am wondering, why do we allow 
these companies to say ‘You are a winner”? Why isn’t it “You may 
be a winner”? That in itself is so deceptive. 

Dr. Beukema. Yes. Psychologically, I am a winner, I am going to 
keep doing this. I mean, it is stated in the present. It really seems 
true. It keeps me in. You might win if you do this. It just has a 
completely different feel to it that people respond to. 

Senator Collins. I think you have all done an absolutely excel- 
lent job of helping us understand not only the financial con- 
sequences, the thousands of dollars that seniors are wasting, and 
others who are not elderly who are wasting on these sweepstakes 
purchases because of the deceptive nature of these mailings, but 
also the emotional toll that is taking place. And that is equally 
troubling to me. It is equally troubling to me that we are raising 
hopes, that we are exploiting people’s dreams through these mail- 
ings. And I think that that is another harm of these highly decep- 
tive and aggressive mailings. 

Senator Levin. 

Senator Levin. Madam Chairman, thank you, and just very 
briefly, I want to ask our witnesses about an argument which we 
are going to hear tomorrow from Reader’s Digest. I am going to 
quote from a piece of their testimony. 

What they will be telling us is that the sweepstakes offer is there 
only to get the consumer to open the envelope. In other words — 



34 


well, let me read what their testimony is. That is the purpose of 
the sweepstakes offer, and that “Once the consumer is exposed to 
the product offer, it is the strength of the offer, the quality of the 
product and the value of the product for the price which will deter- 
mine whether the consumer will actually respond with a purchase.” 
In other words, it is not the sweepstakes pitch. It is the product 
quality. 

Would you like to comment? 

Ms. Gelinas. Even if there is a quality product, someone who 
buys five or six of the same item is not buy quality — they’re trying 
to better their chances of winning. 

Dr. Beukema. There is no quality. 

Mr. Hall. Absolutely not true. 

Ms. McElligott. Would you like to see an example of quality? 

Senator Levin. Yes. 

Ms. McElligott. Could someone take this to the Senators? 
$20.29 for a golden horseshoe watch. I wouldn’t give you a dime for 
it. We had probably 30 of these. 

Senator Collins. Do you want it back? [Laughter.] 

Ms. McElligott. No. I have offered to give it to everybody, and 
nobody will take it. But you may have it. 

Dr. Carter. I think too many of the tapes and CDs are sold at 
outrageous prices; $30 usually is what it takes to purchase an item. 
And Reader’s Digest cleverly has you into some of these travel 
clubs or these clubs that package things so you get two or three 
discs at a time. So I found on charge card statements $60, $90, and 
the quality of these items is not good. The CDs, some of them he 
has had me listen to. He likes classical music, and I will start lis- 
tening to it, and all of a sudden it stops because there is a scratch 
in it or there is something in it. So it is pathetic. 

Senator Levin. Anybody else want to comment on that argu- 
ment? I saw you all kind of shake your heads with disbelief. 

Dr. Beukema. My mother sent me six feather dusters. They are 
all plastic. I am sure they have nice feathers. 

Senator Levin. If this is all right, we will hang on to this for to- 
morrow. We will present this to Reader’s Digest. 

Ms. McElligott. You may have it. 

Senator Levin. Thank you. I don’t think this will violate — I know 
this won’t violate our gift rules, given its value. [Laughter.] 

One other thing, I want to just pick up on a thought that my col- 
leagues have shared with each of you, and I tried earlier to express 
as well, and that is how grateful we are that you have come for- 
ward. It is a lot easier, in a way, to talk about the embarrassment 
and the humiliation and the waste of money when people come 
together. And an awful lot of folks out there have been taken ad- 
vantage of, and the fact that you come forward and kind of band 
together in this effort I think will make it a lot easier for others. 
Thousands, hundreds of thousands, perhaps millions, who have 
been the object of the kind of come-ons that you have described this 
morning hopefully will now come forward with their families and 
talk about it to their children or to their brothers, sisters, and so 
forth, to see if we can’t stop the scams here that are preying par- 
ticularly, but not exclusively, on senior citizens. 
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If I could just say one final word to Mr. Hall as well, your daugh- 
ter is now a lawyer. 

Mr. Hall. Yes, she is. 

Senator Levin. You can be very proud of that. 

Mr. Hall. Very proud. 

Senator Levin. And that you, I am sure, made a major contribu- 
tion to that, even though perhaps the fact that you were scammed 
made it more difficult for you to do as much as you wanted to. 

Mr. Hall. I was successful in getting it done. 

Senator Levin. You were successful. I am sure she would be the 
first one to be aware of that, and also now to have an opportunity 
as a lawyer to do what our newest colleague here. Senator Ed- 
wards, did so often for his clients, which is to seek the injustice and 
to go after the scam artists for those who have been victimized. So 
you have really been a major success, as others have here, too, and 
I shouldn’t single out one, but I think you all understand why I am 
doing this given the emotion that understandably was shared with 
us this morning. 

So you are a tremendous success even though you were taken ad- 
vantage of. I am sure that your daughter will remember exactly 
how powerful your presence is here this morning and how impor- 
tant your efforts were in her professional achievement. And to each 
of you, again, all of us are very grateful, as our Chairman said, for 
your being willing to come forward. Thank you. 

Senator Collins. Thank you very much. 

I want to thank you all again. You have contributed immeas- 
urably to our understanding of this problem by your willingness to 
come forward. You are going to help us solve this problem, and I 
thank you very much for your contributions. 

Senator Collins. I would now like to call our second and final 
panel of witnesses forward. 

Our second panel of witnesses this morning includes the Hon. Jo- 
seph Curran, Jr., the Attorney General of the State of Maryland, 
and Virginia Tierney, a member of the Board of Directors of the 
American Association of Retired Persons. Again, I want to thank 
both of you for coming forward. 

As I explained, we do swear in all of our witnesses, so pursuant 
to Rule VI, I would ask that you stand and raise your right hands? 

Do you swear that the testimony you are about to give to the 
Subcommittee will be the truth, the whole truth, and nothing but 
the truth, so help you, God? 

Mr. Curran. I do. 

Ms. Tierney. I do. 

Senator Collins. Your written statements will be made part of 
the hearing record. In the interest of time, I am going to ask that 
you limit your oral presentations to no longer than 10 minutes, and 
we will start with you, Mr. Attorney General. 
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TESTIMONY OF J. JOSEPH CURRAN, JR.,i ATTORNEY 
GENERAL, STATE OF MARYLAND 

Mr. Curran. Well, thank you very much. I am pleased to be 
here, and I want to thank you. Senator, and Senator Levin for the 
bills that you have introduced. 

I can tell you, as the Attorney General for Maryland — and I have 
been that now for the past 13 years — that indeed sweepstakes 
mailings are a real problem and something that we have, I believe, 
been aggressive in combatting in Maryland. But I applaud your ef- 
forts at the national level, and I also applaud the efforts of my col- 
leagues in the National Association of Attorneys General who have 
taken this issue on as a national project. 

To give you some idea of the numbers or the volume that we deal 
with, probably our office in the Consumer Protection Division gets 
in excess of 300 complaints a year by individual Marylanders. But 
in addition to that, as best I can determine, another 100-plus 
Marylanders have called the FTC. So it isn’t just a few scattered 
complaints we are getting. It is a significant volume. 

I might add also, as you have probably seen from the earlier wit- 
nesses, that a lot of folks, particularly seniors, are reluctant to call 
or to complain for a variety of reasons: gee, I don’t want my daugh- 
ter to know how foolish I have been; or, I feel so embarrassed or, 
quite frankly, they really are continuing to be deceived. So the fact 
that there are several hundred callers doesn’t indicate to me that 
it is only those few. That is, quite frankly, I just think scratching 
the surface. 

What I would like to say, however, to you. Senator, is that I am 
really troubled by the idea that mailings are coming from what I 
would have thought would be responsible business persons, busi- 
nesses that we should look to as leaders, corporate leaders. The 
management of these businesses, I dare say, think of themselves 
as good persons within their community, probably church or syna- 
gogue members, doing good things. But yet, quite frankly, their 
marketeers are doing some very bad things, and we should tell 
them that it is affecting adversely a lot of very decent persons and 
they should stop it. 

Now, what we did about a year ago to try to find out what was 
the depth of the problem, because I only had some anecdotal infor- 
mation based on what I have just told you, we devised a way of — 
I guess a reverse sting, if you will, and we did like a few other 
States did. We had a Maryland Senior Sting, and I wanted to find 
out what kind of mail were seniors getting. So we got about 500 
Maryland seniors from the Washington area and the Baltimore 
area and the Eastern Shore area and asked them to volunteer for 
1 month to save their mail, other than their legitimate mail, their 
bills or their children or the birthday card things, save their mail 
for us because we would like to sort it out and see what they are 
getting. And you would be amazed that we got in 1 month from 
these 500 seniors, volunteers, over 10,000 pieces of mail, excluding, 
of course, the personal mail, the bulk of which, almost 50 percent 
of which was the sweepstakes mail. 


^The prepared statement of Mr. Curran appears in the Appendix on page 116. 
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So you can see that people really are, in fact, being deluged by 
these mailings, and we had a chance to sort it out to see what was 
deceptive, what was misleading, what was illegal, and as a result 
of the Senior Sting, we were able to work with other States. We 
are undergoing now — we had seven, now we only have six multi- 
State investigations of major sweepstakes companies. We were able 
to turn over to the postal authorities a number of really outrageous 
pyramid schemes and chain letters which are totally illegal and un- 
related to this, of course, but we did find that these were the kinds 
of letters and publications that Maryland seniors were receiving, 
and we wanted to move to do something against it, and I think the 
one settlement we entered into with American Family Publishers 
will, of course, be a step in the right direction. But it is only a step 
in the right direction. 

But I just thought you should know that we found, when we 
opened these bundles and bundles of mail, that there would be 
some seniors who would get just a few letters, but there were, in 
fact, seniors who clearly in my mind must have been targeted be- 
cause they were where some senior would get maybe 15 letters in 
a given month, some might get 40 or 60 in a given month, meaning 
to me — that is what I think by the reloading. They were targeted 
because they were those persons who had been duped once before 
and they were re-duped and re-duped and re-duped. 

I think this is a real problem. I applaud your efforts that you are 
doing. I think legislation, education, litigation, if need be, is the an- 
swer. But the message I would like to get to the people who are 
sending these things out, you really are hurting people. You might 
think, well, it is just — as someone said, you put ‘You are the win- 
ner” on there so they will open the mail, but seniors don’t do that. 
And when I say seniors, I am speaking I guess of my own genera- 
tion. We, I think, were of a generation that believed what we saw. 
So if something came in the mail and said a fact, seniors are, by 
and large, trusting. They believe you. They are honest. They are 
hard-working. And if you make that approach to them, they usu- 
ally — they fall for it. And I think these marketeers must know that. 

We have a good law in Maryland, I am happy to say, and we, 
quite frankly, go after these birds. And when we do, we put them 
out of business. We just recently dealt with an outfit in California 
along with some other people. In a 2-year period, we believe this 
one outfit ripped off Marylanders to the tune of about $7 million 
in a 2-year period. 

What they would do, they would send you “Dear Mr. Curran: 
Congratulations, you are a winner. You are a guaranteed winner 
of’ — and then they would list two or three prizes. “Call today” such 
and such a number “to find out which prize you have won.” And, 
in truth, they did guarantee — I think Senator Levin a few hours 
ago said someone was getting 50 cents for a prize. Well, they were 
actually mailing a check for a dollar to people who would answer 
the postcards. But what was happening, you would call and they 
would keep you on the phone, a long-distance phone, for 6 or 7 
minutes, so you would have a phone bill of about $30, and then you 
would find out you didn’t win the big prize but you did get a dollar. 
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Well, that was deceptive and clearly intended only to rake in the 
$30. It had nothing to do with some real effort to improve my life- 
style. 

So I just wanted you to know that from our standpoint in Mary- 
land, although I think we have a good law, we welcome Federal 
law. We think that there is a role for the Federal Government. We 
think you can set the minimum standards. I would urge you not 
to have preemption because it may well be that we in Maryland 
want to do more, or it may well be in Florida, which is the home 
of millions of seniors, that the electorate there may wish to do more 
for their citizens, or the citizens of Maine may demand more, or 
Michigan may demand more. 

And the idea that the marketers say, well, gee whiz, all the trou- 
ble we are going to have to go through, we are going to have to 
have 50 different lawyers looMng at the law in 50 different States. 
Well, I am not impressed. I am not impressed at all. You are mak- 
ing a lot of money. You know full well you are deceiving people. 
Many times you will see promotional schemes that say, not legal 
in Maine. That means a lawyer has looked through it and saw that 
the Maine law prevented this type of thing. 

They have lawyers look at these State laws. And I think the easi- 
est way for them to not have to hire a fleet of lawyers is to just 
be honest, just be fair. Treat the person who gets the letter the 
same way you would like to be if you received it. 

So I applaud what you are doing. I am glad that we have a 
strong law in Maryland and we continue to ferret out these guys. 
But we welcome your support, and I hope that your law should 
pass and that we can march together to see to it that seniors and 
non-seniors alike are protected from that type of thing. 

You have seen these. I don’t want to bring many, but you have 
seen the same thing. We have all seen the same issue. You get that 
in the mail, and you really do think you have won something. And 
I might add, a colleague of ours, Ben Cardin of Maryland, he and 
I had an announcement 6 or 8 months ago. And Ben told me, I 
really read this thing carefully. Ben is an esteemed Member of 
Congress, a bright guy, and he said, I really thought I was a win- 
ner. Well, of course, he wasn’t a winner. 

So congratulations, best wishes, you have our support, and I just 
urge that you don’t preempt the position of Maryland. 

Senator Collins. I want to assure you that my legislation recog- 
nizes the good works that the State Attorneys General have under- 
taken in this area. You have really been the leaders, and it doesn’t, 
in any way, preempt State efforts. I agree with you totally that we 
need a joint effort. 

Mr. Curran. Thank you. 

Senator Collins. Ms. Tierney. 

TESTIMONY OF VIRGINIA L. TIERNEY, i MEMBER, BOARD OF 
DIRECTORS, AMERICAN ASSOCIATION OF RETIRED PERSONS 

Ms. Tierney. I am very pleased to be here this morning. The tes- 
timony has been very moving, and I am sure very helpful, and I 


^The prepared statement of Ms. Tierney appears in the Appendix on page 117. 
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have appreciated what Attorney General Curran has had to say 
about this too. 

On behalf of AARP, I want to thank you for inviting us here to 
discuss the impact of deceptive mailings, which include, of course, 
the sweepstakes, on older Americans. 

AARP is not here to condemn sweepstakes. We acknowledge that 
they appeal to some of our members, and they are the foundation 
of magazine publishers’ efforts to obtain subscriptions. However, 
sweepstakes and other forms of deceptive mailings are a major con- 
cern to AARP because of the severe effects they have on our mem- 
bers who are victimized in large numbers. 

AARP’s involvement in this issue is not new. In the past 3 years, 
we have launched campaigns against charity and telemarketing 
fraud based on research examining older victims’ behavior and per- 
ceptions, partnerships with enforcement and consumer protection 
agencies and warnings to consumers. 

AARP’s research into telemarketing fraud and charitable solicita- 
tions, which are closely tied to direct-mail fraud, has identified 
sweepstakes as a prime area of concern. Sweepstakes were the No. 
1 form of telemarketing consumer fraud reported to the National 
Consumers League’s National Fraud Information Center, or NFIC, 
in 1995, 1996, and 1997. In 1997, almost 13,000 reports of sus- 
pected telemarketing fraud were made to NFIC. Out of the close 
to 10,000 people who gave their age, 40 percent were over the age 
of 50. Based on these reports, the number one scam was sweep- 
stakes, with magazine sales ranking No. 5. 

Now, that helps to tell the story statistically, but it doesn’t begin 
to take into account the personal anguish caused to individuals and 
the friends and families associated with them. That is painfully 
evident from the testimony of the people we heard this morning. 

AARP has taken extraordinary steps to educate our members 
and the public at large as to how to differentiate between legiti- 
mate offers and misleading, deceptive, or fraudulent ones. Our goal 
is to reduce fraud and deception in telemarketing and mail solicita- 
tions. As part of this mission, AARP has worked in tandem with 
the Attorney General’s office in my home State of Massachusetts, 
as we have with other State Attorneys General to gather informa- 
tion and warn consumers about potential fraud. 

Additionally, we were active participants in something similar to 
what you have heard about from Attorney General Curran, and 
that is Operation Mailbox which was a coordinated effort under- 
taken with the Federal Trade Commission, or FTC, and Federal 
and State law enforcement agencies to identify fraudulent mail. 
The details of this effort are outlined in our written statement, so 
let me summarize by saying, based in part on AARP’s contribution 
of over 5,000 pieces of mail, the FTC Operation Mail Box strike 
force announced over 150 Federal and State enforcement actions 
against the sponsors of these mailings in October of last year. 

While Operation Mail Box was a tremendous success, we be- 
lieved that more needed to be done to identify what drives people 
to participate in sweepstakes and to ascertain what their expecta- 
tions might be. With that in mind, we embarked in research in this 
area. AARP contracted for the services of Dr. William Arnold, an 
Arizona State University professor, who may be known to some of 
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you because he is a recognized expert on this topic. While his re- 
search efforts on our behalf have not been completed, we would like 
to share some of the preliminary results with the Committee this 
morning. 

A part of the research effort looks at the attitude of the consum- 
ers, and preliminary results in this area show that 40 percent of 
older Americans who receive sweepstakes solicitations respond to 
them. What is distressing, however, is the finding that 23 percent 
of those who participate in sweepstakes believe that purchasing 
something increases their chances of winning. Combine that figure 
with the 17 percent who feel that purchasing might increase their 
chances, and you have fully 4 out 10 participants who do not be- 
lieve the statement “no purchase necessary to win.” And you heard 
so much more about that in the testimony this morning. 

Finally, 87 percent of those interviewed for Dr. Arnold’s study be- 
lieve that the government should do something about deceptive 
mailings. As you can imagine, we look forward to the final results 
of Professor Arnold’s study and will be happy to share those find- 
ings with the Committee. 

The concern over the perception that a purchase might be nec- 
essary to win is one area that can and should be addressed by the 
companies that do the mailings, irrespective of what Congress does. 
Another more serious issue that AARP believes requires congres- 
sional action, regards the messages contained in the mailing de- 
vices, and we already have heard something about this. It is the 
use of “you have automatically won” type of language in sweep- 
stakes promotional materials that is at the core of the fraud and 
deception. 

We have samples of letters from our members highlighting the 
ordeals they have gone through and the range of concerns that they 
raise. Copies of several of these letters are attached to the written 
statement that we submitted. ^ One woman asked that the large 
amount of money just awarded to her spouse who, by the way, has 
been dead for 6 years, be placed in his estate so that the family 
can enjoy it. She concludes by pleading “this kind of nonsense must 
be stopped.” 

Two others, both homebound and coping with disabilities, simply 
ask, “Where is my money?” and “Please help me get it.” Remember, 
this is a problem that often involves other family members as well, 
as you heard from the participants this morning. 

A daughter writes in regard to her independent 87-year-old fa- 
ther and raises a different set of concerns. She is uncomfortable in- 
tervening in her father’s affairs, but she does so because he re- 
cently cancelled a trip to visit his only sister stating “it conflicted 
with the date he was to be in New York to collect his winnings.” 
What is more alarming is the fact that he has taken $13,000 out 
of his savings, and he spent $11,000 between May and August on 
books and magazines. One member asks, “Why would the company 
allow someone to purchase five copies of Victor Borge Then and 
Now or four copies of Charlotte’s Web in a 90-day period?” 

Finally, there is the story of a daughter-in-law attempting to set- 
tle the estate of her deceased father-in-law. Much as you heard 


^The letters referred to appears in the Appendix on page 120. 
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from one of our people testifying this morning, she is in possession 
of 17 boxes of sweepstakes solicitations sent to her father-in-law. 
She can also verify he spent over $10,000 on magazine subscrip- 
tions. In light of what you have already heard, neither of these 
facts may be particularly surprising. What is astounding, however, 
is that the sweepstakes sponsor repeatedly renewed his subscrip- 
tion to Sports Illustrated and Newsweek through the Year 2086 — 
an 87-year subscription. While the sponsor assured her that her fa- 
ther-in-law’s account balance was zero dollars, no one offered to re- 
fund the monies already received to extend the subscription, nor 
had they agreed to do so upon her request. And these examples are 
just a few examples of the letters received by AARP. 

Obviously, something needs to be done. That is why we are 
pleased that this Subcommittee is taking action to aid consumers. 
We are especially glad that Senator Collins is addressing consumer 
concerns with sweepstakes by introducing S. 335, the Deceptive 
Mail Prevention and Enforcement Act. AARP agrees with the 87 
percent of respondents in Dr. Arnold’s study who believe that the 
government needs to do something to deal with deceptive mail. We 
would like to acknowledge Senator Levin’s introduction of S. 336 
and comment briefly on some of the provisions of S. 335 and offer 
suggestions on other areas of concern raised by both of your bills. 

One of the most attractive provisions in S. 335 is a civil penalty 
provision. AARP has contended that the most direct means of 
eliminating fraud is to take the profit out of it. The stiff penalties, 
capping out at $2 million, truly would be a deterrent. We also ap- 
plaud Senator Collins for proposing to provide the Postal Inspection 
Service with the authority to stop deceptive mail. 

Finally, we support the definitions of nonmailable matter in- 
cluded in the bill. We believe clarifying what message may be con- 
tained in a mailing and how it may be presented is of critical im- 
portance, and we hope that the Committee will, among other 
things, look at provisions that would couple claims and promises 
with disclaimers and clearly define games of skill with their risks 
and rewards. 

And, additionally, we urge the Congress, the Committee, to ad- 
dress the concerns we have raised regarding consumers over- 
subscribing, and the difficulty they encounter in recovering money 
paid for multiple-year subscriptions. 

In closing, thank you again for the opportunity to provide the 
Subcommittee with background and recommendations on this criti- 
cal issue that impacts so many Americans, particularly older Amer- 
icans, so severely. AARP stands ready to work with the Chair and 
Members of the Subcommittee to enact legislation that will signifi- 
cantly curtail the fraud and deception surrounding sweepstakes 
mailing. And I apologize that I brought a cold from New England 
today and hope it has not been too hard for you to listen to me. 

Senator Collins. Thank you very much, Ms. Tierney. I share 
that New England cold, so I know it is a bad one. 

Ms. Tierney. A lot of people are doing it now. 

Mr. Curran. I caught it in Baltimore. [Laughter.] 

Senator Collins. Let me ask you a little more about the very in- 
teresting survey that you did. If I understand it correctly, you 



42 


found that 40 percent of those surveyed drew a connection between 
making a purchase and the chances of winning; is that correct? 

Ms. Tierney. We think that is even higher because, in addition — 
well, yes, it is 40 percent, but we feel that it is probably even high- 
er than that, too. Definitely, and I think it has been brought out 
time and again here, people know that sweepstakes exist, and they 
know that generally people buy something, and they enter the 
sweepstakes that way. And so they will continue on with this. It 
doesn’t seem unusual to them that they buy things. And when they 
see that their returns, if they don’t purchase something, goes to one 
mailbox number or address; if they do, it goes to another, and there 
may be a number that is higher than the number that they are 
going to send if they buy something, so they are sure they are 
going to get extra attention, that there is a better chance. They are 
going to be moved up to the top. 

Senator Collins. Have you also found that the members of 
AARP have complained to you about the fact that it is much harder 
to enter the sweepstakes if you do not make a purchase? Has that 
issue come up? 

Ms. Tierney. I do not know whether that has in this survey. I 
would suspect that it would. 

Senator Collins. One of the findings of the Subcommittee is that 
that is, indeed, the case; that a lot of times, if you are not going 
to enter, you have to come up with a specifically sized piece of 
paper, for example, or you have to use your own envelope. It is just 
made more difficult, again, reinforcing the connection between the 
purchase and the chances of winning. 

Ms. Tierney. That is very true. 

Senator Collins. I would like to ask you about the use of trusted 
spokesmen in some of these sweepstakes and whether you think 
that plays a role in encouraging senior citizens to participate. For 
example, there is a sweepstakes that uses Ed McMahon and Dick 
Clark as its primary spokesmen. Do you think the use of well- 
known, trusted pitchmen influences seniors in answering these so- 
licitations? 

Ms. Tierney. I think there is no question about that. And then 
when you add to that, that along comes Super Bowl Sunday, and 
they see Ed McMahon on the television, and they see Dick Clark 
with him, and so here is a trusted person, and he has that big 
check, and he goes to the house with a bunch of flowers, and so 
they are sure that this is legitimate because he is doing this and 
because it becomes so public. They are used to seeing him on tele- 
vision giving out this prize money, and they are sure it could hap- 
pen to them. 

Senator Collins. Mr. Attorney General, that it is my under- 
standing that the State of Maryland reached a settlement last year 
with American Eamily Publishers concerning the use of the so- 
called prompt pay sweepstakes. And it is my understanding that 
requires that an entry be accompanied by payment for an item al- 
ready ordered. 

Could you explain what is involved and also your action against 
this kind of sweepstakes. 

Mr. Curran. Well, we were able to conclude a settlement last 
year with American Eamily Publishing. One of the aspects of our 
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law in Maryland is that one may not have to make a payment of 
anything in order to receive a prize or to be eligible to receive a 
prize. In this situation, if you promptly paid the subscriptions that 
you applied for, you would be eligible to receive a prize, and that 
violated Maryland law, and we were able to convince them that 
they would be better off keeping us out of court by settling with 
us, and they did. Because, see, the Maryland law says you may not 
offer a prize or be eligible for a prize contingent upon the payment 
of some monies, and that is what they did in this case. 

And so, at least in Maryland, when the next mailings come in 
from that particular company, they will not have this particular 
other incentive to promptly pay your subscription. You may well 
choose to not pay it or you may have a legitimate reason to cancel 
or a legitimate reason to stop payment. So they did stop that. 

I might add, on the issue of trust. Senator, again, it troubles me 
that there are — I mean, these marketeers, first of all, they are 
good, and I dare say they are paid well. But they just know how 
to push the right buttons. They just know how to use the right per- 
sonalities who are thought to be trusted, and seniors have seen 
them for a long time, and they use those persons, and they use the 
idea that you are a guaranteed winner to their advantage. 

And so, yes, I do think that it is unquestionably part of their 
strategy by using well-known, trusted persons to ply this what I 
think is just a very evil and wrong thing that they are doing. Quite 
frankly, I am troubled by the fact that some very big thought-to- 
be-legitimate businesses are doing things that are bad, and wrong 
and they should be stopped, and I hope we can stop them. 

Senator Collins. Thank you both for your testimony. 

Senator Levin. 

Senator Levin. Have either of you either talked to these large 
companies that engage in this? We are going to have four of them 
here tomorrow. These are major companies in this country. Have 
either of you, the Attorneys General either in Maryland or in the 
United States or AARP, ever written to these companies and said, 
“Do you really want to engage in the kind of deceptive practices 
which are sucking in so many of our seniors?” Has that taken 
place? 

Mr. Curran. Yes, we have talked to the lawyers who come and 
try to convince us not to pursue a claim against them, and they are 
doing their companies’ work. But have I ever been able to get to 
the top people? 

Senator Levin. Yes. 

Mr. Curran. No, sir. 

Senator Levin. Has AARP ever written? 

Ms. Tierney. I do not know. I can find out about that and let 
you know. 

Senator Levin. Would you find out if that has been done? 

Ms. Tierney. Yes. 

Senator Levin. I wonder if you could put on one of the exhibits 
here, this is Time magazine. ^ It is a $1,666,000 grand prize an- 
nouncement. The big print that you read through the label when 
it comes in is, “We can now confirm ...” and then that is the 


^See Exhibit No. 10 in the Appendix on page 182. 
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number that the recipient has, “ is the winning number and 
DG ...” the initials of that person “ . . . wins $1,666,000.” And 
then “Winning number awaited,” and then you are supposed to re- 
turn the winning number. 

But if you look at the real fine print right above “We can now 
confirm that your number is the winning number,” if you really 
read carefully, and it may be hard from where you are sitting, it 
says, “If you have and return the grand prize winning number we 
will announce.” That is the escape clause they use. That is the 
loophole that they use under existing law. 

Our bills would correct that by requiring bigger print for that 
kind of statement which means you haven’t won a darn thing — the 
exact opposite of what hits the eye. Instead of confirming that you 
have won, the print you can’t read or don’t read says you haven’t 
won anything unless you have a winning number, which you may 
or may not have. 

I am wondering, first of all, what your reaction is to that, Mr. 
Curran, to that practice there. Does that trouble you? That is legal 
under current law. Our bills would close that loophole, but does 
that trouble you as an Attorney General? 

Mr. Curran. Yes, it does, sir, and I heard your earlier testimony. 
First of all, what hits you is the fact that you are a winner. That 
hits you. You are not hit by the small print because, and in many 
cases you can’t read the small print, and I have seen them, out of 
the 10,000 letters that we have received, you can see it really is 
hidden, the way these things are hidden, and it is almost — I defy 
anyone to really sift through and say, “Where is the loophole? I 
know there’s one here,” and then you search, and you search and 
you search, and you end up saying, “Well, I guess it’s legit.” 

Sure, it bothers me. And, clearly, if you are going to have some- 
thing that brings the attention of the senior to your letter, then 
there also should be something that gives a disclaimer. Because, as 
I said earlier, and you have heard again, and again and again, peo- 
ple really believe — it comes in the mail, it looks official, a postman 
delivered it, it’s got a seal on it, Ed McMahon’s picture is on it — 
hey, this must be real. Well, it is not real, and it is deceiving, and 
it ought to be stopped. 

Senator Levin. We asked the Direct Marketing Association, 
which is the industry association to which these major sweepstakes 
promoters belong, whether that solicitation violates their ethical 
guidelines, and the answer we got back is that the Committee re- 
viewed the submitted promotion, and by majority vote agreed that 
proper disclosures were prevalent and positioned properly through- 
out the promotion, and they closed the case. 

Now, we have the Attorney General of Maryland who is telling 
us what I think most reasonable people would agree with which is 
there is no way that, to the ordinary reader, that that gives any- 
thing other than a totally false impression. And yet we have got 
the marketing association for the folks who engage in these prac- 
tices saying that that complies with the rules of that association. 

Now, what that indicates to me is we simply cannot rely on this 
industry to police itself, that we must act. And your testimony, 
both your testimonies, are going to be very helpful I think in sup- 
porting — I hope — in supporting the action for these bills. 
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But I think it would also be very useful, if I can look again to 
you, Ms. Tierney, representing AARP, if you considered directly 
talking to or addressing mail or a request to these companies, if 
you have not already done so. You may have already done so. Be- 
cause some 

Ms. Tierney. As I said, we would be glad to get back to you.^ 

Senator Levin. Some of these companies are really highly legiti- 
mate companies that have very positive, good names in this coun- 
try. Time Inc., is a very positive name in this country, and I, for 
the life of me, I don’t know why they want to be connected with 
something like this, which relies on people not seeing print. These 
folks rely on print. Time magazine believes in the printed word. 
That is the source of their income. That is what they are about. 
They put a lot of trust in the printed word, and they try, for their 
magazine, I am sure, they spend a lot of time to make sure Time 
magazine does not provide anyone with a false impression in the 
magazine. They spend a lot of time making sure their articles are 
as true and accurate as they possibly can be. I believe that about 
Time, and Newsweek and these other magazines. And yet they use 
this kind of a come-on, which relies on the reader missing critical 
information. 

Ms. Tierney. But also, as Mr. Curran has pointed out, they are 
very skillful at knowing what buttons to push. Now, anyone who 
goes into these sweepstakes wants to win, and so, as they get more 
solicitations, and they say, “We can now confirm,” so they read into 
it what they want to hear, too, and that’s why I think it is impor- 
tant for us to look at why people enter the sweepstakes and then 
also look at what needs to be done to correct some of these obvious 
flaws. 

Senator Levin. Let me read one other example of something 
which another reputable company. Reader’s Digest, has used. And 
this was an example which came from Dr. Carter, who was with 
us earlier this morning. 

It is a letter from the Hudson Armored Car and Courier Com- 
pany, and it was included in a sweepstakes solicitation from Read- 
er’s Digest. 2 

“Dear Mr.,” and we crossed off the name of the person. “Reader’s 
Digest has informed me that you are among a selected group and 
are probably as close as ever to winning a major cash prize in the 
$5,600,000 sweepstakes. That is why I have been authorized to ask 
you how would you take delivery of your prize money if you are a 
winner.” 

It goes on to say that “personalized prize delivery instructions 
are enclosed and should be returned.” It says, “Reader’s Digest cus- 
tomarily mails prize checks to major cash winners. However, they 
feel ...” underlined “ . . . winners might prefer to have their 
prize money delivered to their homes, in person, as soon as pos- 
sible.” And the letter concludes by saying, “At this point, it is vital 
that you return your prize delivery instructions to Reader’s Digest 
as soon as possible. If you are a winner, this will enable their Prize 
Distribution Center to contact my company and have adequate 


^See Exhibit No. 34 in the Appendix on page 318. 
2 See Exhibit No. 16 in the Appendix on page 203. 
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time to make all necessary arrangements for delivery of your 
money.” 

Now, I would find this laughable if it weren’t so cruel. This mail- 
ing goes out probably to tens of millions of people. There’s one win- 
ner, and yet Reader’s Digest wants to make sure the millions of 
entrants identify months in advance, maybe even a year in ad- 
vance, how they would want their money delivered. 

And this is just simply a device, and I think it is a cruel device, 
and I think it is a deceptive device, and I think it is a disgraceful 
device, to make people think they are in some special category and 
that they are very likely to win something if they return the card 
telling Reader’s Digest how to deliver the money. 

And that is not a concern of Reader’s Digest. They are not really 
concerned about whether people want their money by check or de- 
livered by an armored vehicle. It is a trick to get people to respond. 
And they don’t want people to respond in order to enter the sweep- 
stakes. They want people to respond because they may purchase a 
product, and that is what this is all about. 

Now, when we asked the Reader’s Digest what the purpose of 
this letter was, they said it was a joint promotion. Hudson Armored 
Car Company was being promoted through Reader’s Digest. They 
likened it to joint efforts of McDonald’s and Disney. The problem 
with that is that McDonald’s and Disney, in those cases, there is 
a real likelihood that the same customer will actually see the prod- 
ucts of both companies and want the products of both companies. 
How many average Americans have a need for or will ever use an 
armored car company? [Laughter.] 

Now, that is Reader’s Digest. That is not some fly-by-night outfit 
that does not care about the law, that if it gets caught will pay a 
fine and move on to the next victim. This is a legitimate company. 
Reader’s Digest, that uses that device, that kind of a come-on, that 
kind of a deceptive letter with people. And I think it is wrong, and 
we will tell them tomorrow I think it is wrong. 

Mr. Curran. Senator, in our Criminal Division, we do, with reg- 
ularity, deal with the con artists, and the scam arts and the fly- 
by-nighters, and we put them in jail and everybody applauds that. 

But these aren’t the con artists, or scam artists, these aren’t the 
ones that you would think of that ought to be put in jail. But yet 
these guys are affecting far more people than the con artists that 
we are putting in jail in Maryland, and that is what is bothering 
because it is the people we trust. And the people we trust should 
do better, and they are not. 

And I really do applaud what you are doing. It is educational. It 
is informative. Pass the legislation. Let us join with you, and 
maybe a decade from now it will not be necessary for the senior 
citizens to say do something about these deceptions that are being 
practiced on us because maybe if a guy wants to sell a product, he 
will simply say, “Dear Mr. and Mrs. Consumer: Would you like to 
buy X? If so, send us the money.” 

Senator Levin. And just say why it is a great product and why 
they would like it. 

Mr. Curran. And that is it. 

Senator Levin. But not with the come-on of winning millions of 
dollars. 
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Mr. Curran. We want Americans to be honest. We also want 
these people who are sending these letters to be honest. We are not 
asking that they do a whole lot more than tell us the truth, period. 

Senator Levin. Thank you. 

Ms. Tierney, I am done with my questions. Would you like to 
comment on this Hudson Armored Car and Courier Company? 

Ms. Tierney. Other than amazement that anything like that 
would go out. 

But I think of another thing, too. Now, a senior sitting at home 
and receiving this mail, and if they do go through it, it would be 
pretty impressive that Reader’s Digest was supporting it, and I 
think it makes it more believable to them, the victim, but it is cer- 
tainly — I agree. I cannot understand legitimate business doing this 
kind of thing. 

But we have been involved in telemarketing fraud for a few 
years at AARP and, as you know, we just started this program for 
Medicare Fraud, Abuse and Waste, and that will be ongoing for the 
next year. There are these instances of fraud out there, and some- 
thing has to be done to stop them, and I hope that your bills can 
do this. 

Senator Levin. I want to thank you and AARP for your effort in 
this area and so many other areas, and the Attorneys General of 
the United States for their support of trying to stop the scams 
which victimize particularly our seniors. It will not be 10 years if 
we have our way. It will be this Congress, which is 1 year and 10 
months. 

Ms. Tierney. AARP intends to continue to be very active in this 
effort. 

Senator Levin. Thank you. Thank you. Madam Chair. 

Senator Collins. Thank you. Senator Levin. 

I think Senator Levin has ended this hearing on a very impor- 
tant point, and that is it is not only the deceptive language in the 
mailing, it is not only the fact that respected spokesmen like Ed 
McMahon are used, it is the fact that these mailings are coming 
from reputable, legitimate companies. And when you get something 
from Reader’s Digest or Time Inc., or Publishers Clearing House, 
the consumer thinks that the language must be legitimate, and it 
leads to further deception. So I think the prestige that those names 
lend to these mailings contributes to the problem. 

I want to thank you both very much for your testimony and your 
ongoing work in this area. We look forward to continuing to work 
with you as we refine our legislation and enlist your help in con- 
vincing others in Congress that it is necessary to move this year. 

Ms. Tierney. AARP would be pleased. 

Mr. Curran. Thank you very much. 

Senator Collins. Thank you very much. 

Our hearing will now stand adjourned until 9:30 a.m. tomorrow 
morning, where we will hear from the major sweepstakes compa- 
nies, including American Family Publishers, Publishers Clearing 
House, Time Inc., and Reader’s Digest, who will be our witnesses 
tomorrow. 

[Whereupon, at 12:13 p.m., the Subcommittee was adjourned to 
reconvene at 9:30 a.m., the next day.] 
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OPENING STATEMENT OF SENATOR COLLINS 

Senator Collins. The Subcommittee will please come to order. 
Good morning. 

Today, the Permanent Subcommittee on Investigations continues 
its series of hearings examining the nature and impact of pro- 
motional mailings, particularly sweepstakes, that flood the mail- 
boxes of Americans with more than a billion pieces of mail a year. 

Yesterday, the Subcommittee heard from a panel of consumers, 
a State Attorney General, and a representative of the AARP. All 
described the financial and emotional toll that deceptive mailings 
have exacted, particularly on vulnerable senior citizens. We heard 
heartbreaking stories of financial ruin, family friction and emo- 
tional turmoil. 

The witnesses testified that clever sweepstakes mailings have 
convinced people to purchase products that they do not really need 
or want because they believe it will give them an advantage in win- 
ning the contest. We learned that individuals who make such pur- 
chases are targeted with repeated mailings causing many of them 
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to purchase still more unwanted merchandise setting up a vicious 
cycle. 

And we saw that sweepstakes companies use aggressive, and in 
some cases, deceptive marketing techniques to convince consumers 
that they are winners or will be winners if they make a purchase. 

The experiences of our witnesses are not unusual. According to 
the AARP, 23 percent of the senior citizens surveyed believed that 
making a purchase increased their chances of winning. Another 17 
percent felt that purchasing something might increase their 
chances of winning. This means that 40 percent of the seniors sur- 
veyed by AARP’s researcher believe that there is a connection be- 
tween purchases and the chance of winning. These findings are 
similar to other polls on this issue. 

The major sweepstakes companies, American Family Enter- 
prises, Publishers Clearing House, Time Inc., and Reader’s Digest, 
run legitimate sweepstakes. However, there is a difference between 
conducting a fair contest and treating consumers fairly without re- 
sorting to misleading or deceptive practices. 

The central issue is whether consumers are being informed clear- 
ly that no purchase is necessary to enter the sweepstakes and that 
buying something does not increase their chances of winning. Peo- 
ple should not need a law degree or a magnifying glass to read the 
rules or to decipher how to enter the sweepstakes without placing 
an order. 

The testimony that the Subcommittee heard yesterday indicates 
that the disclaimers on sweepstakes mailings are of little value be- 
cause they are too often hidden in tiny print or contradicted by the 
promotional copy. 

I am also very concerned about the testimony that we heard con- 
cerning the treatment of consumers with respect to billing and re- 
funds, as well as requests to be removed from mailing lists. 

During the course of our investigation, the Subcommittee asked 
the four companies here today to provide us with samples of their 
major mailings and to answer questions about their practices. For 
the most part, they have cooperated with our investigation, and I 
want to acknowledge that cooperation. 

Today’s hearing will look at a number of these mailings, and we 
will examine the techniques used by the major sweepstakes compa- 
nies. We will also review the methods used to solicit repeat cus- 
tomers and the companies’ response to consumers who make exces- 
sive purchases. 

Finally, we will discuss ways of improving the sweepstakes mail- 
ings, including legislation that I and other Members of the Sub- 
committee are advocating to crack down on deceptive mailings. 
Future hearings will explore the issue of sweepstakes that are out- 
right fraudulent in contrast to the sweepstakes that we are review- 
ing today. 

I look forward to hearing from all of our witnesses this morning. 
It is now my pleasure to recognize Senator Levin, the Ranking Mi- 
nority Member, who has been a leader in the effort to crack down 
on deceptive mailings. It is my understanding that Senator Levin 
may have an unusual approach to an opening statement today. 
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OPENING STATEMENT OF SENATOR LEVIN 

Senator Levin. Thank you, Madam Chairman. We will have a 
very brief video in a moment, but first let me thank you for conven- 
ing these hearings and for your leadership in trying to correct the 
abuses that exist in the sweepstakes mailings that fly through our 
mailboxes at record rates. 

Yesterday, we heard from a panel of citizens whose loved ones 
were duped by sweepstakes promotion come-ons; people who wast- 
ed thousands of dollars and whose loved ones wasted thousands of 
dollars on products that they did not want in order to obtain big 
prizes that they thought that they had won. The big print told 
these people that they won something big; the little print told 
them, if they could read it, no, you did not. 

The whole design of the sweepstakes promotions that their loved 
ones responded to told them that if they would buy something it 
would increase their chances of winning the big prize; the small 
print, that they were unable to read or did not read because of the 
design of the material, told them you do not have to buy anything. 
But the reality is, as the AARP survey shows, that a significant 
number of people believe, and it is understandable why they do 
when you look at the design of these materials, that buying some- 
thing will help improve their chances of winning that big prize that 
is dangled in front of them. One of our witnesses yesterday, Ms. 
Beukema, put it very succinctly when she said it is shameful what 
passes as legitimate. 

Yesterday, we saw a picture of one of the rooms in the home of 
one of our witnesses. This is Mrs. Carter’s father’s home.^ This is 
just one corner of one room. That room is filled with boxes like that 
of stuff that he had bought, much of which has never even been 
opened, and the rest of the room looks just like that. 

And then I would like to briefly. Madam Chairman, as you indi- 
cated, play a videotape which should take about a minute, which 
was prepared by the Attorney General of Michigan just a few days 
ago, and it was filmed in the home of a Michigan constituent, Ger- 
trude Roosenberg, who was hooked on sweepstakes. ^ 

These are some of the tapes, and books and other things that she 
bought, most of which have never been seen or opened. She wrote 
400 checks in 1998, 400 checks — that is more than one a day — to 
various sweepstakes companies purchasing products in the hopes of 
winning a prize. The sum total of those checks was $24,000, over 
half to one company alone. 

As a result of this, her home became inundated with books, mag- 
azines, products, and tapes for which she had no use, but were ac- 
quired in the hope that that prize, which was promised to her, or 
she thought was promised to her by the big type and by the design 
of the come-on, would be forthcoming. 

In some instances, this woman received more than 12 copies of 
the same publication, trinkets, coffee makers, jewelry on the dining 
room table, stacks of CDs and videotapes. And then when there 
was no room, and you just saw this, where there was no room in 


1 See Exhibit No. 19 in the Appendix on page 209. 

2 Exhibit No. 20 is retained in the files of the PSI Subcommittee. 
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the dining room and the bedroom, she stacked these purchases in 
the shower stall of her bathroom almost to the ceiling. 

Finally, her daughter called the Michigan Attorney General 
when she found out what she had been doing with regard to sweep- 
stakes, and the Attorney General came in and filmed this house 
full of purchases that were made because of the come-ons which 
exist in these sweepstakes offers. Two of the companies that are 
with us today are the companies from which most of that material 
was bought and, again, I emphasize this is a woman of very little 
means, 400 checks issued in 1 year for $24,000. 

We are going to have to correct this, either with or without the 
cooperation and support of the companies that are with us here 
today. They have come here, today, to testify, and we are glad that 
they did, and they have cooperated with materials, and we are glad 
that they did that as well. But I think we have to realize here that 
there are some very fundamental conflicts which exist between the 
perception that people have when they receive this mail and what 
the technical words are in that mail. We are going to try to elimi- 
nate the deception that results from that perception which people 
have. 

A number of us have bills; I want to commend, again, our Chair 
for her bill, which I have cosponsored. She also has cosponsored my 
bill and we both have other cosponsors. We will be asking our wit- 
nesses today what their reaction is to these recommendations and, 
again, I appreciate your leadership, and I appreciate our witnesses 
coming and cooperating with us. 

Senator Collins. Thank you very much. 

Senator Akaka, we are pleased to have you here with us today. 

OPENING STATEMENT OF SENATOR AKAKA 

Senator Akaka. Thank you very much. Madam Chairman. I want 
to commend you for holding these hearings on deceptive and fraud- 
ulent mailings. 

Any human being, of course, becomes very excited when they see 
sweepstakes, especially if they feel that they have a chance of win- 
ning. Apparently, some of these deceptive and fraudulent mailings 
have led many people to feel that they are going to win. And as 
the Ranking Democrat of the Subcommittee on postal services with 
legislative jurisdiction over this issue, I am proud to cosponsor our 
Chair’s bill, S. 335, and S. 336 introduced by this Subcommittee’s 
Ranking Democrat, Senator Levin. 

In Hawaii, Madam Chairman, one direct-mail scam netted $1 
million by offering a gift that could only be received through calling 
a 900 telephone number. Each call cost $30. Assuming a person 
called only once, there were nearly 35,000 people from Hawaii who 
spent $30 apiece to receive a free gift valued by the State Office 
of Consumer Protection at $1. 

I also want to point. Madam Chairman, to a constituent from 
Hawaii who, believing he won an American Family Publishers 
sweepstakes, flew to Florida to collect his prize. In the aftermath 
of his 5,000-mile journey, he was interviewed extensively by Gary 
Betz, special counsel to the Florida Attorney General, one of the 
Nation’s leading investigators in to deceptive sweepstakes. Florida 
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officials estimate that about 20 people travel to the State each year 
thinking they are winners. 

We heard yesterday from witnesses whose personal stories de- 
tailed the financial and emotional toll of subscribing to magazines 
and ordering various consumer products through sweepstake offer- 
ings. Each witness had the mistaken belief that in order to win or 
increase the chances of winning, a purchase would help. We 
learned that there are equally strong feelings that a customer’s 
purchasing history, including prior purchases, prior frequency of 
purchases and dollar amounts, aided winning. 

The companies represented here today are the leaders in direct 
marketing of magazine subscriptions, and I know that, from their 
printed statements, that they believe they act in a responsible 
manner. While I do not dispute the legitimacy of their business, I 
am concerned that there are far too many Americans who would 
not agree with them. 

Nearly one-third of all 156 million new magazine subscriptions 
sold annually in the United States are, through sweepstakes mail- 
ings, representing one-third of a $7 billion business. In most in- 
stances, consumers feel the sweepstakes are a convenient way to 
subscribe to magazines, and buy consumer products and possibly 
win prizes. 

What troubles me deeply is the assertion that a reasonable per- 
son knows that these sweepstakes promotions do not require a pur- 
chase nor do repeated purchases increase the chances of winning 
the grand prize. 

I know from speaking with constituents that there is a strong 
and unwavering belief among too many Americans that a purchase 
is necessary to win and that multiple and/or repeated orders en- 
hance the potential of winning. A study conducted on behalf of 
AARP found that 23 percent of individuals participating in sweep- 
stakes felt that buying a solicited product would increase their 
chances of winning. Another 17 percent in the survey felt that a 
purchase might increase their chances of winning, therefore, 4 out 
of 10 respondents on the AARP study believed that a purchase 
would increase the opportunity to win. 

We must note that those surveyed are senior citizens who, as the 
Subcommittee learned through hearings yesterday and last year, 
are the most vulnerable targets of deceptive or for fraudulent direct 
mailings. It is a population that, in many instances, is separated 
from families. The desire to interact with others is thrilling and the 
receipt of personalized sweepstakes letters are enticing, as they are 
meant to be. 

A staff member’s relative has boxes of solicitations from the com- 
panies represented here today. Although he has never entered any 
of the sweepstakes nor has subscribed to any magazine, he keeps 
the letters because they are addressed to him. Individuals who be- 
lieve that their chances of winning are increased by ordering prod- 
ucts are impressed that a company knows their names. They do not 
always understand how easy it is to manipulate computerized cor- 
respondence. 

What is missing from these mailings are clear, easily read 
advisories that ordering a product does not ensure winning and 
that multiple and/or repeated orders do not ensure winning. For 
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those who do not wish to order, there are generally no easy instruc- 
tions on how to enter. Every State has unique problems with de- 
ceptive mailings. Deceptive mailings take many forms, and I am 
pleased that Chairman Collins’ bill is broadly drafted to correct 
many of these abuses. 

As we move toward markup on this bill, I will explore with my 
colleagues a problem unrelated to today’s hearing, but equally im- 
portant and unique to Hawaii. Exotic plants, animals and insects 
that are illegally brought into the State many times arrive by U.S. 
mail. Although a Eederal law prohibits such mailings, many of 
which are deceptively marked, the law is not working well. I intend 
to offer amendments relating to this problem at mark-up. 

Again, I look forward to hearing from today’s witnesses. What we 
heard yesterday proves that there are many folks who believe they 
have to enter these sweepstakes to win. Their stories were not iso- 
lated examples. American consumers deserve more than this, and 
we must be better informed when playing these games of chance. 

Madam Chairman, I have a longer statement I would like to 
have it included in the record. 

Senator Collins. Without objection, it will be included. Thank 
you. Senator. 

Senator Akaka. Thank you. 

[The prepared statement of Senator Akaka follows:] 

PREPARED STATEMENT OF SENATOR AKAKA 

I commend Senator Collins for holding these hearings on deceptive and fraudulent 
mailings. As the ranking Democrat on the Subcommittee with legislative jurisdic- 
tion over postal issues, I am proud to associate myself with this Subcommittee’s ac- 
tive investigation of sweepstakes and other promotions that have defrauded and de- 
ceived Americans out of millions of dollars every year. I am also pleased to be a 
cosponsor of our Chair’s bill, S. 335, and S. 336, introduced by this Subcommittee’s 
Ranking Democrat, Senator Levin. 

In my own State of Hawaii, one direct mail scam netted $1 million by offering 
a gift that could only be received through calling a 900-telephone number. Each call 
cost $30. Assuming a person called only once, there were nearly 35,000 people from 
Hawaii who spent $30 apiece to receive a “free” gift valued by the State Office of 
Consumer Protection at one dollar. 

I also want to point to a constituent from Hawaii, who believing he won an Amer- 
ican Family Publisher’s sweepstakes, flew to Florida to collect his prize. In the after- 
math of his 5,000 mile journey, he was interviewed extensively by individuals in the 
Florida State Attorney General’s office, who were quite interested in his story. Ap- 
parently the gentleman was one of nearly two dozen people who travelled to Florida 
to claim their money. 

We heard yesterday from a number of witnesses whose personal stories detailed 
the financial and emotional toll taken by dealing with one specific type of mailing: 
Magazine subscriptions and other consumer products. Each and every witness point- 
ed to the mistaken belief that in order to win or increase the chances of winning 
a sweepstake, a purchase would help. We also learned that there are equally strong 
feelings that a customer’s purchasing history, including prior purchases, frequency 
of purchases, and dollar amounts, added the chances of winning. 

The companies represented here today are the leaders in direct marketing of mag- 
azine subscription services. I know from their printed statements that they believe 
they act in a responsible manner. While I do not dispute the legitimacy of their 
business, I am concerned that there are far too many Americans who would not 
agree with them. 

Nearly one-third of all 156 million new magazine subscription sold annually in the 
United States are through sweepstakes mailings. This represents one-third of a $7 
billion business, which in many instances, provides a convenient means for consum- 
ers to subscribe to magazines and buy consumer products, in order to win prizes. 
Unfortunately, as we heard yesterday, there is a minority of subscribers who do not 
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understand that the mailings are merely games of chances whose underlying pur- 
pose is to sell products. 

I am interested in hearing from American Family Publishers, Publishers Clear- 
inghouse, Time Inc., and Reader’s Digest about the monies awarded throughout the 
United States and Canada; how their solicitations are developed and how consumers 
are targeted; and most importantly, what steps are taken to ensure that customers 
know — in plain English — that no purchase is ever necessary to win. 

What troubles me deeply is the assertion by these companies that a reasonable 
person knows that these sweepstakes promotions do not require a purchase and that 
repeated purchases do not increase the chances of winning the grand prize. I know 
from speaking with constituents that there is a strong and unwavering belief among 
too many Americans that a purchase is necessary to win and that multiple and or 
repeat orders enhance the potential of winning. 

A study conducted in behalf of AARP found that 23 percent of individuals partici- 
pating in sweepstakes felt that bu^ng a solicited product would increase their 
chances of winning. They did not believe that they did not need to buy to win. An- 
other 17 percent in the survey felt that a purchase might increase their chances of 
winning, which meant that 4 out of 10 respondents in the AARP study believed that 
a purchase would or could increase the opportunity to win. 

It is critical to pay attention to the AARP study because the participants are sen- 
ior citizens who, as the Subcommittee learned through hearings yesterday and last 
year, are the most vulnerable targets of deceptive or fraudulent direct mailings. It 
is a population, that in many instances, is separated from families. The desire to 
interact with others is thrilling, and the receipt of personalized sweepstakes letters 
are enticing, as they are meant to be. 

A staff member’s relative has boxes of solicitations from the companies rep- 
resented here today. Although he has not entered any of the sweepstakes nor sub- 
scribed to any magazine, he keeps the letters because they are addressed to him. 

Individuals who believe that their chances of winning are increased by ordering 
products are impressed that a company knows their names. They do not always un- 
derstand how easy it is to manipulate computerized correspondence. Added to the 
personal nature of these mailings are the multiple inserts that include coupons for 
products, sheets of paper providing the chance to win more money than the “guaran- 
teed” amount, and stickers to win cars and houses. 

What is missing from these mailings are clear, easily read advisories that order- 
ing a product does not ensure winning and that multiple and or repeated orders do 
not ensure winning. For those who do not wish to order, there are generally no easy 
instructions on how to enter. 

I am proud to be a cosponsor of Senator Collins’ legislation, S. 335, which creates 
new standards for sweepstakes and other prize promotion mailings. This legislation 
would prevent fraud and deception by requiring companies to be more honest when 
using sweepstakes and other promotional mailings. It would establish new stand- 
ards for such mailings, including clear disclosures that no purchase is necessary to 
enter the contest, the value and odds of winning each prize, the name of the pro- 
moter of the contest, and an understandable statement of the rules. 

S. 335 would also strengthen the laws against mailings that mimic government 
documents, thus prohibiting mailings using language or devices that give the im- 
pression that the mailing is either connected, approved, or endorsed by the Federal 
government. Any mailing selling a product that the government provides at no cost 
would have to include a disclosure that the product is available for free from the 
government. 

An additional and important aspect of the bill would be the imposition of civil 
penalties that includes fines ranging from $50,000 to $2 million, based on the num- 
ber of mailings. Moreover, the bill would give the U.S. Postal Inspection Service new 
tools to combat deceptive and fraudulent postal practices. Administrative subpoenas 
for records and documents would be available in limited cases. The bill would not 
preempt State or local laws protecting consumers from fraudulent or deceptive mail- 
ings. 

Every State has unique problems with deceptive mailings and every Senator has 
his or her own story to tell about the horrors constituents have faced. Deceptive 
mailings take many forms, and I am pleased that Chairman Collins’ bill is broadly 
drafted to correct many of these abuses. 

As we move toward markup on this bill, I will explore with my colleagues a prob- 
lem unrelated to today’s hearing, but equally important and unique to Hawaii. Ex- 
otic plants, animals, and insects that are illegally brought into the State many 
times arrive by U.S. mail. Although Federal law prohibits such mailings, many of 
which are deceptively marked, the law is not working well. I intend to offer amend- 
ments relating to this problem at markup. 
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Again, I look forward to hearing from today’s witnesses. What we heard yesterday 
proves that there are many folks out there who believe they have to enter a sweep- 
stakes to win. Their stories were not isolated examples. They responded to what 
they believed were declarations of winning or invitations to win by companies and 
spokespersons they trust. American consumers deserve more than this and must be 
better informed when playing these games of chance. 

Senator Collins. Senator Durbin, we are pleased you were able 
to brave the storms of Chicago to be with us today. 

OPENING STATEMENT OF SENATOR DURBIN 

Senator Durbin. Thank you very much, Madam Chairman, and 
thank you for this hearing. 

This Subcommittee, under Senator Collins’ leadership, has devel- 
oped such a positive reputation among consumers across America. 
We have had hearings on food safety, on issues such as telephone 
slamming and cramming, and I think it is appropriate today that 
we are considering deceptive mailings and sweepstakes promotions. 
I salute the Chairman, as well as Senator Levin, for their joint 
leadership in legislation which I am co-sponsoring to deal with this 
fraud on the public. 

When it comes to sweepstakes, deceptive mailings come around 
a lot more often than the Prize Patrol, and millions of Americans 
are receiving these mailings each day and many vulnerable Ameri- 
cans are falling prey to their tactics, particularly the elderly. 

When I first announced my support of the Collins-Levin bill in 
Illinois, I started receiving letters from across the State, and it 
amazed me the kinds of letters that I would receive. They were 
from the sons and daughters of elderly people who were absolutely 
despondent over trying to find a way to stop what was, in fact, a 
wasting of limited assets by these senior citizens. 

One woman tearfully called me and said, “I have no choice but 
to go to court and have a conservator appointed for my mother. She 
just will not stop sending in this money to these sweepstakes offer- 
ings for magazines. She just does not believe it when they say you 
do not have to buy something to win, and so she just keeps throw- 
ing the money at them.” 

That is a sad situation that is repeated many times over across 
the State of Illinois and across the IJnited States. We have seen so 
many instances here, one person having 32 subscriptions to the 
same magazine, some running to the year 2018. It just suggests to 
me that when it comes to dishonesty, and misleading mailings and 
deception, that the folks in this industry are giving a run for the 
money to those who are selling vinyl siding, home repairs and un- 
necessary medical devices. I think that they have to accept some 
responsibility here. To say that they are being honest in what they 
are portraying is not accurate when you listen to the people who 
have been deceived and have been taken advantage of under this 
situation. 

I want to salute my colleague as well. Senator Edwards, who I 
believe yesterday proposed an 800 telephone number so that con- 
sumers could request that their names be removed from mailing 
lists. I would like to suggest perhaps a step beyond that. There are 
a number of advocacy organizations and governmental entities 
which regularly hear from and provide helpful tips to consumers 
about particularly mail practice. I understand there is not a single 
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stop central point which currently collects and maintains data 
about reported potential fraudulent and other questionable mail- 
ings. 

I suggest, as part of this legislation, we establish a coordinated 
resource bank with a toll-free hotline which would be available, so 
that if some consumer across the United States receives what is 
apparently questionable in a mailing, they can call this toll-free 
number and ask for some identification of this group. We have seen 
so many of these mailings that look like official government mail- 
ings and turn out to be nothing more than an attempt to defraud 
innocent people of their savings. I think, if that sort of information 
were compiled in a toll-free hotline number, if the name of the 
group, for example, would be followed by information from States 
where attorneys general, for example, have brought actions and 
have discovered this misuse of product, that might be helpful to a 
lot of consumers. 

The bottom line on this, of course, is that the people who are in 
the industry argue for free speech. But when it comes to commer- 
cial speech, there are limitations. Those of us, as candidates, who 
send out deceptive mailings are held accountable in the course of 
an election, if not by the press. Your industry can be held to no 
lesser a standard. The fact that you have become so profitable and 
made so much money at the expense of so many vulnerable people 
should give you pause at this moment. 

Some have suggested a warning label on the mailings. I hope it 
works. We put warning labels on cigarettes for a long time, and it 
really has not done much, to be honest with you. But we have got 
to communicate to people across America that some of the things 
that you are suggesting in your mailing are just downright false, 
they are misleading, they are dishonest, and it has to come to an 
end. 

I thank the Chairman for calling this hearing, so we can consider 
legislative proposals to promote more honesty by those who are 
sending out these mailings. 

Thank you. Madam Chairman. 

[The prepared statement of Senator Durbin follows:] 

PREPARED STATEMENT OF SENATOR RICHARD J. DURBIN 

Madam Chairman, I am pleased to join you and our distinguished colleagues at 
today’s hearing which focuses on Deceptive Mailings and Use of Sweepstakes Pro- 
motions in the direct marketing of products. 

It’s rare that any American household has escaped receipt of a flurry of envelopes 
holdly proclaiming “You’re our next million-dollar winner!” or similar claims of im- 
pending good fortune. Most of us recognize these prominent come-on phrases as the 
special language of direct mail sweepstakes. 

While many companies have used sweepstakes responsibly, others have bilked 
consumers out of millions of dollars by falsely suggesting a purchase is necessary 
to qualify for the sweepstakes or to increase the odds of winning a prize. Some of 
these operators promise fame and fortune, but they deliver fraud and false prom- 
ises. 

Just look at what’s on the cover of the envelope: ‘You’re now in line to win $1 
million.” ‘You’re one of the finalists.” They talk about the “closing weeks” of the con- 
test, and it’s a complete deception. As it stands now, the sweepstakes industry isn’t 
winning any prizes for clarity! 

Our elderly are particularly vulnerable to sweepstakes fraud. Some senior citizen 
sweepstakes recipients have traveled thousands of miles to claim prizes they 
thought they had been assured of winning. Others spend thousands of dollars on 
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magazines and other merchandise because they are convinced it will boost their 
chances of winning. 

I have heard from numerous constituents about how crafty purveyors prey on the 
public, often persons on fixed or limited incomes, through deceptive envelopes and 
packaging come-on techniques. Recently, one constituent related how her elderly 
mother has become “hooked” on sweepstakes. She shared with me a bulky stack of 
envelopes, representing just a sample of the mailings. 

She remarked how her mother is convinced that the company will think better 
of her if she orders lots of merchandise, and that buying more products will accord 
her special consideration and improve her chances to win a lucrative prize. She 
noted that some companies, by using clever typefaces, sophisticated and official- 
looking symbols, gimmicky labels, and personalization, lead people to believe the 
company is writing to them personally, and that the odds of winning are high. 

Another Illinois resident was so convinced he won that he enclosed a hand-drawn 
map with his entry to make it easier for the prize presenters to find his rural home. 
Their stories are just two more examples to add to the countless ones we each have 
heard and those shared by yesterday’s panelists, such as one person having 32 sub- 
scriptions to the same magazine, with some running to the year 2018. How can this 
be happening? Their experiences — in some cases involving depleting life savings and 
creating rifts among loving family members — are why it is so important to ensure 
that strong laws are enacted to address deceptive practices. 

I am pleased that the United States Postal Inspector, the National Fraud Infor- 
mation Center of the National Consumers League, the American Association of Re- 
tired Persons, the Better Business Bureau, the Direct Marketing Association, the 
Federal Trade Commission, and a special committee of the Association of State At- 
torneys General are each actively seeking ways to ensure that consumers are in- 
formed and protected from dishonest marketing ploys. 

Madam Chairman, on that note, while there are a number of advocacy organiza- 
tions and governmental entities which regularly hear from and provide helpful tips 
to consumers about particular mailing practices, I understand there is not a single- 
stop central point which currently collects and maintains data about reported poten- 
tial fraudulent and other questionable mailings. I suggest that establishing such a 
coordinated resource bank with a toll-free hotline would be worthwhile to consider 
along with the other elements of our legislative reform proposals. 

Without such a resource, it is difficult to determine the full scope of this problem. 
Lack of a single headquarters to track and refer complaints against particular oper- 
ations and to coordinate dissemination of information and respond to inquiries 
leaves many consumers not knowing exactly where to turn. 

As it is now, some call the National Fraud Information Center or a Better Busi- 
ness Bureau, others contact their local Postmaster or notify the Federal Trade Com- 
mission, still others write to AARP, Ann Landers, “Dear Abby”, their Attorney Gen- 
eral’s Office, or to us, their Senators here in Washington. And sadly, as we have 
come to learn, some embarrassed victims of these schemes are just too afraid or 
ashamed to ever let anyone know that they have squandered their money and stock- 
piled unneeded items on the belief they’ll be the next big prize winner just as the 
envelope told them! 

When I have discussed with fellow Illinoisans my ideas about legislation to better 
protect consumers by reining-in these mailing practices, I hear the Direct Marketing 
Association warning Congress to “tread lightly, particularly when it comes to regu- 
lating speech.” The DMA says it supports helping consumers understand the do’s 
and don’ts in order to participate in the sweepstakes, so perhaps they’d be willing 
to step up and shoulder some responsibility here for such a consumer resource cen- 
ter. 

I look forward to hearing the perspectives of today’s witnesses — leaders in the 
sweepstakes industry — as we continue to examine the use of prize giveaways and 
other promotions to market products. I have some serious questions for them about 
some of the abusive and misleading marketing methods that have led to financial 
heartaches and emotional disappointments for some victims and their families. I 
welcome their responses and hope we can enlist them as allies in our efforts to cur- 
tail deceptive solicitations. 

Furthermore, I hope that action will be taken soon to advance the Collins and 
Levin bills, both of which I am proud to cosponsor. Our legislative proposals will 
go a long way to promote more honesty by product marketers, clearer disclosure for 
consumers, tighter penalties for violators, and quicker and more effective enforce- 
ment tools for more rapid response to unscrupulous practices. 

Thank you. Madam Chairman. 

Senator Collins. Thank you for your support. 
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Our witnesses this morning are representatives of the major 
sweepstakes companies. They include Naomi Bernstein, who is the 
vice president of Marketing Services. She is representing American 
Family Enterprises; Deborah Holland, who is the senior vice presi- 
dent of Publishers Clearing House; Elizabeth Long, who is the ex- 
ecutive vice president of Time Incorporated; and Peter Davenport, 
the senior vice president of The Reader’s Digest Association. I ap- 
preciate your all being here this morning. 

Pursuant to Rule 6, all witnesses who testify before the Sub- 
committee are required to be sworn in, so I would ask that you 
stand and raise your right hand. 

[Witnesses sworn.] 

Senator Collins. Your complete written testimony and other 
submissions that you may wish to have included in the record will 
be made part of the record. I would ask that you limit your oral 
presentation to no more than 10 minutes. 

As I mentioned, your complete prepared testimony will be print- 
ed in the record in its entirety. 

Ms. Bernstein, we are going to start with you. Would you please 
proceed. 

TESTIMONY OF NAOMI BERNSTEIN, i VICE PRESIDENT OF 

MARKETING SERVICES, AMERICAN FAMILY ENTERPRISES 

Ms. Bernstein. Thank you. Madam Chairman, I am pleased to 
appear before the Subcommittee today. My name is Naomi Bern- 
stein, and as you stated, I am the vice president of Marketing Serv- 
ices for American Family Enterprises. Before joining AFE, I spent 
more than 25 years at Reader’s Digest. 

AFE was founded in 1977 by a group of publishers who realized 
they could find subscribers by offering a broad range of magazines 
to a mass consumer audience. For more than 20 years, AFE has 
provided magazine publishers with millions of new readers who are 
critical to the continued financial viability of the U.S. magazine in- 
dustry. 

Sweepstakes are commonplace throughout the business world 
today. Coca-Cola, McDonald’s, as well as many charitable organiza- 
tions and other household names, use sweepstakes to promote their 
products and causes. In the magazine industry, sweepstakes con- 
tests serve specifically to attract attention to mailings amidst an 
extremely cluttered mailbox. In order to encourage consumers to 
open our mail, AFE uses a sweepstakes prize as the primary focus 
of each of its mailings. 

Since 1977, AFE has awarded more than 300,000 prizes, includ- 
ing $92 million in cash and merchandise prizes. Every prize offered 
in our promotions is awarded. 

The point of our mailings is not to convince people they have won 
a sweepstakes, but rather to be excited about the possibility of win- 
ning and to consider our products. The vast majority of people who 
receive our mailings understand them and do not believe either 
that they have won or they must order to win. 

AFE mails hundreds of millions of individual pieces of U.S. mail 
each year. AFE does not target any demographic groups, nor do we 


^The prepared statement of Ms. Bernstein appears in the Appendix on page 130. 
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collect demographic information from our respondents. We have 
never sent out a mailing directed at senior citizens or any other de- 
mographic group. In fact, people of all ages and interests subscribe 
to AFE’s magazines, including titles ranging from Sesame Street 
and Teen to Rolling Stone, Parenting and Fortune. 

AFE’s goal is to reach consumers with as wide a range of ages, 
income levels and interests as possible. As a result, AFE’s target 
market is every American who reads magazines. 

Our data shows more than four out of five of our mailing recipi- 
ents do not respond at all. 

Of those who do respond, more than half enter the sweepstakes 
without ordering, plainly indicating their understanding that no 
purchase is necessary. Of those who choose to order, most have en- 
tered an AFE sweepstakes previously without ordering; again, indi- 
cating they understand that in AEE’s sweepstakes promotions, no 
purchase is necessary to enter or win. 

Indeed, a significant majority of winners of AFE sweepstakes 
have submitted winning entries without placing orders. In fact, 11 
of 17 grand prize winners, including the three most recent win- 
ners — Daniel Rogers of Michigan, John David Gryder of Texas and 
Leavitt Baker of Maine — submitted their winning entries without 
an order. 

Our mailings are not designed to and do not induce consumers 
to buy an inappropriate number of magazines. In several places 
throughout each mailing, AEE reminds recipients that no purchase 
is ever necessary to win a sweepstakes prize. Instructions for enter- 
ing without purchasing are clearly placed in more than one loca- 
tion. 

Among our customers who make a purchase, the average annual 
amount spent on magazines is $40. We estimate that more than 9 
in 10 customers spend less than $100 a year with AFE. Only 2 per- 
cent of those who place orders spend more than $200 annually. 

We estimate that, in 1997, fewer than 3,000 people, and, in 1998, 
fewer than 750 people, spent more than $1,000 with AFE. To put 
these numbers in context, a household would reach the $100 spend- 
ing level simply by ordering through AFE the equivalent of an an- 
nual subscription to People magazine. By adding TV Guide, News- 
week, and Sports Illustrated to the list, the annual subscription 
charges through AFE would easily exceed $200 or roughly the an- 
nual cost of a daily newspaper. 

While it is clear that the vast majority of our customers under- 
stand and enjoy participating in our sweepstakes promotions, it be- 
came evident to AFE’s new management team in 1998 that a very 
small minority of consumers may have disregarded, been mistaken 
or somehow been confused about our sweepstakes rules and proce- 
dures. In order to address this issue, AFE began to re-evaluate its 
marketing and promotional methods. 

AFE listened and responded to the suggestions and concerns of 
consumer advocates and government officials, including Members 
of this Subcommittee. Based upon our re-evaluation, AFE has im- 
plemented a number of important changes to our sweepstakes pro- 
motion. 

These changes include: 
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One, including in all mailings prominent statements that no pur- 
chase is ever required to enter, and all entries have an equal 
chance to win; 

Two, clearly disclosing the odds of winning; 

Three, directing that all sweepstakes entries be returned to the 
same city, reinforcing the message that all entries are, in fact, 
treated equally; 

Four, establishing our Web site to answer frequently asked ques- 
tions; 

Five, avoiding the use of language referring to the recipient as 
a member of a small or select group, suggesting an improved 
chance of winning the sweepstakes prize. 

AFE has also instituted a pilot program to try to identify and 
protect potentially vulnerable sweepstakes consumers; that is, 
those individuals who are purchasing an unusually large number 
of magazine subscriptions. While this might simply represent an 
appropriate choice for that person, we recognize that it may also 
indicate that someone incorrectly believes they must order a maga- 
zine to enter the sweepstakes. This group of frequent purchasers 
appears to represent less than V 2 of 1 percent of AFE’s customers. 

As part of this program, AFE began sending a “no purchase nec- 
essary” reminder letter to those individuals generally stating that 
all entries, including those without an order, have an equal chance 
to win and specifically reiterating that no purchase is ever nec- 
essary to enter or win. 

AFE also elected not to mail certain customers for whom the “no 
purchase necessary” letter may not be enough. Initially, AFE has 
chosen to stop sending mailings to approximately 25,000 people. 
AFE also blocked certain customers from making future orders, in- 
cluding those who have been identified to AFE as being incapable 
of making rational purchasing decisions. 

AFE also maintains a much larger list of consumers who have 
asked AFE not to send them promotional mailings or who have 
been identified to the company by others as not interested in re- 
ceiving such mail. 

AFE’s goal is to offer magazines and products that people want 
to purchase and use and to guarantee customer satisfaction. Ac- 
cordingly, AFE’s policy is to offer refunds on a “no questions asked” 
basis for all unserved magazine issues or returned merchandise. 
AFE is committed to excellent customer service. 

Madam Chairman, could I just take an additional minute or two 
to express support for the legislation? 

Senator Collins. Certainly. 

Ms. Bernstein. As I mentioned earlier. Madam Chairman, AFE 
is well aware of the strong interest that you. Senator Levin and 
other Senators have in this issue. We have preliminarily reviewed 
the legislation that you introduced earlier this year and believe 
that it contains provisions that would help ensure that sweepstakes 
promotions are used in a responsible way and by reputable compa- 
nies. 

Furthermore, AFE believes that your bill, as well as the legisla- 
tion introduced by Senator Levin, will help weed out fraudulent op- 
erators and set higher standards for legitimate users of sweep- 
stakes. 
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AFE takes very seriously the concerns that this Subommittee has 
raised, and we have already adopted many provisions contained in 
your two bills. For example, AFE’s mailings contain several re- 
minders that no purchase is ever necessary to participate in our 
sweepstakes. In addition, AFE discloses the odds of winning each 
sweepstakes prize that it awards, as would be required by the leg- 
islation. 

In these instances and many others, AFE not only supports the 
substance of your legislative proposals, but has already imple- 
mented many of them in connection with our promotions. 

While AFE does have concerns about the specific wording of 
some provisions, as well as concerns about some of the procedural 
aspects of both bills, we would like to work with you. Senator 
Levin, and your staffs to see whether these concerns might be ad- 
dressed as these proposals move through the legislative process. 

In conclusion, I think it is clear that the vast majority of the in- 
dividuals who receive our mailings understand our sweepstakes 
promotions. Generally, if consumers choose to order our products, 
they do so because they want to, not because they believe they 
have to in order to win our sweepstakes. 

However, with respect to the very small minority of individuals 
who may not understand our sweepstakes promotions, we stand 
ready to work with the Subcommittee and other governmental and 
industry representatives to develop appropriate standards. 

Madam Chairman, that concludes my statement. 

Senator Collins. Thank you. I am going to have to ask you to 
stop there because we do have a lot of other panel members. 

I am going to turn to Senator Edwards to see if he has any com- 
ments that he wants to make before we go to the next witness. 

Senator Edwards. Thank you. Madam Chairman. No, not in ad- 
dition to the opening statement I made yesterday. 

Senator Collins. Thank you. 

Ms. Holland, would you please proceed. 

TESTIMONY OF DEBORAH J. HOLLAND, i SENIOR VICE 
PRESIDENT, PUBLISHERS CLEARING HOUSE 

Ms. Holland. Thank you. Madam Chairman, Senator Levin and 
other Members of the Subcommittee for the opportunity to be here 
today. 

My name is Debbie Holland, and I am senior vice president of 
Publishers Clearing House. I have worked for the company for 20 
years. We at Publishers Clearing House are proud of our company, 
our sweepstakes and our many consumer education and protection 
programs. We believe that we have been ethical and honorable in 
dealing with our customers and welcome the chance to tell our 
story. 

Publishers Clearing House has been serving American consumers 
and the publishing industry for nearly half a century. Today, we 
are a very broad-based business offering thousands of products, as 
well as more than 350 magazine titles that appeal to our millions 
of satisfied customers. 


^The prepared statement of Ms. Holland appears in the Appendix on page 133. 
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The famous Publishers Clearing House sweepstakes has awarded 
over $135 million to nonpurchasers and purchasers alike. Each 
year, tens of millions of Americans enter the Publishers Clearing 
House sweepstakes without buying anything and 22 out of the 29 
winners of $1 million or more won with nonorder entries. 

These overwhelming statistics support our belief that the vast 
majority of Americans fully understand that no purchase is nec- 
essary and actively avail themselves of that opportunity. Despite 
this fact, we recognize that there are some serious problems that 
must be addressed. 

In light of that, we support a three-pronged solution to consist 
of: One, a comprehensive program of consumer education and pro- 
tection involving a public-private partnership between government 
and industry self-regulatory organizations; two, innovative and ef- 
fective outreach and protection programs for those consumers who, 
for whatever reason, are not able to understand promotional mate- 
rial, including suppression programs to get these individuals off 
sweepstakes mailing lists; and third. Federal legislation that would 
provide business with clear objective standards for sweepstakes 
mailings. 

Publishers Clearing House is a direct marketer of magazine sub- 
scriptions and consumer products. Our business is built on service 
and value. We guarantee the lowest prices on new magazine sub- 
scriptions offered to the general public, and we are a valuable 
source of new subscriptions to the magazine publishing industry. 

We also offer a wide range of consumer products: books, music 
and video, housewares, horticultural, collectible figurines, coins and 
jewelry, sports memorabilia and household cleaning products, to 
name a few. We carry thousands of items and many product lines, 
more than you would find in 40 different catalogs. 

A little-lmown fact about Publishers Clearing House is that over 
40 percent of the profits of our business go directly to the benefit 
of charities and charitable interests. 

As a direct marketer, we offer our customers access to the kind 
of products they are interested in. We offer them the opportunity 
to inspect any product they order and return it for a full refund. 
We offer interest-free installment payment plans and the conven- 
ience of shopping at home any time they want without a salesman’s 
presence or pressure. 

At the same time, since we sell from a distance, we face many 
challenges. We do not get to see our customers face-to-face, so it 
is harder for us to get to know each other. We do not get the same 
visual cues that a local shop owner would as to the competence and 
financial condition of our customers, and we have to work hard to 
find ways to send mail only to the people who want to hear from 
us because it is expensive and wasteful to send it to people who 
are not interested in hearing our offers. 

Our sweepstakes are an attention-getting device, and many 
Americans enjoy entering for a chance to win valuable prizes. The 
figures tell us, time and again, that people know that winning big 
is a long shot and that they never have to buy anything to enter 
and win. Seventy percent of the people who receive a package do 
not respond at all. And of those who do enter, there are always 
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two, three or even four times as many people who enter the sweep- 
stakes without ordering as those who do. 

Our promotional mailings are our store, and like any retail mer- 
chant, we want consumers to notice our store and come inside. We 
try to give them lots of reasons to come in, from the best deals on 
the magazines they want, to attractive merchandise offers, and a 
chance to win a valuable prize. 

We vary our packages and offerings, much as retail merchants 
constantly change window displays and shelf arrangements, be- 
cause consumers demand variety and want something new. We try 
to get to know our customers through what they tell us in their re- 
sponses to our mail and engage them in a personal dialogue about 
the things that interest them by offering items in the same or a 
related area, much in the same way as a salesman in a store would 
greet a customer by name and suggest items he thinks the cus- 
tomer might be interested in. We also want our customers to know 
that we appreciate their business, and we hope they will shop here 
again. 

All of our promotional mailings clearly show that they are from 
Publishers Clearing House, contain clear “no purchase necessary” 
messages, particularly on the order form, and have clear instruc- 
tions on how to enter without ordering. We mail our promotions 
many times throughout the year to a wide variety of people across 
the tlnited States. Mail volumes range from the hundreds of thou- 
sands to many millions. We do not target any particular demo- 
graphic group, and our product offerings include items that appeal 
to all ages and all walks of life. In fact, the limited amount of avail- 
able market research we have shows that about 70 percent of our 
customers are under the age of 65. 

Even though the figures strongly demonstrate that the vast ma- 
jority of our customers understand our promotions, we recognize 
the need for continuing consumer education that no purchase is 
necessary. And even more than that, we recognize that there are 
some individuals who are not capable of understanding the mes- 
sage, regardless of how much explanation or education they receive 
from us or anyone else, even their closest friends and loved ones. 

While these individuals make up a very small fraction of a per- 
cent of our total customer population. Publishers Clearing House is 
very concerned about these individuals and feels an ethical respon- 
sibility to identify them and remove them from our mailing list. 

Publishers Clearing House has developed a practical and effec- 
tive solution that is unique in the industry. We have found a way 
to reach out and contact high-activity customers individually, and 
assess their suitability for sweepstakes promotion. We call it High 
Activity Identification and Suppress, and it is an important part of 
our Project Sweepsmarts described in the pamphlet that has been 
made available to the Subcommittee. 

We started almost a year and a half ago, and we have already 
removed over 6,000 names from our active mailing lists as a result 
of these contacts and blocked all future orders from these people, 
forever. And it works. Both of the individuals brought to our atten- 
tion by the Subcommittee staff, Mr. Hall and Mr. Doolittle, were 
identified by our program and removed from our mailing list over 
a year ago. 
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But that is not all we are doing under Project Sweepsmarts. We 
started sending nonpromotional letters to active customers 5 years 
ago reminding them that no purchase is ever necessary to enter 
and win in a Publishers Clearing House sweepstakes. Last year we 
sent out over 125,000 of these letters. We are delighted that other 
companies have followed our lead and have now started sending 
out “no purchase necessary” letters of their own. 

We are ready to share the other elements of Project Sweepsmarts 
with you, with other marketers and our industry trade associations 
because we advocate an industrywide self-regulatory system that 
would help all of us identify and protect the vulnerable. 

Publishers Clearing House is proud to be the leader of the indus- 
try, and we take our leadership role very seriously. We want to 
maintain public confidence in sweepstakes. We urge all interested 
parties, both government and private business, to join together in 
a public-private partnership to ensure that those who need help are 
protected. 

At Publishers Clearing House we urge broad-based consumer 
education, effective outreach programs to identify customers who 
are not able to understand promotional materials and get them off 
sweepstakes mailing lists and Federal legislation with clear stand- 
ards for business. 

We endorse and support your goals and want to supplement the 
governmental efforts with private resources. We want to be part of 
the solution. 

Thank you. 

Senator Collins. Thank you very much. 

Mr. Davenport. 

TESTIMONY OF PETER DAVENPORT, i SENIOR VICE PRESI- 
DENT, GLOBAL MARKETING, THE READER’S DIGEST ASSO- 
CIATION, INCORPORATED 

Mr. Davenport. Good morning. My name is Peter Davenport. I 
am the senior vice president of Global Marketing at The Reader’s 
Digest Association, and I am based at our headquarters in New 
York. 

Reader’s Digest is a leading publisher of magazines, books, music 
and videos. Since the magazine’s founding in 1922, our mission has 
been to create products that inform, inspire, enrich and entertain, 
initially in the United States, but now around the world. We take 
great pride in our products, especially in the fact that their quality 
is so respected. 

Our flagship magazine is read by more people than any other 
paid circulation on the planet, over 100 million in 19 different lan- 
guages. To illustrate its breadth in the U.S., it is read by more 
households with six-figure incomes than Fortune, Business Week 
and Wall Street Journal combined. It has more PC users than the 
top four best-selling PC magazines and more rock fans than Roll- 
ing Stone. 

Yet we are not just a magazine. We create a wide variety of pub- 
lishing products to offer our subscribers and customers that span 
an array of interest categories, including health, home improve- 


1 The prepared statement of Mr. Davenport appears in the Appendix on page 144. 
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ment, gardening, travel, reading for pleasure, classical music and 
the like. 

The major reason for our success over the years is that we estab- 
lish a long-term, mutual, respectful relationship with our cus- 
tomers. Yes, our customers trust us and our products, but they do 
so because we seek to honor their trust in everything we do. This 
is the very foundation of our business, and it is the reason why 
Reader’s Digest is, in fact, called an association. 

We have used sweepstakes in the United States to help introduce 
people to our products for over 30 years. They are aimed at encour- 
aging people to open our mailings in the competitive marketplace, 
just as a department store uses various promotions to bring people 
inside their doors. But at the end of the day, however, it is the ap- 
peal of our products tied into the trusted brand which determines 
the success of our business. 

Given the breadth and the variety of our products we offer, our 
mailings appeal to a broad variety of audiences. The criteria to se- 
lect people to receive any particular offer are driven by the specific 
product. The Family Handyman magazine has a different audience 
than our Leading Ladies Music CD, which has a different audience 
from our upcoming book on computers. 

Most of our products, like the Reader’s Digest magazine, of 
course, have a very wide appeal across many audiences. Sweep- 
stakes are sent to all of our potential customers and not limited to 
one particular segment. Reader’s Digest does not use sweepstakes 
to target specific consumers by age or any other demographic. 

Through our testimony here today, we want to make clear our 
position on the appropriate use of sweepstakes. We fully recognize 
there are legitimate concerns about certain marketing practices 
that could undermine consumer confidence in them. We are pleased 
to join in any effort aimed at assuring that the millions of America 
who enjoy participating in the sweepstakes do so with confidence 
in the fairness and the integrity of them. 

Over the years, we have adopted marketing guidelines for sweep- 
stakes which, in fact, go well beyond those required by current reg- 
ulations. I would just like to mention some. 

First, Reader’s Digest is clearly identified as the sender on the 
outside of the envelope. Sweepstakes deadlines are real and are 
strictly enforced. And although not required by law, all prizes are 
given away. 

Second, we agree with Senators Collins and Levin on the impor- 
tance of ensuring that consumers understand they do not need to 
buy a product to enter or win, nor will a purchase enhance their 
chances of winning. To that end, not only do our mailings state 
that no purchase or payment is necessary to enter, we also state 
that all entries have an equal chance to win. They also provide ex- 
plicit instructions on how to enter without a purchase at least 
twice in the mailing package, and those instructions are easy to 
find and follow. Consumers do not navigate the package to find 
them. 

Third, regardless of whether they are placing an order or not, 
customers are offered the equivalent means of entering sweep- 
stakes. Those who respond without an order are never asked to 
provide their own envelope. Sweepstakes entrants are directed to 
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the same processing facility. To speed the processing of orders, we 
sometimes use different post office box numbers for ordering or 
nonordering envelopes, but we always strive to ensure that con- 
sumers fully understand that they have the same chance of win- 
ning whether they place an order or not. 

And, finally, we want all consumers to clearly understand the 
exact chances of winning, so all Reader’s Digest mailings state the 
numeric odds of winning in the sweepstakes. 

We believe that the effectiveness in communicating that no pur- 
chase is necessary is reflected in our consumer responses. On aver- 
age, 80 percent of Reader’s Digest consumers entering our sweep- 
stakes do so without an order. However, we share the concern that 
there are a small number of people who may have difficulty with 
certain promotion offers, including sweepstakes, and we are com- 
mitted to addressing those special situations. And already we have 
policies and practices to ensure that our products are purchased 
only by those who really want them. 

All of our products carry a money-back guarantee. Subscriptions 
can be canceled at any time with a complete refund. The purchaser 
of any product may return it at any time for a complete refund. 

Second, we maintain our own “do not mail” list and add names 
from the Direct Marketing Association to it. We also honor requests 
from legal guardians. 

Third, once a customer has purchased a product or magazine, we 
will not send a solicitation for that product again, except to renew 
the magazine subscription, of course. 

Fourth, we support efforts like the recent policy of the Magazine 
Publishers Association aimed at detecting and preventing consum- 
ers from entering into excessively long subscription terms. 

And, fifth, last year we began a practice which we plan to con- 
tinue every year of sending a letter to high-activity customers re- 
minding that no purchase is necessary to enter a Reader’s Digest 
sweepstakes. The feedback from this effort demonstrate an over- 
whelming level of understanding of how Reader’s Digest sweep- 
stakes operate and, indeed, customer satisfaction with the products 
they had received. 

Finally, we support those elements of Senator Collins’ and Sen- 
ator Levin’s proposed legislation that provide an appropriate level 
of consumer protection while allowing those millions of Americans 
to continue to enjoy sweepstakes. 

Reader’s Digest is very proud of the relationship we have devel- 
oped with our subscribers and customers over many years, and we 
are committed to building on this. We firmly believe that direct- 
mail sweepstakes is a legitimate and effective marketing tool if 
companies who use them adhere to firm ethical guidelines that pro- 
mote consumer confidence in them. 

And we are eager to work with other companies, trade associa- 
tions, with Congress, with the Postal Inspection Service and other 
Federal and State regulators to achieve this goal. 

Thank you. 

Senator Collins. Thank you very much, Mr. Davenport. 

Ms. Long. 
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TESTIMONY ELIZABETH VALK LONG.i EXECUTIVE VICE 
PRESIDENT, TIME INC. 

Ms. Long. Good morning, Madam Chairman, and thank you for 
the opportunity to testify today. My name is Lisa Long. I have 
worked at Time Inc., for the last 20 years. I came through our cir- 
culation ranks before being made, in succession, publisher of Life, 
publisher of People, and then publisher of Time magazine. I am 
currently executive vice president of Time Inc., and I have respon- 
sibility for several corporate entities, including those directly relat- 
ed to the circulation and subscription sales of our magazines. 

As I think you know. Time Inc., is a wholly-owned subsidiary of 
Time Warner. We are the largest magazine publisher in the world 
with 32 publications worldwide. 

Madam Chairman, Time Inc., recognizes that there are problems 
stemming from sweepstakes, and the testimony we heard yesterday 
was powerful and troubling. There is obviously much to cover on 
this subject, so in the interest of time, I am going to limit my com- 
ments to four main topics: Why Time Inc., uses sweepstakes, why 
we use headline copy, the fact that we do not target the elderly, 
and our views on how best to address the concerns raised in these 
hearings, including reactions to the bills you and Senator Levin 
have introduced. 

Let me just say a few words about our business. Most of our 
magazines are sold primarily through subscriptions as opposed to 
single copies sold at the newsstand. And the economics of the sub- 
scription business is such that we invest considerable resources up 
front to attract new subscribers, and the long-term relationships 
we develop with them are what drives circulation profitability and 
allows us to deliver our circulation guarantees to advertisers. 

Simply put, our business relies on repeat business, and our suc- 
cess is based on a history of satisfied customers who, once they try 
our publications, appreciate their content, their quality and then 
renew year after year. 

But our first challenge is to get people to try us, and to do that 
we have to break through other promotional clutter, get people’s at- 
tention, involve them in our offer, motivate them to pick up the 
phone or drop an order in the mail. For us to do anything to under- 
mine the trust that must exist between us and our subscribers 
would be self-defeating, and it would be wrong. 

We promote first-time subscriptions through a variety of media, 
including television commercials, insert cards in the magazines and 
direct mail. And we use a number of marketing tools to get people 
to try our magazines, including premium discounts, free trial issues 
or a chance to enter a sweepstakes. 

Sweepstakes are an effective attention grabber for many types of 
marketers. I like to compare them, as my colleagues seem to as 
well, to a sale sign in a department store that drives traffic into 
the store. Sweepstakes’ main purpose is to get people to open the 
envelope and take a closer look at what we have to offer. Plenty 
of people have no interest in sweepstakes. Eight-two percent of the 
people to whom we mail these offerings do not respond. However, 
a lot of people enjoy them and understand them. And of the 18 per- 


^The prepared statement of Ms. Long appears in the Appendix on page 149. 
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cent who do respond to our sweepstakes mailings, 9 out of 10 do 
so only to enter the sweepsstakes and do not order. In the end, only 
2 percent of the people who receive our sweepstakes mailings actu- 
ally purchase a subscription. And because enough of them will be- 
come satisfied, renewing customers, sweepstakes are, in fact, one 
of our ways to encourage people to try our magazines. 

Like other legitimate sweepstakes marketers, we are very con- 
cerned about the scam artists and the fraudulent mailers who 
abuse this marketing tool. I can assure you that Time Inc., sweep- 
stakes are run fairly and honestly. In each of our mailings, we list 
the odds of winning in the rules section. Our prizes are awarded 
once a year without contingencies, and our promotions repeat sev- 
eral times in clear, concise language that no purchase is necessary 
to win, something our sweepstakes players certainly understand, 
since nine times as many entrants make no purchase as those who 
do. 

Now, let me move on to two specific areas that I know are of con- 
cern to this Subcommittee. The first is what is generally referred 
to as headline copy. This would be a statement in large type sug- 
gesting that the recipient is a winner, coupled with a qualifying 
statement in smaller type. In our mailings, the qualifier is always 
directly adjacent to the headline and explains that the recipient 
must have the winning number and return it in order to win. 

Are we trying to deceive readers into thinking they have won the 
prize? No. It would serve absolutely no business purpose. Every- 
thing we know suggests that the vast majority of our mail recipi- 
ents understand that these headlines are simply a way to involve 
them, create some excitement around our offer. And like headlines 
in newspapers, headline copy in sweepstakes offerings are there to 
get your attention and to draw you into the whole story. 

However, in light of current concerns over this, we have been de- 
veloping tougher standards and tightening our review process 
across all Time Inc., entities. The second issue is the concern that 
sweepstakes marketers target the elderly. Let me be absolutely 
clear that Time Inc., sweepstakes promotions are mailed across the 
board to all demographic segments of the population, with the only 
objective matching the interests of prospective subscribers to the 
content of our individual magazines. 

Having said all of this, I want to acknowledge that your efforts 
have made us aware that there is a small percentage of people 
who, for one reason or another, may not understand our sweep- 
stakes mailings. 

Because Time Inc., is a decentralized organization whose maga- 
zines operate independently of one other, we have not been able to 
easily identify individuals who are making multiple purchases 
across all of our publications. Your scrutiny of the issue led us to 
probe our files and, thankfully, the total number of such multiple 
purchasers is extraordinarily small. For example, out of the 1.4 
million people who subscribed to our magazines through sweep- 
stakes in 1998, only 480 of them spent as much as $500 with us. 
Nonetheless, if any of these 480 people ordered because they were 
confused by our offer, we take this very seriously. 

We are committed to identifying those who may have placed an 
unusually high number of orders for the wrong reasons, commu- 
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nicating with them and their families and removing them from our 
mailing and rental lists. As a percentage, the incidence of people 
who make numerous purchases due to our sweepstakes offerings is 
tiny. As an absolute number, it is still very small. Yet even one 
confused customer is too many and deserves our attention. 

The scope of the problem, however, demands that the solution be 
pinpointed rather than sweeping. As I noted. Time Inc., along with 
other publishers and trade associations, is exploring how to identify 
and communicate with these individuals who have a problem with 
sweepstakes. 

Madam Chairman, we concur with you that there is a role for 
legislation as well, and we agree with much of the bill that you 
have proposed. S. 335 is certainly responsible and constructive, and 
we welcome the opportunity to discuss its finer points, as well as 
those contained in Senator Levin’s bill, S. 336, which addresses 
many of the same issues. 

We would also urge that whatever is implemented be consistent 
with the First Amendment’s protection of commercial speech and 
distinguish between the occasional misunderstanding of sweep- 
stakes and outright scams. Your Subcommittee is performing an 
important public service in helping marketers and regulators to 
find the scope of the situation and find ways to respond to it. 

At Time Inc., we look forward to working with you and the Sub- 
committee to achieve a balanced, yet effective, solution to this prob- 
lem. Thank you. 

And, of course, I would be happy to answer your questions. 

Senator Collins. Thank you very much, Ms. Long. 

We are now going to have a 10-minute round of questions for 
each of the Senators, and then we’ll have a 5-minute round after 
that. 

Ms. Holland, I want to start with you because I have to tell you 
that I was absolutely stunned by a statement that you made in 
your testimony. You said, “We believe that our promotions are 
clear and that no reasonable person could be misled by them.” 

Well, Eustace Hall is a reasonable person who testified before us 
yesterday, and he was completely misled by your mailings. We 
have had hundreds of consumers from across the United States 
contact the Subcommittee with concerns about sweepstakes, mainly 
yours and the other companies who are represented here today. 
They are reasonable people. My constituents in Maine who have 
had trouble with sweepstakes are reasonable people. The attorneys 
generals who have sued your companies and others because of the 
deception are reasonable people. 

I am just appalled by that statement, given the overwhelming 
evidence that we have of people being deceived by your mailings. 
It is disappointing to me because I would hope that you could ac- 
knowledge that there is a problem and that we could work together 
to ensure that it is corrected. 

I want to show you a couple of your mailings, and let’s talk about 
how a reasonable person would view these mailings and whether 
or not they are clear. I would like to have the exhibit “Open your 
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door to $31 million” put up.^ I know you have a copy of all of the 
exhibits that we are using. 

I think that many reasonable people would be deceived by this 
mailing into thinking that they had, in fact, won $31 million. It is 
personalized. It says, “Open your door to $31 million.” It has a spe- 
cific date. It has the name of the consumer. It has the word “win- 
ner” in it 23 times. It has qualifying words like “if’ or “could” only 
in smaller print and only nine times. It has “We have pencilled in 
your name as our next winner.” It says the name of the consumer 
“goes on our giant check for $31 million.” 

Do you really think that no reasonable person would be deceived 
by this mailing into thinking that they had won $31 million? 

Ms. Holland. Well, first of all, we know that our statistics are 
similar time and again: That 70 percent of the people or more who 
receive these mailings do not respond at all. Of those who do re- 
spond, we receive far many more entries without orders than with. 
In this particular mailing, it is very clearly written in the condi- 
tional that you could win or if you have the super prize number. 
For example, in the exact same size type as the rest of the text of 
the letter we say, “Then, if the winning super prize number comes 
in and it is yours, I will definitely ring ‘the person’s name’ doorbell 
on January 31. Do not miss out on this special opportunity to win 
millions.” 

Senator Collins. Well, let me take that very part that you just 
read. “If the winning number is yours” is not in bold type. It is fol- 
lowed by indented bold type text that says, “I’ll definitely ring ‘the 
consumer’s name’ doorbell on January 31.” “I’ll definitely ring your 
doorbell on January 31.” 

I realize that a careful reading of this letter does, in fact, show 
that it is conditional. But to say that no reasonable person could 
be deceived by this mailing is just not true. 

Ms. Holland. Well, we do know what our statistics are, and 
they are the same time and again. They have been for years. We 
also know that our mailings have been tested in the courts several 
times and that has been the conclusion: That no reasonable person 
could be misled. 

Senator Collins. Well, in fact, you have settled lawsuits with a 
number of States, have you not? 

Ms. Holland. I believe so. I would like to point out also 

Senator Collins. And made restitution. 

Ms. Holland. That the super prize — if the winning super prize 
number comes in, and it is yours, is the exact same type size as 
the statement below it. 

Senator Collins. The problem is the impression that this mail- 
ing gives, and there is another problem with this mailing. It says, 
“You see your recent order and entry has proven to us that you are 
indeed one of our loyal friends and a savvy sweepstakes player.” 

That language implies a connection between ordering and win- 
ning; your recent order is what got you this mailing. 

Ms. Holland. Well, it is true that all direct-marketing compa- 
nies, whether they are running a sweepstakes or not, send mailings 
to people who order. We want to send our mailings to people who 
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are interested in receiving them, and we do not want to send them 
to people who are not. 

On the reverse side of the letter, we have several messages tell- 
ing people that, “There are absolutely no strings attached to win- 
ning our prizes.” That is in bold-face type, the same size as the rest 
of the text, and it is set off in its own paragraph. We also say, 
“Whether or not you decide to take advantage of these terrific of- 
fers, I want you to know that I deliver the prizes with no strings 
attached. We never ask you to pay any money to claim your prize.” 

Senator Collins. Well, let me show you another exhibit, and this 
one is the Eustace Hall letter from Dorothy Addeo. 

You are familiar with this letter, Ms. Holland. This is a mailing 
that Mr. Hall brought to the attention of the Subcommittee. It is 
a personalized letter from the contest manager at Publishers Clear- 
ing House. 1 

It says, “Dear Eustace Hall: I am in a bit of hot water and only 
you can get me out. 

“My boss dropped into my office the other day, sat down and 
sighed. ‘What’s the story with Eustace Hall? I see that name on our 
Best Customer List, on our Contender’s List, on our President’s 
Club List, but I don’t see it on our Winner’s List. There must be 
something we can do to change that. It’s not right when someone 
as nice as Eustace Hall doesn’t win.’ 

“Then he sighed again, looked at me and left, and I sat there 
wondering what to do. I had my mission, Eustace Hall, to make 
you a winner and soon.” 

Now, how many people received this mailing that made Mr. Hall 
feel so special, feel like he was singled out for special treatment by 
your company? 

Ms. Holland. This mailing was sent to millions of people. This 
is a personalized mailing, it’s direct mail. The whole reason for this 
letter is to simply announce that there is another contest oppor- 
tunity coming up and that the recipient should watch his mail box 
for it. 

Senator Collins. Mr. Hall told our investigators that he believed 
that this exact conversation took place; that, in fact, Dorothy 
Addeo’s boss did drop into the office and say these words. Did this 
conversation actually take place with regard to Mr. Hall? 

Ms. Holland. This conversation and this situation is a drama- 
tization of actual conversations that did take place when we were 
planning this very special new contest opportunity. The announce- 
ment in this letter is that we have a new contest in which every- 
body who enters will be guaranteed to win a prize. All they have 
to do is enter. 

Now, again, as I mentioned earlier, this is simply an advance no- 
tice telling people to watch for the upcoming mailing. You can’t 
enter from this. You can’t even order. 

Senator Collins. But, in fact, the conversation did not take 
place, and this letter is deceptive. This was sent to 9 million peo- 
ple, was it not — personalized letters 

Ms. Holland. Yes. 


^See Exhibit No. 1 in the Appendix on page 155. 
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Senator Collins. Were there 9 million conversations between 
your contest manager and her boss? 

Ms. Holland. Of course not. This is advertising. This was a 
dramatization of situations and conversations that happened in the 
company. It is sort of like “ring around the collar.” 

Senator Collins. But do you not see why this would be deceptive 
to a reasonable person like Mr. Hall? Do you not see why it made 
him think that he was special? 

Ms. Holland. We do not think that this is deceiving. We thought 
it’s perfectly fine. I did want to note for the record, though, that 
the company has stopped mailing this letter over a year and a half 
ago because, even though we did think it was fine and not confus- 
ing, we wanted to be responsive to input that we got. 

Senator Collins. Thank you. 

Ms. Bernstein, you have testified that the instructions for enter- 
ing without making a purchase are clearly placed in your mailings. 
I want to take a look at the instructions on how you could enter 
the American Family Publishers sweepstakes without ordering, 
and it is my understanding that you have been given a copy of 
this.i 

Ms. Bernstein. Yes, I have. 

Senator Collins. It is in small print, so I am going to have to 
hold it quite a ways out from me to read it. 

“If not ordering, affix bar code label to Box 1 of instruction form 
after confirming that the bar code label finder code matches the 
finder code in Box 2 of the form. Do not affix any order stamps and 
sign as indicated in Box 6. Place instruction form in your own en- 
velope and enclose a 3 by 5 card with the following handwritten in 
block letters: ‘American Family Publishers Sweepstakes. No order 
enclosed.’ 

“Affix 7-day response requirement stamp and the enclosed 
nonorder entry bureau address label or address to American Fam- 
ily Publishers . . . ” it gives the address “. . . to the front of your 
envelope and mail within 7 business days.” 

So, if you are going to enter your sweepstakes without placing an 
order, you have to supply your own envelope, you have to have a 
special sized paper, you have to have a 3 by 5 card, you have to 
hand write on it, it has to be in block letters. 

Why do you make it so much more difficult for individuals who 
are not ordering to enter your sweepstakes? 

Ms. Bernstein. Senator, AFE is in the business of selling maga- 
zines. We use sweepstakes and contests so that our customers — to 
elicit our orders. Clearly, we do not believe that there is anything 
confusing in this offer. What we are saying, our stats indicate that 
more than four out of five totally ignore our mailing. The people 
who reply. Senator, more than half of them reply saying no without 
entering an order. 

Senator Collins. But don’t all of these additional requirements 
reinforce the misperception that your chances of winning are im- 
proved by making a purchase? If it is easy to enter your sweep- 
stakes if you make a purchase, but it is difficult to do so if you 
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don’t make a purchase, what message does that send the con- 
sumer? 

Ms. Bernstein. All of our packages have the AFP promise, 
which clearly say all entries are treated equally. The vast majority 
of people who receive our mailings. Senator, understand them. 

Senator Collins. My time has expired. This is something I want 
to pursue on the next round. 

Senator Levin. 

Senator Levin. Thank you. Madam Chairman. And I want to put 
the Eustace Hall letter back on. ^ 

You indicated to our Chairman that there were not 9 million con- 
versations of this kind, although there were 9 million letters that 
were sent out to individuals representing that a conversation 
quoted in that letter took place. 

My direct question to you is, when you wrote Eustace Hall say- 
ing, “My boss dropped into my office the other day, sat down and 
sighed,” and then, “‘What’s the story with Eustace Hall? I see that 
name on our Best Customer List, on our Contender’s List, on our 
President’s Club Member List, but I don’t see it on our Winner’s 
List. There must be something we can do to change that. It’s not 
right when someone as nice as Eustace Hall doesn’t win.’” 

Did that particular conversation take place? 

Ms. Holland. Senator, we did have many conversations 

Senator Levin. No. Did that quoted conversation take place? 

Ms. Holland. As I stated earlier, those exact words are a dram- 
atization of conversations that did take place. Consumers under- 
stand dramatizations. 

Senator Levin. Now let’s get to my question. Did that quoted 
conversation take place? Yes or no? 

Ms. Holland. No, it did not. It’s a dramatization. 

Senator Levin. But you told this gentleman that it did. Is that 
true, that you told him that quoted conversation took place? You 
lied to a customer. 

Ms. Holland. When you are making a dramatization, you do 
have the people in the situation speak, and when you write that, 
it has quotation marks around it. 

We did want to find a way to let customers and other people who 
enter have a chance to win, for everybody to have a chance to win, 
and that is why we started this contest. 

Senator Levin. Right. Now let me get back to my question. That 
conversation, you acknowledge, did not take place. Therefore, you 
told a customer that a specific conversation regarding him occurred 
which did not occur. You testified a moment ago that, in your judg- 
ment, that that letter is perfectly fine. That letter is perfectly a lie. 
It is perfectly false. It is perfectly misleading. It is purposely decep- 
tive. 

Now, there is no other way that, sitting here, you could describe 
a quoted conversation saying that a particular conversation involv- 
ing a particular customer took place, which you now acknowledge 
did not take place, without saying you stated something to a cus- 
tomer about him. You didn’t say, “We had a discussion about how 


^See Exhibit No. 1 in the Appendix on page 155. 
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to attract 9 million people into a thing, and you are one of the 9 
million.” 

You said, “We had a conversation about you, Eustace Hall,” and 
it seems to me that is the description of deception and falsity. That 
is the perfect example. You can’t get a much clearer example than 
when you say, “We spoke about you,” and, in fact, you did not 
speak about him. 

Now, I’m glad you ended that letter, but I must tell you I am 
deeply distressed when you can come here and say that that letter 
is perfectly fine, when that letter incorporates a perfect deception 
and a perfect lie. And the fact that something was going to follow 
rather than something being in this letter does not make it any 
less of a deception or less of a lie. 

Now, I want to go back to Mrs. Roosenberg, whose videotape we 
saw earlier today of every room in her house being stuffed with 
stuff that she didn’t need; ^ $12,000 worth of products from Read- 
er’s Digest. 

Mr. Davenport, I will be asking you now about this particular 
thing. This is the 400 items I believe that she bought. This is part 
of the 400 items that she bought in 1 year. These are the ones that 
she bought from Reader’s Digest. It is about $12, 000. ^ 

She then gets a letter from Reader’s Digest with a certificate in 
it received from your vice president for Marketing, Brian Ken- 
nedy. ^ Oddly enough, by the way, that letter is dated March 11, 
1999. I’m not sure why it has that date, but here is what it says 
on it: 

“Good news. You’ve been selected to receive one of our highest 
honors. The Reader’s Digest Recognition Award. It’s your obvious 
love of Reader’s Digest and sweepstakes that made you an ideal 
candidate. In fact, it was your recent subscription request that fi- 
nalized our decision. The Reader’s Digest Recognition Award is 
simply our way of saying thank you for your loyalty. 

“The Certificate of Recognition above is a symbol of that appre- 
ciation and very much more. Within its borders is a free gift.” I’m 
not sure what that free gift is, but maybe we can find out if we 
read this. 

But here comes the part which I find so incredible. This is some- 
body who has spent $12,000 in a year on Reader’s Digest products. 
You are giving her the highest, or one of your highest honors, the 
Reader’s Digest Recognition Award, which is a piece of paper. And 
then you go on to tell her that, in addition to that piece of paper, 
you are going to find a way, it says here on that piece of paper, 
“to guarantee her a chance to win $500,000.” 

Why do you do that? I mean, why do you send to someone who 
is a $12,000 customer of yours a piece of paper which pretends to 
tell her that she is receiving one of Reader’s Digests highest honors 
when the point of that letter is to try to suck her into doing some- 
thing more and to issuing her, God knows what, her 51st check for 
the year? Why do you do that? 


1 Exhibit No. 20 is retained in the files of the PSI Subcommittee. 

2 See Exhibit No. 17. a. in the Appendix on page 205. 

3 See Exhibit No. 14 in the Appendix on page 200. 
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Mr. Davenport. Can I, first of all, answer the distressing and 
obviously very worrying situation? But when this came to our no- 
tice last Friday 

This came to our notice, in fact, it didn’t come directly, it came 
to us from a member of the press. As is our policy in such situa- 
tions, we immediately sent a letter off to the family saying how dis- 
tressed we are.i There is no way you can justify this sort of level 
of expense and what you have shown here. As soon as we know of 
these occasions and they occur, we immediately take action, and we 
have offered, obviously, to take all of the products back, and refund 
and all of the rest of it. There is no way I can sit here and justify 
that. 

The mailing piece I am not familiar with. It was not one of the 
ones that I was asked to look at, so I am not aware of the details 
of it. However, I can guarantee you that it was not directed at her 
because of the $12,000 — ^whatever the amount of money it is, when 
we come to see, it was, by what you read in the copy, and I would 
have to come back to you, that it is probably as a reaction to prob- 
ably taking out either a new — or renewing a subscription. 

The piece here is, of course, just one of a total package. Senator, 
and I think we just have to look at the whole one. I think it is fair- 
ly clear what the offer and what the gift is, as we go further down. 
But there is no way that I can sit here and justify a mailing into 
this particular situation. All I can do is tell you that whenever we 
come across it we do our utmost to remove it, to address the situa- 
tion. 

We have a particular marker, in fact, we changed to something 
new 10 years ago so we can recognize in our file what we call 
guardian requests. So, in fact, if someone does ring, whatever rea- 
son, and says we have reason to suspect that you are sending mail 
or products to a relative or somebody whom we have some respon- 
sibility for, we can not only just not mail to that person, but we 
can also ensure that that person never gets any product even if 
they send them back in, and that is all I can say. 

I can give you a measured reply to this particular 

Senator Levin. This is Exhibit 14 in your book, by the way.^ 

Mr. Davenport. I appreciate that. I am just 

Senator Levin. I want to just read the bottom two paragraphs, 
too. 

“The Reader’s Digest Recognition Award also entitles you to a 
free gift. Attached to the above certificate is a Reader’s Digest Rec- 
ognition decorative nameplate. Simply peel the nameplate off the 
certificate, place it on one of your favorite possessions and write 
your name on the line provided.” 

That is one of the highest awards at Reader’s Digest. [Laughter.] 

You know, you have a good name, and it amazes me that a com- 
pany with a good name would engage in that kind of a shoddy 
practice. I must tell you I look at this, and I visit with the people 
who have been taken in by this, and I do not know why companies 
who have good names and good reputations would lower them- 
selves by sending out that kind of a come-on. 


^See Exhibit No. 23. e. in the Appendix on page 233. 
2 See Exhibit No. 14 in the Appendix on page 200. 
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My time is up, and I want to come back to that issue because 
I think, in a way, the haunting issue here is that we have compa- 
nies in front of us who have worked hard, in many instances, to 
build up names and reputations. In the case of Time magazine, 
people, including me, read Time magazine and believe, we actually 
believe much of what we read, not all, but much of what we read, 
as much in Time as in any other magazine. 

And yet — I am going to get to Time later on — we find the come- 
ons trying to get people to believe that they have won something. 
And the printed word should mean so much to you folks, and it is 
so sloppily used in order to get people to subscribe to a magazine, 
and I think it tarnishes a good name. 

I want to come back to you — my time is over — because it is not 
fair for me just to say that without giving you an opportunity — and 
I will in my next round. 

Thank you. 

Senator Collins. Thank you. We are recognizing people in the 
order that they appeared today. So, Senator Durbin, I believe you 
are next. 

Senator Durbin. Thank you very much. 

First, let me say a word in defense of the people who are at the 
witness table, and this may come as a surprise. But we live in a 
Nation and in a society where government condones lotteries which 
prey on poor and elderly people. We live in a society where govern- 
ment condones and licenses gaming and casinos, where we know 
that the poor and the elderly show up and spend a lot of money 
that they should not spend, and I cannot make any excuse for ei- 
ther of those. 

The fact is we are not investigating those two forms of gambling. 
We are investigating sweepstakes today. And the people who are 
before us have to be held accountable, as all of us in government 
have to be held accountable for our policies. 

I would like to address several specifics. First, let me tell you 
that one of my constituents, who heard of my interest in this sub- 
ject — I mentioned her earlier — from Rockford, Illinois, wrote about 
her 88-year-old mother who lives in Brevard, North Carolina, in a 
retirement community. 

My friends, this represents what she collected from her 88-year- 
old mother in just a few months. This is 1 day. September 28 was 
a big day. Some of these are related to magazines, some are not. 
She is on the Reader’s Digest list and many others. 

Let me tell you the problems this woman has in protecting her 
mother. “Senator,” she says, “it’s nearly impossible to figure out 
how to get your name off the list. The address to which one sends 
the money entry is frequently not the address of the company 
itself” So I don’t think many of you are making it easy for people 
who are trying to protect the elderly and vulnerable by giving them 
a clear address to mail to to remove their names. 

Second, she objects to the suggestion that people are somehow 
moving up the list, they are preferred customers. Let me just ask, 
in general, is that a fact; when they say you are moving up, now 
there are only two people left in this drawing? Ms. Bernstein, is 
that true, that they are down to two people; one is going to win 
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$11 million, one isn’t, and the person who received the mailing may 
be the one to win? 

Ms. Bernstein. Senator Durbin, I am sorry. I am not sure I un- 
derstand what 

Senator Durbin. All right. I get a letter in the mail that says you 
are down to two people who can win $11 million. Is that true, if 
that sort of representation has been made? 

Ms. Bernstein. I can only speak for AFE, and I know we do not 
make any kind of statement that would suggest finalists are down 
to the final drawing. 

Senator Durbin. So statements, for example, let me just get in 
your particular — and this is American Family Publishers, and here 
we are, let’s look at Exhibit No. 7,^ and look what it says in the 
front here. “Down to a two-person race for $11 million.” Was it 
down to a two-person race at that point, the person who received 
the mailing and one other person? Is that true? 

Ms. Bernstein. Senator, this is clearly stating that two people 
are racing with one number, with a winning number, and whoever 
returns that winning number wins it. And it says, “If you have the 
winning number, please be advised.” 

Senator Durbin. So it is down to two people and one is going to 
win $11 million. 

Ms. Bernstein. “If you have the winning number, please be ad- 
vised.” 

Senator Durbin. What does that mean? 

Ms. Bernstein. If you have the winning number, the winning 
number is drawn 

Senator Durbin. Gee, limited education. Let me try to stick with 
you for a second here. [Laughter.] 

Are we really down to two people, and the one person who re- 
ceived the letter is one of the two people who might win $11 mil- 
lion, just as it says there? I mean, I think a normal person reading 
that, isn’t that the conclusion most people would come to? Is it 
true? 

Ms. Bernstein. Senator, we had no information that suggested 
that there was anything confusing about this, if that is what you 
are saying. 

Senator Durbin. “You and one other person in Georgia were 
issued the winning number. It is down to two people for $11 mil- 
lion. Whoever returns it first wins it all.” Boy, that is pretty clear 
to me. 

Ms. Bernstein. Senator, our response in this mailing was no dif- 
ferent from any others 

Senator Durbin. I’ll bet it wasn’t. 

Ms. Bernstein. We did hear complaints and concerns, and we 
chose not to mail this particular package again. But the “If you 
have the winning number” is very clearly stated here. 

Senator Durbin. Well, I can see you are not going to answer my 
question. But I think the average person will understand, in receiv- 
ing this, that this is a lie. You are misleading people. It is decep- 
tive. Perhaps people are too naive to believe that they might win 


^See Exhibit No. 7 in the Appendix on page 178. 
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$11 million, but it has happened, and they end up buying maga- 
zines that they do not need as a result of it. 

Let me just also reiterate, I won’t go through it again, what Sen- 
ator Collins has said about what you require people to do to get off 
the list or to participate in the sweepstakes without ordering, this 
lady writes to me and says, “Senior citizens can’t write well enough 
to fill out the required plain card or whatever form is required.” 
And she said, “My mother’s bad handwriting results in endless 
name variations, which has led to multiple mailings.” So I don’t 
think you are making it easy to protect the vulnerable, though 
most of you have testified you would. 

Let me also talk a moment about Publishers Clearing House, and 
Mr. and Mrs. Rohrer of Canton, Illinois, who sent me this nice let- 
ter, handwritten letter. Their story is so sad. Let me read from a 
Chicago Tribune article of February 22, 1999.^ 

“After 20 years of faithfully entering mail-in sweepstakes, Henry 
Rohrer was sure his diligence finally would be rewarded. Last Sep- 
tember, the 74-year-old retired miner said he received a phone call 
from a Publishers Clearing House employee saying he was ‘defi- 
nitely a cash winner.’ A month later, the company notified him of 
his $5 million prize, including an affidavit which needed to be 
signed to claim his windfall. He mailed that back along with a $38 
check for a ceramic angel, one of the many products offered in the 
sweepstakes mailing. 

“The company spokesman said it was not necessary to purchase 
anything to win, Rohrer related, but that it would be ‘nice if we 
could say you like our products when the Prize Patrol comes to 
your door.’ 

“With the paperwork, Mr. Rohrer also sent in a hand-drawn map 
so they could find his home in rural Canton, Illinois.” 

Mr. Rohrer sent along these mailings, and he calls us on a regu- 
lar basis to talk about this. 

It is hard to believe some of the representations that have been 
made about “no purchase necessary” and protecting the elderly and 
the vulnerable when you hear this sort of situation. And these 
phone-call follow-ups, how frequently is that done, Ms. Holland? 

Ms. Holland. I am not familiar with that phone-call follow-up. 
It doesn’t sound like Publishers Clearing House. Sometimes there 
are fraudulent operators that call up and misrepresent themselves 
as Publishers Clearing House, and we have been very active in try- 
ing to collect information about that when we hear about it from 
our customers. We formed an anti-scam database, and we cooperate 
with the authorities to stamp out these types of promotions. 

Senator Durbin. He was on your prize patrol. It says, “We’re on 
our way to Canton, Illinois, here.” 

Ms. Holland. I’m sorry. But does that refer to a phone call? Be- 
cause I am not familiar with the phone call, and I am pretty famil- 
iar with our promotions. 

Senator Durbin. That is his memory of it, and he has rep- 
resented that to us in writing, to the press and otherwise. 

Ms. Holland. Yes. 


^See Exhibit No. 21 in the Appendix on page 210. 
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Senator Durbin. I am not going to suggest that he may not have 
made a mistake, but it doesn’t come as a surprise, as you follow 
some of the tactics here, that those sorts of things might be done. 

Mr. Davenport, if I might ask you a question. You made a point 
in your testimony of saying that Reader’s Digest enjoys a very good 
reputation across America, and that is certainly true. I can recall 
Reader’s Digest in my home as a little boy, and it was certainly I 
think one of the few magazines that our family subscribed to. 

Your CEO is Mr. Ryder; is that his name, now? 

Mr. Davenport. That is correct. 

Senator Durbin. He said something recently in an interview in 
a Chicago newspaper, which I would like to put into the record 
here.i This was on January 3, 1999, in the Sunday edition. He was 
being interviewed by Tim Jones of the Chicago Tribune in Chau- 
tauqua, New York. He said the ways he would change the Reader’s 
Digest Company and his approach: “Perhaps the biggest move will 
be the Digest plan to reduce its reliance on sweepstakes mailings 
which historically have been used to generate circulation with the 
lure of winning big money.” Mr. Ryder said, “I don’t think we’ll 
ever be out of the sweepstakes business, but I want some other 
strategic levers because I know that sweepstakes skew older, poor- 
er and more rural, and that takes the magazine to a place I do not 
want it to be exclusively.” 

All of you have made a point of saying you do not target the el- 
derly, but Mr. Ryder concedes the fact that a sweepstakes does, in 
fact, attract the elderly. So how do you reconcile those two state- 
ments? 

Mr. Davenport. Disagreeing with my Chairman doesn’t exactly 
enhance my career prospects [Laughter.] 

And I am aware of that statement, and he confirms that he made 
it. 

Reader’s Digest, as the people on the panel here said, we do not 
skew, we do not target any particular group, certainly not to the 
elderly. We have gone back over time. We have no data or informa- 
tion that would indicate that that is true. 

Senator Durbin. Let me ask you the specific question. What per- 
centage of the people responding to these sweepstakes mailings are 
elderly? I want to ask it of each of you, and it will be the last ques- 
tion I ask. What percentage of those whom you solicit for magazine 
subscriptions are elderly who reply affirmatively and buy the sub- 
scriptions through these sweepstakes mailings? I will go right 
across the panel. 

Mr. Davenport. 

Mr. Davenport. I may have it in my — if I don’t, I will certainly 
give it to you — but, as we say, we have a wide spectrum of sub- 
scribers and readers, and I gave you an indication in my opening 
statement. 

Let me see exactly — I don’t know what you mean by elderly. I am 
coming up at 60, do I qualify as elderly? 

Senator Durbin. I started getting the AARP mailings at age 50. 

Mr. Davenport. Me, too. 


iSee Exhibit No. 22 in the Appendix on page 213. 
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Senator Durbin. I returned them to the postmaster as porno- 
graphic material. [Laughter.] 

Mr. Davenport. I think what we can do though is give you a 
breakdown of our subscription circulation by age. We can give it to 
you in detail. If I don’t have it here, you will have it.^ 

Senator Durbin. Can anyone else on the panel answer that ques- 
tion; what percentage of your mailing sweepstakes mailings are re- 
sponded to affirmatively with magazine subscriptions by those over 
the age of 55? Let’s try that. 

Ms. Long. I am sure I can get you that number. I do not have 
it right in front of me. 

Senator Durbin. Ms. Holland, do you have that number? 

Ms. Holland. We were asked that question as part of our co- 
operation with the Subcommittee, and we do not keep statistics on 
individual customers for commercial purposes, but we do have 
some limited market research information available, and that infor- 
mation suggests that 70 percent of our customers are under the age 
of 65. 

Senator Durbin. So 30 percent of those who responded, your cus- 
tomers, are over the age of 65? 

Ms. Holland. Yes. 

Senator Durbin. Ms. Bernstein. 

Ms. Bernstein. Senator, we do not keep demographic informa- 
tion on file. 

Senator Durbin. Thank you. Madam Chairman. 

Senator Collins. Thank you very much. 

Senator Edwards. 

Senator Edwards. Thank you. Madam Chairman. 

Good morning. 

It is very important to me to understand the mind set that you 
all come to this situation with in order to determine what level of 
regulation we need to protect people in this country and for my 
purposes particularly in North Carolina. 

Ms. Holland, I want to start with you, if I can, and I hate to go 
back to the letter to Mr. Hall, but I do need to ask you a couple 
of questions about it.^ 

You said there were about 9 million of these letters that went 
out; is that right? 

Ms. Holland. Yes. 

Senator Edwards. Without going through the 5 minutes you 
spent with Senator Levin on this subject, you do acknowledge that 
the conversation that is described in that letter about Eustace Hall 
did not take place. You do acknowledge that. 

Ms. Holland. Yes. That is the nature of a dramatization, that 
it is 

Senator Edwards. Yes, ma’am. Did it take place or not? 

Ms. Holland. Of course not. 

Senator Edwards. So that letter describes a conversation that 
did not take place. That letter contains a statement that is not 
true. That letter went out to 9 million people. 


^See Exhibit No. 23. a. in the Appendix on page 217. 
2 See Exhibit No. 1 in the Appendix on page 155. 
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And did I understand you to say that — I want to make sure I got 
your quote right. Senator Levin, you help me with this — you de- 
scribed this letter as, from your perspective, perfectly fine, and I 
believe you are quoted in today’s newspaper as saying that you be- 
lieve your company has acted ethically and honorably. 

So, from your perspective, sending out a letter that contains a 
statement, a conversation, that is absolutely not true to 9 million 
Americans is perfectly fine, ethical and honorable. Do you stand by 
that testimony? 

Ms. Holland. Yes. The truth is it is representative of actual con- 
versations and meetings that did happen at the company, and what 
we wanted to do was provide a way, figure out a way, by challeng- 
ing the Contest Department — Dorothy Addeo is the manager of the 
Contest Department; she is a real person — challenging them to fig- 
ure out a way that we could enable customers and frequent partici- 
pants to have the thrill of winning, even if it is a small prize. 

Senator Edwards. And you think it is all right to lie to 9 million 
people in order to create that challenge? Is that OK? From your 
perspective, is that all right? 

Ms. Holland. We do not believe that it is a lie to represent 

Senator Edwards. Is it true? 

Ms. Holland [continuing]. Actual conversations 

Senator Edwards. Yes, ma’am. Is it true? 

Ms. Holland. It is true that we had a number of conversations 
and meetings that touched on this subject. 

Senator Edwards. Was there a conversation about Eustace Hall? 

Ms. Holland. There was a conversation about all of our cus- 
tomers and entrants, and when you put each person’s name, added 
up, it is the customer file. 

Senator Edwards. This letter that you have written, that you 
have described as ethical, honorable, perfectly fine, from your per- 
spective, do you understand why an elderly gentlemen like Eustace 
Hall, who received this letter, that talks about him personally, that 
describes a personal conversation that went on within Publishers 
Clearing House about him, do you understand — if you can step 
away for just a minute from being a corporate representative and 
just think about this from a human perspective — do you see why 
someone like that would feel special when they received a letter 
like that? Does that make sense to you? 

Ms. Holland. Well, we are very concerned about Mr. Hall. 

Senator Edwards. I am asking you, does that make sense to 
you? Do you understand why someone like Mr. Hall or other elder- 
ly people like him would feel special when they received a letter 
from an organization like Publishers Clearing House saying that 
folks in your office were sitting around actually talking about him, 
and showing concern about him and wanting him to be a winner? 
Do you understand why Mr. Hall and other elderly people who got 
a letter like that in the mail that it would make them feel good? 
Do you understand that? 

Ms. Holland. Well, I think that most businesses would want 
their customers to feel good and feel like the businesses appreciate 
them. 

Senator Edwards. Do you want to take advantage of that? 
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Ms. Holland. No, sir, and that’s why we have our Outreach Pro- 
gram which identified Mr. Hall over a year before we ever heard 
about him from the Subcommittee. We determined when we con- 
tacted him that he did not understand that no purchase was nec- 
essary, and even his own daughter, his loved one who told him no 
purchase was necessary, he did not believe. Somebody like that, we 
believe should not be receiving these mailings. 

Senator Edwards. Besides these 9 million letters that you sent 
to people that contained statements that weren’t true, do you know 
how many other letters, how many millions of letters Publishers 
Clearing House has sent to other customers around this country 
that contained statements like this that are not true? Do you have 
any idea? 

Ms. Holland. We send out tens of millions of mailings every 
year. We believe that our mailings are truthful and not misleading, 
and we believe 

Senator Edwards. Including this one. You believe this one is 
truthful and not misleading; is that correct? 

Ms. Holland. I did explain why, and that is because it is a 
dramatization. 

Senator Edwards. Does it say it is a dramatization? 

Ms. Holland. It is like “ring around the collar.” Did some house- 
wife somewhere say, “Oh, my husband has ring around his collar. 
I better get a better laundry detergent.” It is advertising. Consum- 
ers understand advertising. They understand situations and dram- 
atizations, and that is all that this is intended to be. 

Senator Edwards. So you think consumers 

Ms. Holland. That was our point of view. 

Senator Edwards. I am sorry. I didn’t mean to interrupt you. I 
apologize. 

Ms. Holland. I am sorry. 

Senator Edwards. So you believe consumers understand that 
you are going to tell them things in these letters that aren’t true, 
that you are going to lie to them? Do you think consumers under- 
stand that? 

Ms. Holland. We know that the results to any of these mailings 
are consistent over the years, whether it has a dramatization or 
not, that, by and large, 70 percent or more of the people don’t even 
respond, and of those who do, we always receive far more nonorder 
entries than orders. 

Senator Edwards. And the fact that they don’t respond makes 
it OK to say whatever you need to in these letters? 

Ms. Holland. The fact that they don’t respond makes us under- 
stand that they know it is a sweepstakes, that they know it is a 
long shot, that they know they can choose whether to open it or 
not, whether to respond or not. 

Senator Edwards. Ms. Holland, you have also testified under 
oath in your testimony that there is clear “no purchase necessary” 
language in all of the entry order forms that are contained in the 
mailings that you send. Do you remember giving that testimony? 

Ms. Holland. Yes. 

Senator Edwards. Could we put up the chart, please. 
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This is one of your order forms, is it not? Do you see Publishers 
Clearing House at the top? ^ 

Ms. Holland. Yes. 

Senator Edwards. In fairness to you, this is only the front of it, 
not the back of it, right? 

Ms. Holland. Yes. 

Senator Edwards. Can you show us on this, what we are looking 
at right now, where this “no purchase necessary” occurs. 

Ms. Holland. Yes. Right below the stamp boxes it very clearly 
says, “If not ordering, place the no stamp from the sheet of stamps 
over the first two order boxes.” In addition 

Senator Edwards. Let’s stop right there. So when you have testi- 
fied under oath before this Committee that clear “no purchase nec- 
essary” language appears on your order forms, you would say that 
this language that you have just read, “If not ordering, place no 
stamp from the sheet of stamps over the first two order boxes,” 
that that makes it clear to people that no purchase is necessary? 

Ms. Holland. Yes, because why else would we instruct them 
how to enter without ordering? 

Senator Edwards. I see. And 

Ms. Holland. I would like to point out, also, please 

Senator Edwards. Yes, ma’am. Let’s look at the back. I have the 
back. 

Ms. Holland [continuing]. That on the back of this is the official 
rules. 

Senator Edwards. And where on the back does it say that no 
purchase is necessary? That language never says no purchase is 
necessary, does it? 

Ms. Holland. Right here. 

Senator Edwards. What we just looked at, those words do not 
appear on that page, do they? 

Ms. Holland. Those exact words do not appear on the face, but 
I still would 

Senator Edwards. Are they on the back? 

Ms. Holland [continuing]. Ask why would we give instructions 
on how to enter without ordering if you couldn’t do so? 

Senator Edwards. Do the words “no purchase necessary” appear 
on the back? 

Ms. Holland. Yes, they do, sir. 

Senator Edwards. Can you show me where those are, please. 

Ms. Holland. Yes. 

Ms. Holland. Yes. They are in bold-face type, all capitals, set off 
in their own paragraph right here. 

If you would like, I can submit this for the record. 

Senator Edwards. Actually, I have a copy, and we will submit 
both the front and the back for the record. 

Ms. Holland. In addition 

Senator Edwards. Now let me show — excuse me. I am sorry. I 
didn’t mean to interrupt you. 

Ms. Holland. I am sorry. Did you want to hear the other “no 
purchase necessary” message in the rules? 

Senator Edwards. If it appears somewhere else, yes, ma’am. 


^See Exhibit No. 24 in the Appendix on page 235. 
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Ms. Holland. Right here, this top paragraph very clearly de- 
scribes, “If you are not ordering this time, paste your nonorder 
entry stamp over the order boxes,” and it goes on to describe it. 
Anybody who could read a newspaper could read and understand 
this. 

Senator Edwards. “If you are not ordering this time,” you believe 
that indicates, to a normal person, that no purchase is necessary 
in order to enter the sweepstakes; is that correct? 

Ms. Holland. Yes. 

Senator Edwards. Let me just show you an example — if you 
would put that on, Maureen, please — can you see what she is hold- 
ing up in front of your chart? 

Ms. Holland. Yes. 

Senator Edwards. Do you see the language that says, “Your odds 
of winning $3.5 million are approximately 1 in 85 million”? Do you 
see that? 

Ms. Holland. Yes. 

Senator Edwards. “Odds may vary based on the total number of 
entries received.” Do you see that? 

You want people to know, don’t you, Ms. Holland, what their 
chances are of winning in your sweepstakes, right? 

Ms. Holland. We believe that people have a very good idea that 
a sweepstakes is a long shot to win a big prize. 

Senator Edwards. Yes, ma’am. You want people to know what 
their odds are of winning. Can you please, if you can, answer that 
yes or no. 

Ms. Holland. [No response.] 

Senator Edwards. Do you want them to know that or not? 

Ms. Holland. Yes. 

Senator Edwards. And you want them to know that purchases 
do not increase their chances of winning. That is something that 
you believe consumers, in fairness, ought to know, right? 

Ms. Holland. Yes, and we believe that they do because many 
people enter without ordering time and again. 

Senator Edwards. You want them to Imow that information, cor- 
rect? 

Ms. Holland. Yes, and we believe that they do. 

Senator Edwards. And you want them to know the letters they 
are receiving are, in fact, computer generated and are not special 
personal letters that they are receiving from your company. You 
wouldn’t have any objections to them knowing that, would you? 

Ms. Holland. I think that they already do. 

Senator Edwards. Well, you wouldn’t have any objection to them 
knowing that, would you? 

Ms. Holland. No, because I think that they already do know 
that. 

Senator Edwards. All right. Well, let me ask you a simple ques- 
tion. This insert that appears here, since you don’t have any objec- 
tion to them having all three pieces of that information, you 
wouldn’t have any objection to a law that requires those three 
things to appear in that size on any order form that your company 
sends out. You wouldn’t have any objection to that, would you? 

Ms. Holland. [No response.] 
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Senator Edwards. Just in that form, the way we have it up 
there. 

Ms. Holland. Senator, there are many different types of order 
forms and entry forms. 

Senator Edwards. Do you object to this or not? 

Ms. Holland. We would not object to clear disclosure of all that 
information and clear standards for business to follow. 

Senator Edwards. So you have no objection to this information 
appearing on your order form in exactly the way we have just 
shown it to you; is that correct? 

Ms. Holland. I do not know if I could agree with that as you 
asked it. 

Senator Edwards. Thank you, ma’am. I see my time is up. 

Thank you. Senator. 

Senator Collins. Thank you. Senator. Senator Specter, thanks 
for joining us. 

Senator Specter. Thank you. Madam Chairman. I was just wait- 
ing for Senator Edwards to ask the Court to direct the witness to 
answer the question. [Laughter.] 

Senator Edwards. Do you have the power to do that. Senator 
Specter? [Laughter.] 

Senator Specter. I have the power to ask the presiding officer 
to direct the witness. 

Senator Levin. You are not harkening back to this impeachment 
court, are you? [Laughter.] 

You wouldn’t do that to us. 

OPENING STATEMENT OF SENATOR SPECTER 

Senator Specter. It may surprise you to know. Senator Levin, 
that there are other courts besides the impeachment court. I am on 
record as not thinking very much of the impeachment court for a 
number of reasons, which I will not go into. 

I commend our distinguished Chairwoman for convening these 
hearings, and they are really very, very startling. And it would be 
my hope that publications of the standing of Time Inc., Reader’s 
Digest, Publishers Clearing House, and American Eamily Enter- 
prises would act on their own, your own, to inform your readers as 
to what is going on. Because we have practices which are conclu- 
sively deceptive on their face, beyond any question, beyond any 
question. And I have only participated in a part of the hearings, 
but I have had staff watch them. 

But, Ms. Holland, I would ask you to review Senator Edwards’ 
questions and your own responses and to see if your firm wouldn’t 
be doing something to clear up the record without waiting for legis- 
lation. It is going to be a fair amount of time between this moment 
and the time the Congress acts if, in fact, the Congress does act. 

What I would ask each of you, and the others who are a party 
to these kinds of practices, is to take back to your board of directors 
and to tell them the reaction, at least, of the Senators who were 
watching. C-SPAN reaches a limited number of people. The num- 
ber who are going to see that brilliant cross-examination by Sen- 
ator Edwards at substantially lower than his customary hourly 
rate will be seeing it at 3 a.m. and really won’t see very much of 
it. So I would urge that all of you go back to your companies and 
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ask them to re-examine what they are doing and tell them the real 
disdain, and objection, and horror that these practices are viewed 
by. 

Ms. Holland, I know you are trying to defend your company here, 
but your answers are really very, very defensive and don’t really 
ring accurately, at least in my judgment. But you have an obliga- 
tion to set forth the facts without waiting for congressional action. 

Mr. Davenport, you responded to Senator Levin by saying that 
whenever we come across some undesirable practice or something 
to the effect that you take action to correct it. Is that really so? 
How do you do it, and how do you account for the kinds of ques- 
tioning which Senator Levin raised which, on their face, showed a 
very palpable disregard for the rights of the people who are receiv- 
ing the information? 

Mr. Davenport. Senator, we adjust constantly. And I can an- 
swer, very specifically answer, but it is a constant — if wherever any 
practice 

Senator Specter. When you adjust, do you wait for someone to 
come to you with a complaint? 

Mr. Davenport. I think, as a result of these hearings, not just 
today or yesterday, but I think it started last August and some of 
the other hearings have been done with the States Attorneys Gen- 
eral. 

Senator Specter. Well, did you wait for those hearings before 
you started to adjust? 

Mr. Davenport. We have recognized that a number of practices, 
for not only that justice should be done, but justice should be seen 
to be done, that we need to address. As a result, for instance, on 
the high-activity customers, including those that might be at some 
risk, if I can put it that way, it came as a surprise to us. I think 
it was first seriously raised at the hearing 

Senator Specter. Mr. Davenport, we do not have a great deal of 
time with the 10 minutes, but would you do this: Would you re- 
spond to the Subcommittee in writing as to what you have done on 
the specific cases by way of responding?! 

Mr. Davenport. I will do more than that. Senator. I will tell you 
what we have done, I will tell you what we propose to do effective 
immediately, which is more than we have done because quite clear- 
ly the safety net which we thought we had strengthened isn’t going 
to be enough. 

Senator Specter. Let me ask the other three witnesses to do the 
same, if there have been responses from your companies, those de- 
scribed by Mr. Davenport, what you have done.^ 

I know that in your prepared testimony, Ms. Valk Long, that you 
say that “our sweepstakes are run fairly and honestly, and they are 
administered by an independent judging organization.” Could you 
amplify what that independent judging organization does? 

Ms. Long. Actually, I am probably not the best person to explain 
that, but it is a company that administers sweepstakes prizes. It 
is purely a back-office, back-end sort of function. 


^See Exhibit No. 23. b. in the Appendix on page 219. 

2 See Exhibits No. 25 and 26 in the Appendix on pages 237 and 243. 
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Senator Specter. Would you put up Exhibit No. 8.^ I believe this 
one has not been the subject of inquiry, and I am advised that this 
is a Time publication. As you note on the top, in heavy black let- 
ters, second line, “Urgent Notice For . . .” and the name of the 
man is redacted. “You are declared one of our latest sweepstakes 
winners and you are about to be paid $833, 000-plus in cash,” and 
in small print at the top it appears “If you have and return the 
grand prize winning numbers in time, we will issue this,” and then 
it has the urgent notice. 

And then after the heavy black print with the suggestion that 
the recipient is about to get $800,000-plus appears the language, 
“And if you return the winning entry, the status of recent cash 
prize winners and sweepstakes presented would then read as fol- 
lows:” 

You say in your prepared statement that our sweepstakes are 
run fairly and honestly. Is that an illustration of a fair and honest 
sweepstakes? 

Ms. Long. What is at issue here is our headline copy which we 
did address directly. Every time we have a headline suggesting 
that the recipient is a winner, we have a disclaimer or qualifying 
statement directly adjacent to that headline. 

Senator Specter. And what is the disclaimer statement? 

Ms. Long. “If you have and return the grand prize winning num- 
ber in time, we will issue this: Urgent” 

Senator Specter. That print is a small fraction of the other 
print. Do you think that that is an adequate disclaimer, Ms. Valk 
Long? 

Ms. Long. Well, we actually — it is the size print of a standard 
letter or a newspaper. Obviously, the headline is to get attention. 
It is to get you to read on. 

And the point that I need to make is I am not sure what busi- 
ness purpose it would serve if somebody actually thought they had 
won the prize. What we are trying to do is to get them to read on 
and, as they read on, consider our offer. 

Senator Specter. Well, going back to my question, do you think 
it is an adequate disclaimer? 

Ms. Long. Yes. 

Senator Specter. Well, how can you say that when the urgent 
notice that you were declared one of our latest sweepstakes win- 
ners is in heavy black, and about five-eighths, three-quarters of an 
inch high, and the disclaimer which you refer to is in light print, 
about a sixteenth of an inch high of something that I had to read 
four times and then get assistance from staff, which is not unusual, 
to figure out. 

Do you want to rethink and reanswer the question as to whether 
that disclaimer is adequate? 

Ms. Long. I need to let you know that my answer is informed 
by results. Of the people who do respond to our packages, 9 out of 
10 enter the sweepstakes and do not order. They would not be or- 
dering if they thought they had already won. 

Senator Specter. I believe there are a lot of reasons why the re- 
sponses may be one way or another. 


^See Exhibit No. 8 in the Appendix on page 179. 
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Ms. Bernstein do you think that that is an adequate disclaimer. 
You are closer to it, so you might be able to read the disclaimer. 

Ms. Bernstein. I think it is perfectly clear. 

Senator Specter. My question was not whether it is perfectly 
clear. My question was do you think it is an adequate disclaimer. 

Ms. Bernstein. I really can’t comment about this piece. I know 
we do not heavily use 

Senator Specter. Why can’t you comment about this piece? 

Ms. Bernstein. Well, I can clearly see. I see the excitement that 
it is intended to elicit, and I see the statement. 

Senator Specter. I won’t press the question because the yellow 
light is on, but I think on its face it is conclusively not an adequate 
disclaimer. It would be pretty hard to lose that case to any jury in 
America, unless Senator Edwards was defending the publication. 
[Laughter.] 

These issues are really of utmost importance. Just yesterday, the 
Pennsylvania State Senate turned down gambling in Pennsylvania, 
and the States do pretty much what they would like, subject to 
using the mails where there is Federal jurisdiction. And the Judici- 
ary Committee is taking up, again, the Internet issue. But people 
do lose a lot of their money that they ought to be devoting for fam- 
ily purposes and necessities of life, and I would hope that you folks 
would go back to your companies and take action to correct it. 

The kind of an attitude that I see here this morning, very can- 
didly, suggests that there ought to be some very, very punitive 
sanctions involved in violations. If you think, Ms. Valk Long, that 
it is adequate, and if you think, Ms. Bernstein, that you wouldn’t 
comment about it, then there has to be some very, very tough ac- 
tion taken by Congress to stop it. 

Thank you. Madam Chairman. 

Senator Collins. Thank you very much. Senator. 

We are now going to do 5-minute rounds of questions. 

Ms. Bernstein, I want to go back to one of the mailings that is 
from your company, American Family Publishers. It is the, “It’s 
down to a two-person race” mailing. 

Senator Durbin questioned you about this and whether or not it 
really was down to two people, and you said that you felt that this 
mailing was clear. Isn’t this the mailing that caused some of the 
recipients to actually fly to Florida because they were trying to be 
the first one to claim that prize? 

Ms. Bernstein. Senator, first, let me say that the number of peo- 
ple who flew to Tampa has been greatly exaggerated. And, in 
fact 

Senator Collins. Well, why don’t you tell us how many did. 

Ms. Bernstein. Well, we know that in 1998 we have been given 
to understand about 25 people came to Tampa. But that being said, 
one person mistakenly travelling to Tampa is one too many, and 
we certainly recognize that we are not in the business of having 
people come to Tampa, and we also know that our professional cus- 
tomer service contractors in Tampa deal compassionately and sen- 
sitively with any visitor who comes to Tampa. 

Senator Collins. But if it caused people to actually fly to Flor- 
ida — there was one of Senator Akaka’s constituents who flew from 
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Hawaii to Florida to get there first, doesn’t that tell you that this 
was misleading? 

Ms. Bernstein. Absolutely not, Senator. This does not say this 
is misleading. It tells us it has urgency, it is exciting. That is what 
it — and we heard the concerns, and we did stop mailing this. 

Senator Collins. If you didn’t think it was misleading, why did 
you stop mailing it? 

Ms. Bernstein. We heard the concerns, and we stopped mailing 
it. 

Senator Collins. Wasn’t there legal action taken by the Attorney 
General in the State of New York based on this mailing against 
your company? 

Ms. Bernstein. Senator, I am not a lawyer, and I cannot 

Senator Collins. Well, neither am I, but let me help you on that. 
It is my understanding that you did, in fact, enter into a consent 
decree with the New York Attorney General, under which Amer- 
ican Family Publishers provided $60 refunds to more than 12,000 
individuals for magazines that they purchased in response to this 
and similar mailings. ^ Is that at odds with your understanding? 

Ms. Bernstein. Senator, as I stated, I am not a lawyer, but your 
staff certainly requested information about the New York settle- 
ment prior to this hearing, and I had our attorney prepare a docu- 
ment which I think was forwarded to you. 

Senator Collins. So you are not contesting that, in fact, this 
mailing prompted legal action against your company. 

Ms. Bernstein. Senator, as I said, I am not a lawyer 

Senator Collins. I don’t think you have to be a lawyer to answer 
that question. 

Ms. Bernstein. I certainly understand that our company has ad- 
mitted to no wrongdoing and has voluntarily entered into any set- 
tlements. 

Senator Collins. But paid $60, approximately, to more than 
12,600 consumers. 

Ms. Bernstein. If that is the terms of the agreement. 

Senator Collins. Ms. Long, what is Time’s policy for dealing 
with relatives of elderly parents who call Time and try to get res- 
titution or refunds on subscriptions and also ask to have their 
names deleted from mailing lists because they are making exces- 
sive purchases? 

Ms. Long. When we get such a call, we automatically refund any 
unserved issues. And if it is brought to our attention that the par- 
ent ordered for the wrong reasons to begin with, we refund the en- 
tire amount paid. 

Senator Collins. I am going to invite your attention to the testi- 
mony that we heard from one of our witnesses yesterday. She testi- 
fied that she had difficulty in getting refunds when she discovered 
that her father had spent over $50,000 in response to various 
sweepstakes solicitations on products that he did not need. Time 
was one of the companies. I believe, it was under the Guaranteed 
and Bonded Division of Time Inc. 


1 Exhibit No. 36 is retained in the files of the PSI Subcommittee. 
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The result of her inquiries to your company was that her father’s 
estate — ^he died, in the meantime — started receiving mailings from 
Time Inc., to his estate. 

Ms. Long. I heard that testimony yesterday, and don’t under- 
stand it. I have no explanation for you, and I will get you one. 

Senator Collins. I would be interested in that because here the 
daughter was trying to get refunds, and what instead she gets are 
more mailings. So this would be at odds with your company’s pol- 
icy? 

Ms. Long. Absolutely. 

Senator Collins. Does it suggest certain weaknesses in your 
company’s approach? 

Ms. Long. If that, in fact, happened, yes. 

Senator Collins. Well, she has the actual envelope from Time 
Inc. which says, “To the estate of Joseph McElligott.” ^ 

Ms. Long. There is obviously something that fell through the 
cracks there. 

Senator Collins. Senator Levin. 

Senator Levin. Thank you. Madam Chairman. 

First, a Reader’s Digest issue. One of the mailings of Reader’s Di- 
gest included a letter from an armored car and courier service. This 
is Exhibit 16. It is in your book. If we could put that up.^ 

The person gets the letter from Reader’s Digest with the big in- 
structions for prize delivery, a whole page of instructions for how 
to deliver the prize, and then they get included in that letter a let- 
ter from an armored car company that says, “Reader’s Digest has 
informed me you are among a select group and are probably as 
close as ever to winning a major cash prize in the $5 million sweep- 
stakes. That is why I have been authorized to ask you how would 
you take delivery of your prize money if you are a winner. 

“Enclosed with this letter are personalized prize delivery instruc- 
tions prepared by the Reader’s Digest Prize Distribution Center for 
final stage entrant,” and then with the name of the person that 
this letter was sent to. 

“These prize delivery instructions are your guaranteed entry into 
the final stage of the sweepstakes. Because you may be as close to 
winning as ever before, return them immediately to Reader’s Di- 
gest after indicating whether you would want prize money deliv- 
ered to your home in cash or cashier’s check. 

“Reader’s Digest customarily mails prize checks to major cash 
winners. However . . .” and this is now underlined “. . . they feel 
winners might prefer to have their prize money delivered to their 
homes in person as soon as possible. Therefore, Hudson Armored 
Car and Courier Service of Westchester has been retained to de- 
liver cash or a cashier’s check directly to the major cash winner’s 
home.” 

And then you have this long page of instructions that goes into 
detail — they are supposed to be put into one or two envelopes; one 
that says yes and one that says no. 

Mr. Davenport. Right, Senator. 


1 See Exhibit No. 18 in the Appendix on page 208. 

2 See Exhibit No. 16 in the Appendix on page 203. 
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Senator Levin. By the way, the two envelopes go to different post 
office box numbers. The one envelope that says, yes, of course, has 
big print on the front: “Valid for Reserved Benefits.” The other one 
says: “Not Valid for Reserved Benefits” on the envelope. 

I am just wondering how many people were told that they should 
instruct you as to whether this huge prize should be delivered, if 
they win it, in an armored truck? How many folks got that letter, 
millions? 

Mr. Davenport. It is certainly thousands, hundred thousands, 
but we can give you the exact figure, and, in fact, we may well 
have submitted it because I think it may have been a question 
asked by the staffers. ^ 

But you ask a number of questions. 

Senator Levin. I haven’t asked a question yet. The letter says 
from Hudson that Hudson needs to know how the consumer wants 
their sweepstakes winnings delivered to them, and they need to 
know that right away — right away they have got to know this — be- 
fore the actual sweepstakes drawing. Is that true? 

Mr. Davenport. It is what we requested of them to do. That is 
quite correct. 

Senator Levin. Is it important 

Mr. Davenport. It is also true that we would, even with their 
instructions, if it was sent, we would then go back to them and con- 
firm if that is what they would like to happen. 

Senator Levin. Is it important to you to know how millions of 
people who are not going to win want their sweepstakes winnings 
delivered? 

Mr. Davenport. Clearly not. 

Senator Levin. What is important to you is that people put that 
instruction in the yes envelope, is it not? 

Mr. Davenport. It is part of an overall promotion, a sweepstakes 
promotion. In that particular instance, the ratio of no’s to yes’s 
were above average. 

Senator Levin. But is it not, my question, important to you? 
What your goal is, is to have as many people as possible put these 
long instructions about how they want millions of dollars delivered 
in the yes envelope. That is what your goal is; is that not correct? 

Mr. Davenport. The goal of running sweepstakes is indeed to 
sell products and to make orders, yes, sir. 

Senator Levin. And so what your hope is with this is that they 
put this in the yes envelope. 

Mr. Davenport. But it is not in our long-term interests that peo- 
ple order anything they don’t want to, and all of the customers we 
mail it to is part of an ongoing communication with them. So what- 
ever happens on this particular occasion, we are going to make 
quite sure that they — ^we realize we are going to be going back to 
them again, so it is absolutely imperative that we — is it on? 

Senator Levin. The Attorney General of Maryland, yesterday, I 
think spoke for many of us on this Subcommittee when he said it 
was a shame that a reputable company like Reader’s Digest would 
stoop to a tactic like this, telling millions of people that they should 
say whether they want this prize delivered in an armored car. 


^See Exhibit No. 23. c. in the Appendix on page 231. 
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when 99.9 percent of those people could not expect to receive a 
prize in an armored car. 

And that is what is so deceptive and so misleading about this 
kind of a practice, and I would hope that Reader’s Digest will re- 
consider its use of this kind of a tactic because it is just clearly 
misleading. You are just not doing what you say you want to do. 

I want to give Time magazine a chance to respond to Exhibit 10. ^ 

First of all, is it Ms. Long or Ms. Valk Long? 

Ms. Long. It is Ms. Long. 

Senator Levin. You said before that people would not be entering 
if they thought they already won. 

Ms. Long. Right. 

Senator Levin. I don’t understand how you could say that. The 
only way they can collect their prize or to be eligible to claim a 
prize is if they do respond; is that not correct? 

Ms. Long. Actually, if they are the only winner, there is no point 
in responding. Their number has already been selected. 

Senator Levin. But you say that people wouldn’t be entering if 
they thought they had already won. Is it not true that people would 
be entering because they think it is necessary to claim a prize that 
they must return something? 

Ms. Long. I see your point. OK. 

Senator Levin. This is Exhibit No. 10. There are a lot of intrigu- 
ing things about this, but one is that this seems to be the same 
sweepstakes with two different numbers on it. This seems to be 
guaranteed and bonded sweepstakes No. Ill, if you look at both of 
these. Yet one of them says that the person receiving this is — you 
can’t read the fine print above it — if you have the grand prize win- 
ning numbers. That is the little qualifier that nobody reads or very 
few people can read. But the big, bold headline is that that person 
is officially declared an $833,000 winner in the exhibit on the right. 

And it looks like it is the same sweepstakes as the one on the 
left, which it says in bold print, “We can now confirm that ‘such 
and such’ a number is the winning number and that that number,” 
with the name next to it, “wins $1,666,000.” 

My question is why would you send out for the same sweepstakes 
two mailings to the same person, different envelopes, different col- 
ors, different claim numbers? I think I know the answer to this, 
but I would like to hear what Time says about why you would do 
that. 

Ms. Long. Unfortunately, I am not sure how these particular 
packages are being used. If they are renewal packages 

Senator Levin. No, this is the same sweepstakes. 

Ms. Long. Yes, but if the same subscriber is under renewal, and 
if a sweepstakes offer is being used to encourage that renewal, then 
that same subscriber might get several notices to renew. 

Senator Levin. My time is up. Why would it be a different 
amount in the same sweepstakes? 

Ms. Long. I believe that the difference is in whether it is a lump- 
sum payment or a payment — ^you are shaking your head — you may 
know more about this than I do. 

Senator Levin. I hope so. I don’t think that is the explanation. 


^See Exhibit No. 10 in the Appendix on page 182. 
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Is it not possible that you want this person to believe that it is 
a different sweepstakes and that even if they entered the first time 
with one color envelope with a totally different number that this 
is a different sweepstakes and that they could enter into a second 
sweepstakes which is different? 

Ms. Long. I was correct. According to the people who know a lit- 
tle bit more about this than I do, it is just a different expression 
of how the prize money would be paid out. 

Senator Levin. But it is the same sweepstakes? 

Ms. Long. Yes, it is. 

Senator Levin. Thank you. My time is up. 

Senator Collins. Senator Edwards. 

Senator Edwards. Thank you. Madam Chairman. 

Mr. Davenport, I have three areas I want to ask you about, and 
I will try to do it quickly. 

We have heard from Ms. Holland, on behalf Publishers Clearing 
House, that she believes it is OK to send out 9 million letters to 
people containing personalized stories that are not true, and she 
says it is perfectly fine, ethical and honest. 

On behalf of Reader’s Digest, do you agree with that? 

Mr. Davenport. I am not 

Senator Edwards. If you can tell me as quickly as you can 
whether you agree with that or not. 

Mr. Davenport. I was distracted. I am sorry. 

Senator Edwards. That is OK. 

Mr. Davenport. The way that that is described is not the way 
we do it at Reader’s Digest. 

Senator Edwards. And you would not agree that that is a per- 
fectly fine way to do things. 

Mr. Davenport. It is not the way, nor would we do it at Reader’s 
Digest, no. 

Senator Edwards. The second thing I want to ask you about, and 
I have asked someone to hand you an exhibit, is one of your let- 
ters. ^ It is a letter addressed to Mr. Bagwell, who is a constituent 
of mine in North Carolina. Do you have that with the Reader’s Di- 
gest heading at the top? 

Mr. Davenport. I do. 

Senator Edwards. I am reading from the first sentence. This is 
a letter, dated February 1998, where it says, “Attached you will 
find three letters of recommendation that . . .” and this is under- 
lined and in bold “. . . virtually guarantee your chance to win our 
customer appreciation prize.” 

What do the words “virtually guarantee” mean to you? 

Mr. Davenport. Senator, I am not sure. 

Senator Edwards. You are not sure what they mean? 

Mr. Davenport. Well, I understand what “virtually guarantees” 
means. I think this is clearly saying that it ensures that they will 
be given a chance, that they will be getting an advance letter. I am 
getting this out of context, so I am trying to — I think this is a sepa- 
rate letter from the main mailing piece, and this is 

Senator Edwards. Is this one of your company’s mailings? 


1 See Exhibit No. 27 in the Appendix on page 250. 
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Mr. Davenport. Yes. I am not personally familiar with it be- 
cause I have looked at the pieces that we were told to look at be- 
forehand. I don’t know this piece. I have never seen it. 

Senator Edwards. Well, in fairness to you 

Mr. Davenport. But I will give you a measured response, obvi- 
ously, to it. 

Senator Edwards. And I appreciate that. 

Mr. Davenport. Having looked at it a bit further, I am sure 
what it is saying is there is another mailing on the way to them, 
but I will have to make sure that that is true because I do not 
know it. 

Senator Edwards. Do you believe that regular folks who would 
get this in the mail would read “Virtually guaranteeing your 
chance to win,” that some people would see that as an indication 
that they have a very high likelihood of winning? Do you think 
some 

Mr. Davenport. I think I would have to see — I understand your 
point. 

Senator Edwards. And you would concede that some regular peo- 
ple would respond that way. 

Mr. Davenport. I would need to see the whole package On its 
own, I would agree with the point that you are making. 

Senator Edwards. Do you know who Mr. Bobby Bagwell is, the 
man who received this letter? 

Mr. Davenport. Do I know him? No, of course, not. Senator. 

Senator Edwards. Were you here yesterday when I talked about 
Mr. Bagwell being a constituent of mine who was 

Mr. Davenport. I was not here, no. 

Senator Edwards. Well, he is an elderly gentleman who lives in 
North Carolina who has Alzheimer’s disease and apparently has 
purchased about $20,000 worth of goods through your company. We 
are talking here today about legislation to protect consumers from 
some of the abuses that we believe are present; some of which, I 
believe, in fairness to you, you have recognized. 

What would you intend to do about people like Mr. Bobby 
Bagwell who have suffered as a result of what has occurred in the 
past as opposed to 

Mr. Davenport. If this came to our attention now, we would im- 
mediately get hold of him or anybody close to him and ascertain 
whether he had purchased or was continuing to receive mail from 
Reader’s Digest. If he said that he had, or if it was there, that we 
had it, we could have checks or whatever you want, that there were 
goods that he didn’t want, we would take them back and give a re- 
fund check, regardless of how far back. 

Senator Edwards. Would you do that for all of the customers 
who have similar problems? 

Mr. Davenport. Yes, even if it is one. 

Senator Edwards. And we have that commitment from you 
today. 

Mr. Davenport. It has been our commitment for 50 years. 

Senator Edwards. Thank you, sir. Is that a commitment you 
have made people aware of? 

Mr. Davenport. Yes. We guarantee you may return a product at 
any time and get a refund, yes. 
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Senator Edwards. Well, I hope folks hear that. 

Are you aware that Mr. Bagwell’s daughter-in-law contacted your 
company on a number of occasions and told you that he was elder- 
ly, that he had Alzheimer’s disease, please stop sending him these 
mailings, and to this day, he still receives sweepstakes mailings 
from your company? 

Mr. Davenport. I heard it because I heard it as a result of yes- 
terday’s hearing, and we will look up and, clearly, there has been 
a slip-up at handling this particular account. I can tell you our 
practices. 

Senator Edwards. You are going to do something about it now 
that we have brought it up in a congressional hearing. 

Mr. Davenport. If it hasn’t already been dealt with. I hope that 
something’s happened. 

Senator Edwards. You have not been able to determine that you 
have done anything about it in the past, though, have you, Mr. 
Davenport? 

Mr. Davenport. On this case? 

Senator Edwards. Yes, sir. 

Mr. Davenport. No, I have not. This particular case, I have not. 
I will give you an answer. ^ 

Senator Edwards. I have one last thing I want to ask you about 
before I run out of time. If we could put up the exhibit, please. 

You heard me ask Ms. Holland whether she could agree, and I 
will show you the insert about three specific things. Let me ask 
you, first, whether you agree that you want your customers to 
know what their actual odds of winning are. You do want them to 
know that. 

Mr. Davenport. I think it is imperative that our customers, if 
they want to know the odds, know where to find them, and they 
are prominently displayed. 

Senator Edwards. Eair enough. 

Mr. Davenport. That I do agree with. 

Senator Edwards. Good. And you would want them to know that 
purchases do not increase their odds of winning. In fairness, you 
would want them to know that, right? 

Mr. Davenport. Yes. Absolutely. 

Senator Edwards. And you would want them to know, if the let- 
ters — now, this may not, and I do not know whether your company 
sends these kind of personalized letters that Publishers Clearing 
House does — but if letters are computer generated, you would cer- 
tainly have no objection to them knowing they were computer gen- 
erated, would you? 

Mr. Davenport. I think that 

Senator Edwards. I mean, if it is the truth, you don’t mind them 
knowing it. 

Mr. Davenport. Absolutely. No, I have no objection. 

Senator Edwards. So these three pieces of information, what 
their actual odds of winning are, that purchasing goods does not in- 
crease their chances of winning and that letters they are receiving 
are computer generated, those are all three pieces of information 
that you would want your customers to know, correct? 


^See Exhibit No. 23. d. in the Appendix on page 232. 
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Mr. Davenport. And do provide, except I don’t think they are 
computer generated, but the others 

Senator Edwards. And you would have no objection to those 
three things, which you say you want your customers to know, you 
would certainly have no objection to those three things appearing 
in the same size type on the front of the page as the largest type 
that appears on the page; you would have no objection to that, 
would you? 

Or specifically to a law that says that is what you should do? 

Mr. Davenport. I think that all those three, I think we need to 
negotiate, if that is not quite the word, but discuss with you or any 
Members of the Committee the most appropriate way of handling 
that. I am not sure that the way you have proposed it is nec- 
essarily the most effective way to handle it, but we are quite happy 
to look at it. We will have to discuss any particular issue with you. 

Senator Edwards. Well, if, in fact, experts determine that the 
most effective way to handle it is to make it in the largest type and 
to put it prominently on the front page as large as any type that 
is on that page, you wouldn’t have any objection to that, since you 
want your customers to know this information, fair? 

Mr. Davenport. We want them to know where it is. We don’t 
necessarily want to put it in the headline, obviously. 

Senator Edwards. Well, you don’t want to hide it from them, do 
you? 

Mr. Davenport. No, we don’t. 

Senator Edwards. So you would have no objection to it appear- 
ing prominently, and you would be willing to at least talk about 
putting it in as large a type 

Mr. Davenport. I think prominently I am prepared to live with. 

Senator Edwards. And what about as large a type as anything 
else that appears on the page? 

Mr. Davenport. I have reservations about that, but we would be 
happy, as a company, to talk to you about it. 

Senator Edwards. Thank you, sir. 

Senator Collins. Thank you. Senator. 

Mr. Davenport, I want to go back to an issue that Senator Levin 
touched on, and that is a very common technique that sweepstakes 
companies use, which is to have two different envelopes, depending 
on whether or not an order is placed. Now, I understand that there 
is a legitimate reason for you to want to have two different enve- 
lopes so that orders are processed more quickly perhaps than non- 
orders. 

My problem with the two different envelopes approach, particu- 
larly when you have text on it such as this, is it gives the impres- 
sion to the consumer that entries with orders are treated dif- 
ferently than entries without orders. Let me direct your attention 
to the two exhibits we put up, and this is an example of the yes 
and no envelopes which Reader’s Digest uses.^ 

One says, “No. Reward entitlement denied and unwarranted,” in 
big red print. The other says, “Yes. Reward entitlement granted 
and guaranteed.” 


^See Exhibit No. 11 in the Appendix on page 184. 
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This is not unusual. A very recent mailing that you have sent out 
has yes and no envelopes and, indeed, the text of the mailing says, 
“So far over $159 million has gone to over 2 million people who 
have answered yes to our questions.” ^ 

Don’t you think that this misleads the consumer, your customer, 
into thinking that entries with orders are treated differently or 
have a better chance of winning than those without? 

Mr. Davenport. All our evidence and data suggests that our cus- 
tomers do understand what they are entering, that they can say 
no, that we indeed offer yes/no envelopes for precisely the reason 
that you — where we offer it, and we have done so for many years. 

In this particular mailing, again, we looked up the ratios of the 
people who ordered versus those who didn’t, and there is a higher 
proportion than normal for the people who, in fact, said no. 

All of the evidence says, and there are customers whom we deal 
with on a regular basis, fully understand what we are doing. Yes, 
we do offer, as you were saying, they do have different post boxes, 
and that is just for sort purposes. Years ago we had the yes and 
no envelopes — just to show you how carefully we know we have to 
treat our subscribers — ^years ago they all used to go to the com- 
pany, and part of speeding the process, we decided to outsource the 
nos and have it done outside. Our phones rang off the hook, and 
it was very clear they thought that we were beginning to cheat 
them. So immediately we had to bring everything back inside and 
make sure that everything came — if we wanted to outsource them, 
we had to track it somewhere else. 

Senator Collins. I want to tell you that our investigation sug- 
gests that consumers do believe that there is a difference and that 
that is why you are using different envelopes and, indeed, with one 
of the companies, not yours, we found that there is a high percent- 
age of customers who use the yes envelope regardless because they 
think it increases their chances of winning. 

Mr. Davenport. That is not, I believe, true for us. We were 
asked that question by one of your staffers on Friday and provided 
some information where we had it. 

Senator Collins. Well, I think you do not track it; isn’t that cor- 
rect? 

Mr. Davenport. We track it for the magazine to its prospect file, 
and the percent of the total responses in the yes, the order form, 
2 percent apparently say I don’t want it, 2 percent of the total. 

Senator Collins. Let me go on to another issue, a related issue. 
You said in your written statement that Reader’s Digest Associa- 
tion’s mailings convey the “no purchase necessary” message clearly 
and prominently in language that is easy to find, easy to read, and 
easy to understand. 

I would like to direct your attention to Exhibit No. 12. ^ Is this 
a promotion offered by Reader’s Digest? 

Mr. Davenport. Yes, it is. Senator. 

Senator Collins. Can you tell us where the “no purchase nec- 
essary” disclaimer is. 


^See Exhibit No. 13 in the Appendix on page 187. 
2 See Exhibit No. 12 in the Appendix on page 186. 
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Mr. Davenport. I cannot — I will get hold of the mailing piece, 
but it is certainly in the first 

Senator Collins. It is hard to read, isn’t it? 

Mr. Davenport. But it is also two or three other places in the 
mailing piece as well, so it is not just in the — this is the rules from 
one side of the mailing piece. 

Senator Collins. In these sweepstakes rules, where it says, and 
I have to take my staffs word for it because I can’t read it, it says 
no purchase is necessary to win, and I realize it is at the top of 
those rules, but it is in 6.5-point type, extremely small. Do you 
really think that is easy to read, as your testimony says? 

Mr. Davenport. I think you are being kind to say it is 6.5-point. 
I think it is even less than that. 

We have a policy in — directive is too strong a word — ^we have a 
policy which says that everything should be, at a minimum, 7- 
point, we did this a couple of years ago and let it transition over 
time. Two of the mailing pieces, I believe, that we sent you were 
not 7-point type. In fact, we made the decision, because it looks as 
if it is going to be an industry standard, that effective immediately, 
regardless, anything prepared today is actually going to be in 8- 
point type. So that is a decision we have made this week. 

Senator Collins. And that is certainly a step in the right direc- 
tion. But as Senator Edwards has pointed out, that still makes it 
the smallest type of anything in your mailings, and I think you 
would agree that in this example it is not easy to read. 

Mr. Davenport. I would agree with you on that. 

Senator Collins. Thank you. Senator Levin. 

Senator Levin. Could we put Exhibit No. 13 up.i 

Senator Collins. Senator Levin, I just want to interrupt to clar- 
ify something that I have checked with my staff. The one that I 
showed you is a new Reader’s Digest mailing. So there is still defi- 
nitely a problem. 

Mr. Davenport. Yes. 

Senator Levin. This is a letter of Reader’s Digest’s. 

“So far over $159 million have gone to over 2 million people who 
answered yes to our question.” 

And then when you go to the end of the letter — I think the 
Chairman read the beginning of that letter — and I want to now 
have you look at the other board which has the end of the letter, 
which says, and this is to you, Mr. Davenport: “Good luck, and re- 
member the word that every winner since 1962 has used, yes.” 

Now, you are representing to your readers that trust you that 
every winner since 1962 has used the word “yes.” And then you 
provide two envelopes, and I don’t know if we have those blown up 
or not. One says yes and one says no in the same letter. 

Now, you have just told your readers that every winner since 
1962 has used yes. Do you not think a reasonable person would 
then think that it would increase his chances of winning to use the 
yes reply card? 

Mr. Davenport. The letter that you are showing is part of — be- 
cause we were asked to look at the mailing piece, this piece, before- 
hand — the letter is part of, obviously, a much larger mailing piece. 


^See Exhibit No. 13 in the Appendix on page 187. 
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and this is one letter in it. In this case, the yes actually refers to 
entering the sweepstakes. There is no actually reference to the 
product offering on that particular letter. But the wording is unfor- 
tunate to use the word “yes” as opposed to an entry into the sweep- 
stakes and will not be used. 

Senator Levin. Well, you say unfortunate. It is misleading. 

Mr. Davenport. It will not be used — it has not been used again. 

Senator Levin. Now, if we could get Exhibit 10 up again. This 
is back to Time magazine. ^ 

Ms. Long, in your testimony you have indicated that the point of 
the mailings is not to convince people that they have won a prize. 
Do you not think that a reasonable person, getting this kind of a 
notice in the mail, might think that, in fact, that they have won 
a prize when the big print, for instance, on the right says, this 
woman is officially declared an $833,000 winner, and that is what 
jumps out at her? There may be that real fine print above that, 
which if she noticed, might say maybe she is not. 

But is it not fair to say that a reasonable person, at least, might 
look at that and decide, by God, they have won something? 

Ms. Long. Senator Levin, that very small type that you refer to 
is 12-point type. 

Senator Levin. The point-size type isn’t the question. My ques- 
tion is could not a reasonable person — I am not saying everybody — 
but could not a reasonable person, receiving that in the mail, with 
their name and with that number that is her number, that she is 
officially declared an $833,000 winner, could not, at least, some 
reasonable person believe, in fact, that they have won a prize? 

Ms. Long. If that reasonable person had very poor eyesight, 
then, yes, but I think the qualifying type in 12-point type which is 
the same size as type in a standard letter, is qualifying type that 
is directly adjacent to the headline. 

Senator Levin. Can you read that type? 

Ms. Long. Yes. 

Senator Levin. Right now? 

Ms. Long. Yes. I have very good long-distance vision, as well. It 
is not as good close up. 

Senator Levin. Yes. A lot of reasonable people, and we had a lot 
of them here yesterday, reading this very tiny qualifier don’t even 
see that when they see the big notice below it. I think you won’t 
concede that some reasonable people would not get that impression. 
You are not going to concede that. I just simply say I think you 
are wrong, and I hope we legislate otherwise, based on what I 
think most people would say, which is that some reasonable people, 
getting that in the mail, would reach the conclusion that they have 
won something. 

But I want to get back to the 

Ms. Long. Senator, may I make a comment? 

Senator Levin. Sure. 

Ms. Long. I think that a lot of the people that we heard from 
yesterday were sons and daughters of people who had been trying 
to persuade their own parents that they need not make purchases 


^See Exhibit No. 10 in the Appendix on page 182. 
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in order to enter these sweepstakes and had failed to be able to do 
that. 

Senator Levin. After the homes of the parents were filled up 
with boxes which had not been opened, then 

Ms. Long. And I think 

Senator Levin [continuing]. Why the parents were so embar- 
rassed and ashamed that they couldn’t even invite their kids into 
their homes. Yes, at that point, then the kids 

Ms. Long. The only point I am trying to make is I think it is 
that, that we need to address. 

Senator Levin. All right. Well, thank you. 

The last question has to do with a provision in my bill which has 
been referred to by Senator Edwards, and I want to ask each of the 
four of you. Two of you have answered this. There are three provi- 
sions that he pointed out or three possible statements that could 
be made by the four companies in your mailings in big print that 
he has referred to. 

And I want to just refer to one that my bill particularly focuses 
on, and that is the middle one, if you can put that up, which is that 
a purchase — according to my bill. I am now going to read the bill — 
that your notices would advise that purchases do not increase the 
odds of winning. Purchases do not increase your odds of winning. 
That is one of the focuses of my bill. 

Two of you have been asked whether you have any objection to 
that being in large print in your mailings, and I think both of you 
have said that is subject to further discussion. So I want to ask the 
two who have not responded, just on that one point, since that is 
a key part of my bill. 

Ms. Bernstein, do you have any objection to the law requiring 
that you, in big print, put in that purchases do not increase their 
odds of winning. 

Ms. Bernstein. Well, Senator Levin, now, all of our mailings 
now include American Family promise which states, “No purchase 
is ever required to enter. All entries have an equal chance to win.” 

Senator Levin. I understand. 

Ms. Bernstein. It is prominent, it is large, and it is commu- 
nicated. 

Senator Levin. And it is different from this. My question is do 
you have any problem with prominently representing and stating 
to your recipients that purchases do not increase your chance of 
winning or purchases do not increase your odds? Do you have any 
problem with that statement in large print being required in your 
mailings? I know you say there is something there which is similar 
to it. My question, though, is do you have any problem with that 
required to be included? 

Ms. Bernstein. We are willing to consider anything reasonable. 

Senator Levin. Is that reasonable, in your judgment? 

Ms. Bernstein. I think this is the way it should be stated. 

Senator Levin. So you don’t agree. 

Ms. Holland, you have already said you would have problems 
with it. Mr. Davenport, I think you have already answered the 
question that you want to talk about it. Ms. Long, do you have any 
problem with that being required in large print of your recipients? 
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Ms. Long. Well, since you and I have already established that 
we have different ideas of what is large print, I think what I heard 
you and Senator Edwards say is that you want it in print as large 
as any print in our package. 

Senator Levin. Well, let’s just start out with large print, without 
getting into whether it is as large as your biggest. 

Ms. Long. I would certainly be willing to discuss that. 

Senator Levin. Willing to discuss it, but offhand you cannot give 
us a response as to whether you would have any 

Ms. Long. A particular type size, I 

Senator Levin. No, not type size, just that it be required that it 
be stated in your mail. 

Ms. Long. I have absolutely no trouble at all with the odds. 

Senator Levin. No, the middle line. 

Ms. Long. With the middle one. I am not going to rule it out, 
no. I would be open to it. 

Senator Levin. That is the heart of the problem here, is that, 
frankly, 40 percent of your recipients, according to the AARP poll, 
believe that purchasing something will increase their odds of win- 
ning. That is, also, it seems to me, the response of a whole lot of 
reasonable folks. And that is really one of the issues that we are 
going to be deciding here. If you have any further thoughts on that 
question or the other pieces that Senator Edwards has gone 
through with you, I know that we would welcome your comments, 
for the record, on it. 

But that, to me, is absolutely essential; that in large print, and 
I agree, by the way, it ought to be as large as anything you put 
in there, but in large print that you tell people purchases do not 
increase your odds of winning, and that is a key provision in my 
bill which I am going to be pushing very hard. So anything you 
want to add for the record I know would be welcome on that. 

Senator Collins. Senator Edwards. 

Senator Edwards. I do have to tell you that I find it very sur- 
prising that among the four of you no one agrees that you would 
be willing to do that, even though you claim that this is informa- 
tion that you want your customers to receive. 

I want to ask you for a personal thing. Mr. Bagwell, who I asked, 
I believe, Mr. Davenport about earlier, I believe has received — I am 
not certain of this — but I believe has received mailings from all 
four of your organizations. I would just like for you to search your 
records, find out if he has, and if you would respond to my office 
in writing, please, that he has, in fact, been taken off your mailing 
list, I would appreciate that very much.i 

With that, that is all I have. Senator. 

Senator Collins. Thank you. Senator. 

I just have one final issue that I want to raise in the time re- 
maining. We have heard testimony and have received complaints 
from consumers that when an elderly parent gets enthralled in the 
sweepstakes game and makes excessive purchases, that it becomes 
a vicious cycle because with each order that the consumer places 
it triggers yet more mailings. I would like to get a sense of how 


^See Exhibits No. 23. d., 25.b., 26. c., and 28 in the Appendix on pages 232, 242, 248, and 251. 
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many mailings it is possible for one person to receive from each of 
your companies in a year. 

Ms. Holland, I would like to start with you. What is the maxi- 
mum number of mailings that a person could have received from 
your company in 1 year? 

Ms. Holland. That question was asked of us by the Subcommit- 
tee staff. 

Senator Collins. Right. I want to get it on the record. 

Ms. Holland. The number of mailings — I am sorry? 

Senator Collins. I would like to have you answer it here. 

Ms. Holland. I believe the number of mailings that we said are 
the maximum number of mailings in a year are 144, and we are 
not sure if one individual could receive them all or not. We do not 
track the information in that way. 

Senator Collins. It is my understanding that it is at least 144, 
plus there could be a certain number of test or affinity mailings; 
is that correct? 

Ms. Holland. I believe that is the way it was stated. But, again, 
we do not track by individual as to how many mailings an individ- 
ual got. 

Senator Collins. Well, I think that is a problem also. I mean, 
144 separate sweepstakes solicitations is a huge number, and it is 
going to the people who are most likely caught up in this vicious 
cycle. 

Mr. Davenport, how about Reader’s Digest, what is the maxi- 
mum number that one consumer could receive from your company 
in a year? 

Mr. Davenport. The maximum that was received 

Senator Collins. That was received. 

Mr. Davenport [continuing]. Last year was 122, which we pro- 
vided your staffers. On average, it was six. And we’ll look 

Senator Collins. But, see, that’s my point exactly. The person 
who received 122 is the person who has responded time and time 
again. 

Mr. Davenport. I think we have — we agreed to send you in writ- 
ing what actions we are taking i as a result of — and addressing 
these very high-activity, if you would like to call them frequent, 
where they clearly are vulnerable, is something, instead of just put- 
ting a safety net, as I call it, down, we are going to have to take 
some very proactive discussions. From our research, we almost can- 
not find them, but that doesn’t mean — we are going to have to take 
special action. 

Senator Collins. And I will give both Reader’s Digest and Pub- 
lishers Clearing House credit for starting to take some steps to deal 
with the frequent purchasers. I was shocked when I saw that Read- 
er’s Digest in 1997 had 300 customers who purchased $10,000 or 
more of merchandise, and that Publishers Clearing House had a 
list of 125,000 people who purchased more than a $1,000. 

Mr. Davenport. I don’t think that figure is correct. I will give 
you 

Senator Collins. That is the information provided to us by your 
company. 


^See Exhibit No. 23. d. in the Appendix on page 232. 
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Mr. Davenport. Last year, no one, I don’t think spent as much 
as $10,000. 

Senator Collins. But that was a 1997 figure, which was the 300 
purchasing more than $10,000, a truly shocking number. 

Ms. Long, how many could one individual receive from your com- 
pany? 

Ms. Long. Unfortunately, when your staff asked this question, 
we were not able to give them an answer without extensive pro- 
gramming because of our very decentralized nature. Our databases 
are vertical by magazine and very hard to aggregate a single sub- 
scriber’s name across all of our entities. 

Senator Collins. And I would suggest to you that that creates 
a real problem when the adult children of victims are trying to 
solve the problem. Because when they call you, they can’t even get 
an answer of how many subscriptions there are, how much money 
has been paid from one location. That was a complaint that we got; 
that they had to go from all of the magazines that are sold by Time 
Inc., individually, and it made it very difficult for them. 

Ms. Long. And, Senator, we do credit you with bringing that to 
our attention and are committed to building the systems required 
to be able to do that in the future. 

Senator Collins. Ms. Bernstein, how many from American Fam- 
ily Enterprises could, how many solicitations could one individual 
receive in a year? 

Ms. Bernstein. Well, Senator, we know that 81 percent of our 
files received six or fewer mailings from us and a small number, 
it is somewhere around 600,000, received 20 . Now, in addition, we 
have put in place a program that now is close to a year old in 
which case we have identified the people for whom the “no pur- 
chase necessary” letter may be insufficient and, in fact, we take 
them off our list, and they have not been getting any further mail- 
ings from us. 

Senator Collins. So 600,000 people received 20 or more from 
your company, sweepstakes solicitations, in a single year. And 
there is a smaller percentage, which you have been unable to quan- 
tify to date, that received significantly more than that; is that cor- 
rect? That is the information 

Ms. Bernstein. That is not correct. Senator Collins. It depends 
what you mean by “significantly more.” We don’t mail 

Senator Collins. Well, why don’t you define that for me. Those 
are the words from the responses we received from your company. 

Ms. Bernstein. Yes. What I would like to say is they received 
more, and a small number may receive as many as 40, and that 
is what they receive. 

Senator Collins. I hope this makes you understand the problem 
that we are dealing with. Because you are individual companies. 
Consumers are not just receiving mail from one of you. They are 
receiving mail from all of you. So start to add together the figures 
that you have just given me, and you can see why all of us have 
consumers who bring us literally boxes of sweepstakes solicitations, 
and those are the consumers that are most likely to be taken in 
by the very aggressive and, in some cases, deceptive marketing 
techniques that we have talked about today. 

Senator Levin, do you have a final question? 
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Senator Levin. Just a couple questions as to which of your com- 
panies rent your lists to other companies. And I wonder if each of 
you could answer just that question first. 

Ms. Bernstein, does your company rent your list to other compa- 
nies? 

Ms. Bernstein. Senator Levin, we do not rent our magazine sub- 
scribers. 

Senator Levin. How about your list? 

Ms. Bernstein. Well, I will tell you 

Senator Levin. Are there any lists that you rent to other compa- 
nies, any lists at all that you rent to other companies? 

Ms. Bernstein. There is a small program of book buyers, of mer- 
chandise buyers, that are rented. ^ 

Senator Collins. Ms. Holland. 

Ms. Holland. We do not rent our mailing list. 

Senator Collins. Mr. Davenport. 

Mr. Davenport. The magazine 2 years ago started to rent its 
magazine subscriber list. 

Ms. Long. Yes, we do rent our list. 

Senator Collins. And do you rent from other companies? Let’s 
start with you, Ms. Long. 

Ms. Long. Yes, we do. 

Mr. Davenport. Yes, we do. 

Ms. Holland. Yes, we do. 

Ms. Bernstein. We rent names to acquire new customers. 

Senator Levin. You acquire names. 

Let me start with you, Ms. Long, one question about how many 
letters a person could get that looked different about the same 
sweepstake. We know from what you have testified to already that 
at least two letters, looking different, for the same sweepstake 
could go to the same person. What would be the maximum number 
of different letters for the same sweepstakes that could go to one 
person, different looking letters? Do you know or could you check 
with your 

Ms. Long. I would hate to hazard a guess. I am not sure whether 
you are trying to — all of our magazines use the same prize struc- 
ture. Is that what you are asking? 

Senator Levin. The same what structure? 

Ms. Long. The same prize structure. So at Time magazine 

Senator Levin. No, what I am talking about are two letters 

Ms. Long. Two different magazines. 

Senator Levin. No. They’re toth from Time magazine. 

Ms. Long. OK. But my point is that 

Senator Levin. It is the same sweepstake. You have already tes- 
tified to that. My question is how many different looking entry ma- 
terial — 

Ms. Long. Would Time magazine send someone? 

Senator Levin. Yes, for the same sweepstakes. 

Ms. Long. I don’t know. 

Senator Levin. Could it be three, four, five, or six? 

Ms. Long. If it were a renewal notice. 

Senator Levin. For the same sweepstakes. 


1 See Exhibit No. 26. b. in the Appendix on page 247. 
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Ms. Long. Sure. 

Senator Levin. Would you have any objection to — see, the prob- 
lem here is that people then think they are getting entries to dif- 
ferent sweepstakes and that they have not entered that sweep- 
stakes already. Would you have any objection — I will go down the 
line with this — to saying only one letter per sweepstakes per recipi- 
ent? 

Ms. Long. I just have never thought about it that way. 

Senator Levin. Mr. Davenport. 

Mr. Davenport. I think, as long as it is made very clear, that 
this was not a unique entry, I would object, yes. 

Senator Levin. You would object. 

Ms. Holland. 

Ms. Holland. Yes, I would object. The sweepstakes have a start- 
ing and ending date which is clearly outlined in the rules, and dif- 
ferent mailings are sent throughout the life of the sweepstakes. I 
don’t think there is anything wrong with that, and that is why I 
would object. 

Senator Levin. Ms. Bernstein. 

Ms. Bernstein. I am certainly not prepared to comment. But let 
me tell you that each mailing is an entry to the sweepstakes, and 
that is clear. 

Senator Levin. I think what we have really seen here is that 
sweepstakes are much — all of these promotions here are much 
more than just simply a way to get people’s attention, to get them 
to open the envelope. They become much more than that. And what 
happens here is that the sweepstakes promotion has overtaken the 
product promotion and that people are buying products that they 
don’t need too often and don’t want in order to be eligible for the 
sweepstakes, in their mind, or, in order to believe that they would 
have a better chance of winning the sweepstakes. We know that 
from testimony, we know that from the market testing which has 
been done by groups such as AARP. 

They are not used only to get a person to open an envelope, they 
are used to get people to respond, and in responding, to order prod- 
ucts. And too often those are products that people just do not need, 
and that is, frankly, what this is about in terms of the abuses. 

Nobody that I know of has a problem with marketing your par- 
ticular products in ways that do not persuade or mislead people 
that they have to buy something to enter or, what is more likely, 
is that their chances of winning will be increased by entering. 

And the design of these materials, as well as frequently the lan- 
guage in these materials, and the way the type is set in these ma- 
terials, is all intended to achieve that goal. And if it is not intended 
to do that, then what we are seeing with our own eyes is deceiving 
us. Because these examples clearly would lead many reasonable 
people to believe that they have won the sweepstakes, and if they 
enter in a certain way, that they can collect their prize — armored 
car or otherwise. 

And that is why these solicitations, the way they are used, have 
become deceptive. They try to make people believe that they have 
won something or that they are in a special category of people who 
can win something or have a better chance of winning if they order 
something. 
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And we have just learned that reputable companies are willing 
to use these particular tactics. In one case, we learned that they 
will use an outright lie in their mailing, and we just simply have 
to try to put an end to it, hopefully, with your cooperation. But ei- 
ther way, we have an obligation to legislate here, to close the loop- 
holes in the existing law, and to toughen the law where there are 
no loopholes to get at the abuses. 

These mailings play on the emotions and the hopes of the Amer- 
ican people, and they do it for profit. There is nothing wrong with 
profit at all, but there is something wrong in abusing people’s 
hopes in the way these mailings do too often. 

And, again, with or without your cooperation — ^hopefully, with — 
we just simply should act. And I hope in this Congress that we will 
adopt many of our proposals which we have discussed, and I know 
that all of us would welcome any further comment that you have 
relative to the questions that we have asked or any other thoughts 
that you might have for the record. 

And, again, let me commend you. Madam Chairman, for your 
leadership and for your convening these hearings. They have been 
very helpful. 

Senator Collins. Thank you. Senator Levin. 

Senator Edwards. 

Senator Edwards. Just very briefly. Madam Chairman, let me 
also commend you for your wonderful work on this subject and. 
Senator Levin, also, for conducting these hearings. I have to tell 
you all I came here this morning with a hope, and I think even an 
expectation, that I would leave the hearing feeling better about this 
situation than I came to it with. That did not occur. I leave the 
hearing more concerned than I came to this hearing with. 

There are, it is clear, any normal person would look at these 
mailings that have been displayed during the course of the hear- 
ings this morning, and their response would be that they are in- 
tended to fool people, to mislead them. 

And when you are asked specifically about telling people about 
their odds of winning, and that purchases are not necessary and 
do not improve their chances of winning, and that these mailings 
are, in fact, computer generated, and when, in one specific in- 
stance, you are asked about an outright lie in a letter, your re- 
sponse is to defend, to say we are willing to negotiate, we are not 
willing to agree that these suggestions that you are making are ap- 
propriate, I think leads me to a simple conclusion, which is we 
have to deal with this problem because we have got to make sure 
that people like Mr. Bagwell, in North Carolina, are not inundated 
with these mailings, are not victimized by them and that they are 
protected. 

And I, along with Senator Collins and Senator Levin, I think in- 
tend to do everything in our power to do that. But I do thank you 
all for being here. 

Senator Collins. Thank you. Senator Edwards. 

Before adjourning this hearing, I want to make just a couple of 
comments. What troubles me most about what we have heard dur- 
ing the past 2 days is that you are the legitimate sweepstakes com- 
panies. You are the leaders in your field. You are companies whose 
reputation is high. And yet what we have heard is a pattern of de- 
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ception, of misleading copy, of taking advantage and exploiting el- 
derly people that I think should cause all of you great concern. 

In subsequent hearings, we are going to focus on fraudulent 
sweepstakes, those in which no prize is ever awarded or a con- 
sumer is forced to pay for something with no product at all. But 
I have to tell you that, in many ways, I think you, the legitimate 
companies, do far more harm than those outright fraudulent com- 
panies because your reach is so far. 

You enter the mailboxes of virtually every American. That trou- 
bles me greatly. It troubles me that I have heard such an over- 
whelming pattern of highly aggressive and highly deceptive tech- 
niques that are used to market your products. 

I am going to ask you today to not only adopt internal reforms, 
but to work with us in a constructive way, so that we can have a 
tough new Federal law that ensures that we do not hear of any 
more Mr. Halls. That we do not hear from constituents whose rel- 
atives have spent tens of thousands of dollars, who have squan- 
dered their life savings, spent their Social Security checks, bor- 
rowed money thinking that if they made a purchase that grand 
prize was going to be there. 

I am very troubled by what I have heard. I invite you to be part 
of the solution. I do appreciate your being here today and your co- 
operation with this investigation. 

I also want to thank the staff which has worked very hard on 
this investigation — Kirk Walder has been the chief investigator — 
Senator Levin and his staff, as well as Senator Cochran and his 
staff have also been very involved in the investigation. 

I thank you for your attendance. The Subcommittee is now ad- 
journed. 

[Whereupon, at 12:40 p.m., the Subcommittee was adjourned.] 
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PREPAEED STATEMENT OF EUSTACE HALL 

My name is Eustace Hall and I am here today to tell of my unfortunate experi- 
ence with sweepstakes. I am a 65 year old retired medical technologist. I currently 
work for AT&T selling mobile phones. I had to take this job with AT&T due to debts 
I incurred while playing sweepstakes. 

I asked my daughter Angela to accompany me here today, as this is a difficult 
topic for me to discuss. I first began entering sweepstake’s at the end of 1992. I 
began entering sweepstakes because I wanted to provide my daughter Angela, who 
was in law school at the time, with more financial assistance. I am proud to say 
Angela is now an attorney, but the money I thought 1 was due from the sweepstakes 
never came. 

I now realize that the letters I received from sweepstakes misled me into making 
unnecessary and excessive purchases. I estimate 1 have spent $16,000 to $20,000 
from 1992 to the present on sweepstake purchases. 1 have had dealings with all of 
the major sweepstake companies including Reader’s Digest, Publishers Clearing 
House, United States Purchasing Exchange, Michigan Bulb Company, American 
Family Publishers and others. 

Every time I made a purchase 1 always looked for the cheapest products. 1 always 
made purchases because I believed that through purchases I increased my chances 
of winning. The mailings always looked official and they used a lot of tricky phrases. 
The letters were confusing. They always led me to believe that I had to purchase 
products to win. 1 thought that my past purchases made me more likely to win. 

I was not aware of the “no purchase” option. The instructions which were written 
on the back of these sweepstakes entries were so small and hard to read that I could 
not read them without a magnifying glass. Moreover, I believed from the letters I 
received that my purchases gave me a better chance of winning. After all the time 
and money I spent I have nothing to show for it. I have never won anything. 

The sweepstakes used phrases that made me think I was a winner and that the 
prize was guaranteed and bonded. Over the years, 1 received many personalized let- 
ters from the sweepstakes companies thanking me for being such a good customer 
and telling me that my chances of winning were good or that it would soon be my 
time. 

I have a copy of a letter from Dorothy Addeo, Publisher’s Clearing House Contest 
Manager. I would like to read a short portion of the letter. 

“My boss dropped into my office the other day, sat down and sighed. 

“What’s the story with Eustace Hall? I see that name on our Best Customer List, 
on our Contenders List, on our President’s Club Member List. But I don’t see him 
on our Winner’s List. Their must be something we can do to change that. It’s not 
right when someone as nice as Eustace Hall doesn’t win.” 

This is just one example of how I was lead to believe that my prior purchases 
made me special. I purchased things I did not need, magazines I did not read. Some 
of the stuff I purchased I never even opened. I stored the things in my garage and 
attic and tried to sell some at garage sales, but I got very little money for the stuff 
since most of it is just junk. 

Another thing that cost me a lot of time and money was entering the sweepstakes. 
I was informed by Publisher’s Clearing House that if I returned my sweepstakes en- 
tries within 24 or 48 or 72 hours, I would win a specific prize. I often drove 20 miles 
to the main post office to make sure my entry would get there in time. I often spent 
money to send the entry in an express or priority envelope just to make sure I 
would meet their deadlines. 

Super Bowl Sunday was always a very depressing day for me. Super Bowl Sunday 
is when the Prize Patrol delivers the big prize. I always thought it was going to 
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be my lucky day, but the Prize Patrol never came to my door. I always became very 
depressed after I did not receive a visit from the Prize Patrol. 

I now realize that I was not special. I never was close to being a winner. They 
just sent me mailing after mailing with each one making it seem like I was closer 
to the prize. Well, they are the ones who won the prize — all of my money. Playing 
the sweepstakes cost me a lot. I had to return to work. I refinanced my house sev- 
eral times. And, I had to borrow from my pension fund 4 or 5 times to pay my 
sweepstakes debts. 

I thank you for the attention you are paying to this matter. If new laws help to 
stop someone from going through what I had to endure you have done a good job. 
It just is not right the way these companies are allowed to mislead and feed upon 
good peoples’ trust. 

PREPARED STATEMENT OF CAROL GELINAS 

My name is Carol Gelinas and I would like to tell you how my late father, Clyde 
Schott, was victimized by sweepstakes promotions. My father had been a middle- 
management sales executive for the Crane Company, in Chattanooga, Tennessee. 
After his retirement in 1977, he worked part-time for several years for the TVA to 
“have something to do.” Following the death of my mother in 1982, he lived alone 
in Chattanooga until 1991, when health problems forced him to move to Bangor, 
Maine, where my husband and me live. He then moved into an assisted living facil- 
ity. At the time of his move, he had granted me power of attorney in anticipation 
of possibly needing help in the future. Up until this time, he had handled all of his 
own affairs, including managing his investments, which he continued to do for some 
time after the move. My dad successfully invested his money, monitored his stock 
and mutual fund investments, while at the same time his sweepstakes related pur- 
chases became excessive. Due to health problems, approximately 15 months after 
his move to Maine, I became involved with his personal affairs. It was at this time 
that I became aware of the amount of money he was spending in connection with 
sweepstakes promotions. 

In trying to balance his checkbook, I discovered that he was writing 30 to 40 
checks each month, when his only bills were his rent, telephone, and cable TV. Most 
of the checks ranged from five to twenty dollars, and frequently he had written 
many checks to the same organization for the same amount of money. I estimate 
that over a 14 year period, from 1982 through 1996, dad spent approximately 
$60,000 on sweepstakes related mailings. 

\^en we visited him, my father often had small items of costume jewelry, watch- 
es, synthetic unset gems, and other such trinkets that he wanted to give me. He 
said these were “free gifts” to him, and he had no idea why he had received them. 
In actuality, he had returned purchase agreements that promised a “free gift,” not 
realizing that he had ordered books (which his poor vision prevented him from read- 
ing), audio and video tapes, music boxes, vitamins, etc. 

Even though I possessed power of attorney, I found it very difficult to curb these 
abuses. My father had always been a very independent person, and it was important 
to his self-worth to remain at least partially in control of his affairs. I had explained 
to him many times that these “free” gifts were not free, but he truly did not under- 
stand. I finally managed to set up a separate checking account for his use, into 
which I deposited $300 a month, knowing full well that all of it was spent in the 
vain expectation that he was about to win a fortune in a sweepstakes promotion. 
He ordered tapes, books, videos, and gift subscriptions for other people, believing 
that he was so close to winning that these purchases would virtually guarantee it. 

Particularly insidious were the “personal” letters addressed to him that led him 
to believe that he was one of two or three finalists in sweepstakes promotions. He 
did not understand that these were generated by a computer: if the internal address 
was to him personally, at his residence, and began “Dear Clyde,” he was certain 
that he had been selected for special consideration. (He always referred to these as 
“letters” and greatly enjoyed receiving them, even if he received 30 or more identical 
ones from the same organization on the same day. They made him feel important, 
and he would often tell me with great satisfaction how many “letters” he had re- 
ceived that day). In tiny print, often in a shade of gray on a gray background, these 
“letters” accurately gave the odds of winning as one in a hundred million or more. 
But these were literally invisible to him. Others informed him that he was a “guar- 
anteed winner” and that all he needed to do to receive his prize was submit a proc- 
essing fee, amounting to five to twenty dollars. The prizes included such things as 
checks for twenty-five cents, and many of the trinket items that, as far as he was 
concerned, were of great value and arrived “out of the blue.” 
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Two of the biggest problems were Reader’s Digest and Time-Life audio tapes. He 
had accepted “free gifts” that enrolled him in automatic purchase plans. When the 
first purchase item arrived, he would give it to me, not knowing why he had re- 
ceived it. When I contacted Time-Life, I learned that he had made purchases of over 
$1,500 in merchandise in one year, all of which he thought was free. This company 
was helpful in disenrolling him once the outstanding bills were paid and discontinu- 
ing mailings to him. Reader’s Digest, however, was extremely difficult to deal with. 
I called the customer service number on several occasions to direct them to remove 
his name from their mailing list. I always paid the outstanding bills (amounting to 
hundreds of dollars) and sent them a copy of my power of attorney. However, as 
soon as he was disenrolled, they sent him another promotion and enrolled him 
again, beginning the cycle all over. What finally stopped this was nothing I was able 
to do, but his failing eyesight. This led him to give me all of his mail, and I was 
able to intercept the continuous bombardment of Reader’s Digest promotions. 

Unfortunately, one outcome of these encounters was my father’s suspicion that he 
really HAD won millions, and that I had somehow taken it. When my husband and 
I went on vacation, or on one occasion when we bought a new car, my father was 
very suspicious about how we could afford these things. 

PREPARED STATEMENT OF PATTI McELLIGOTT 

My name is Patti McElligott. I live in Tyler, Texas where my husband and I own 
our own lawn sprinkler company. I have come to you today to share my family’s 
account of mail abuse by both magazine companies and so called charities. 

My husband’s father, Joseph P. McElligott, Sr., was a retired Army Lt. Colonel. 
He was active in the community and church and took care of all of his affairs until 
he was moved into a retirement center in 1998. Mr. McElligott started playing 
sweepstakes in 1992. For quite some time, my husband had been after him about 
the amount of mail that he received. He also emphasized that he couldn’t and 
shouldn’t believe everything that he received in the mail. 

After we moved my father-in-law into a retirement center, my husband and I 
went to his home and removed the mail so that we could go through it and deter- 
mine what needed to be dealt with and what could be thrown away. I took out 13 
thirty-three gallon trash bags of mail. Ninety nine percent of what I threw away 
was from sweepstakes, contests, or various organizations asking for money. Many 
were multiple copies of the very same mailing. 

We immediately had all his mail forwarded to us at our office and made sure that 
his phone number at the retirement center was unlisted. I began receiving numer- 
ous magazines, sometimes as many as 20 in one day. At first, I threw them aside 
thinking that the subscriptions would soon expire. The magazines continued to pour 
in. I began to notice that we were getting multiple copies of the same magazine. 
Five issues of Time, three issues of TV Guide, 2 issues of Guns and Amino, and on 
and on. 

On August 5, 1998, my father-in-law died. At that point, I was able to actively 
do something about this large volume of mail. One day, I happened to look at an 
expiration date on a label of the magazine and noticed that the subscription went 
past the year 2000. At that time, I started to look at all the labels and noticed that 
almost all of them expired somewhere past the year 2000. One subscription to U.S. 
News and World Report ran to the year 2018. I began to call the various magazines 
and requested refunds. 

When I called the magazine companies, more times than not, I would be told that 
the subscription was through American Family Publishers or Publishers Clearing 
House. After making several calls to American Family Publishers and Publishers 
Clearing House to request refunds, my father-in-law’s records mysteriously dis- 
appeared. After insisting that records must be there and that the IRS requires all 
information to be available for 7 years, we were told that we had to speak to a su- 
pervisor, none of whom were ever available. 

To date, we have deposited or are expecting nearly $3,000 in magazine refunds. 
We still have some we have not had time to contact. We did find it interesting that 
some organizations, like NRA, consider the “fee” to be a contribution and the maga- 
zine was a gift. Therefore, there would be no refund. 

After going through most of the records, we found canceled checks in the amount 
of $8,704.09 for United States Purchasing Exchange, $1,076.71 for Time Warner- 
Sony Sound Exchange, $1,931.09 for Time Life Books, $10,098.68 for Reader’s Di- 
gest, $2,088.85 for American Family Publishers, $3,090.08 for Easton Press, 
$6,797.52 for Publishers Clearing House, $123.64 for Magazine Express, and 
$1,776.53 for Astronomy Book Club. In total, we found canceled checks which to- 
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taled more than $34,000, for the above listed companies. Additional checks made out 
to individual magazines along with the above listed companies total $53,336.13! 

My father-in-law had subscribed to over 158 different magazine titles. Many of 
the checks were made out to the magazine itself, but we have noticed that the 
checks were being deposited into the account of American Family Publishers. He 
also had multiple subscriptions to the same magazine. The most blatant abuses 
were 32 subscriptions to U.S. News and World Report with 17 of them going 
through Publishers Clearing House, 4 through American Family Publishers, and 11 
through the magazine itself. There were also numerous subscriptions to Time and 
TV Guide. 

I firmly believe that my father-in-law’s name had been passed onto a “sucker list” 
for questionable charities as well. We have not sorted and calculated all of the 
checks but it will surpass the amounts on the magazines. The common thread seems 
to be again, sweepstakes, contests, and the promise of winning money. We have 
worked with the Post Office since the end of October to save all “junk” mail and 
we pick it up from them. Since the end of October, we have amassed 3 large archi- 
val storage boxes of junk mail including contests, sweepstakes, and charities, most 
of which are bogus. We noticed quite a few from Topeka, Kansas. The Post Office 
Boxes are very similar with merely a few numbers difference. We have contacted 
the Better Business Bureau in Topeka and requested information of the various or- 
ganizations. We were told that every year they send out a form and ask for informa- 
tion. Legitimate charities and organizations return them. None of the ones we had 
were listed, with the exception of one. 

These are the highlights of what we discovered in reviewing my father-in-law’s 
check registers and mailings. We have boxes of mail proclaiming Mr. McElligott as 
the winner of millions of dollars. This mail abuse on our elderly must stop. My fa- 
ther-in-law came from a generation that was trusting and could not believe that 
people would actually try to swindle them. Many elderly people are just as trusting. 
I assure you, there are many more Joseph McElligott’s out there. I hope these pro- 
ceedings will heighten the awareness of this issue to prevent other families from 
having to endure this abuse. 

PREPARED STATEMENT OF STEPHANIE BEUKEMA 

My name is Stephanie Beukema. I am a licensed psychologist from Cambridge, 
Massachusetts. I am here today to tell you about my mother’s involvement with the 
purveyors of junk mail. 

My mother always invested her money wisely and lived frugally until she became 
involved with sweepstakes. She got involved through the promise of prize money 
from companies like Reader’s Digest and Publishers Clearing House in order to re- 
plenish her savings after treatment for breast cancer. The lure of luck and personal- 
ized letters that seemed to single her out led her to respond to several mailings from 
several companies. She spoke about her “ship coming in”, and asked why she 
shouldn’t be as lucky as the next person. She would receive letters that “promised” 
a reward for an immediate response. She would dutifully respond, immediately sure 
that she was within the time parameter. Her excitement built. She’d been told to 
have several family and friends available for that lucky moment when she would 
receive her prize money and benefits. This moment kept getting put off. It didn’t 
diminish her belief. But six months became a year and a year went to a year and 
a half. She believed what she read in the letters. My mother was very trusting of 
traditional organizations like the Post Office and Reader’s Digest. 

As she became more involved, her mail-driven activity took up more and more of 
her life. She couldn’t leave her home to visit family and friends overnight because 
she might miss a mailing or a surprise visit from a company representative. She 
had to be there to get the mail everyday. There was more and more mail with boxes 
of it arriving on a daily basis. Who could find the gas bill and the tax bill in all 
those letters? She began to irregularly pay her ongoing bills as she started juggling 
money so she would have enough to send to Publishers Clearing House, The Lottery 
Doctor and American Purchasing Company. She couldn’t even pay large expenses, 
like homeowners insurance and property teixes, because she didn’t have enough 
money in her account. She then stopped paying for the magazine subscriptions she’d 
ordered, and the debts began to mount and they went into collection. 

She became very defensive with her family and friends, and insisted that she was 
as likely to win as anyone: “Someone has to win and why shouldn’t it be me?” she 
would ask. She was in danger of having her house and property repossessed for non- 
payment of taxes when I, along with my siblings, stepped in and suggested that she 
needed some help. In her house, there were literally narrow paths between boxes 
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of unopened mail, stacks of magazines, books and videos, and boxes of merchandise 
she’d ordered. 

After participating in sweepstakes for 18 to 24 months, she had spent somewhere 
between $60,000-$80,000. She had sold stocks, had thousands of dollars in credit 
card debt and, most humiliating for her, she had lost her good name in town. She 
was frightened she would be seen as losing her faculties, so she hid more. She vol- 
untarily gave financial power of attorney to my brother, who was responsible for my 
mother’s finances until her death in December 1998. 

In October 1994, I stopped all junk mail in my name from coming to my house. 
I was unable to do so for my mother at her house. In some cases, it was nearly im- 
possible to contact some of the sweepstakes companies because they did not include 
addresses on their packages. Many people are vulnerable to fraudulent mail prac- 
tices because they are more trusting of the signs of legitimacy, like the name “Read- 
er’s Digest.” They are vulnerable to letters that appear original and personalized 
when, in fact, they go out to hundreds of thousands of people. They respond to what 
seems friendly, exciting, and promising. It is shameful what passes as legitimate 
and accepted business practice when it decimates a person’s sense of themselves as 
well as their livelihood. 

I am reasonably intelligent and not yet elderly. I could easily spend several hours 
a day trying to understand the “fine print” that is included in much of the mail that 
comes to my house. I spend several hours a week protecting myself from unwanted 
solicitation. While the laws that exist may be sufficient to protect me as a citizen, 
I really don’t think they are adequate to protect unusually vulnerable populations 
like the elderly, which are not as capable of protecting themselves from deceptive 
sweepstakes practices. I also am very troubled when I begin to consider that the 
government itself can be seen as legitimizing these practices by implicitly condoning 
fraudulent and unethical scamming as legitimate. The mail is delivered to your 
house by government employees. It all looks legitimate but what comes to pass is 
shameful and secret. 

I would like to thank you for allowing me to share my mother’s story with you. 
I hope that, through these proceedings, other senior citizens will be spared the pub- 
lic embarrassment and humiliation that my mother experienced. 

PREPARED STATEMENT OF CHARLES DOOLITTLE 

My name is Charles Doolittle, I am from Inverness, Florida. I am here today to 
share the story of my parents involvement with sweepstakes. My father, age 84, is 
a retired executive from a Fortune 600 company and my Mom, age 83, is a home- 
maker. They live close by, and I now have power of attorney for their affairs. 

My parents initially became involved in sweepstakes in 1992. My parents rou- 
tinely participated in sweepstakes offered by United States Purchasing Exchange, 
Publishers Clearing House, Reader’s Digest, American Family Publishers and as- 
sorted charities seeking donations. Mom and dad always purchased items believing 
that purchases enhanced their odds of winning. 

Mom and dad bought magazines they never read and products of little or no use 
to them. They purchased numerous compact discs and VCR tapes even though they 
didn’t have a CD player or a VCR. 

I have brought checks here which reflect money they spent on these mailings in 
1997 alone: $704.30 to American Family Publishers, $3,036.60 to Publishers Clear- 
inghouse, $1,713.28 to Reader’s Digest, $260.90 to Time, $3,993.07 to United States 
Purchasing Exchange and $413.06 to assorted charities. This totals $10,121.37 for 
1997 alone. 

I believe our nation’s seniors are very susceptible to the deceptive mailing prac- 
tices of some companies. It always amazed me when I went to visit Mom and Dad 
and saw the pile of solicitations they received on a daily basis. There always was 
a pile on the dining room table of sweepstakes, many which stated they were a win- 
ner or a finalist. The mailings implied that they were valued customers and that 
because of their past purchases they would soon he big winners. 

I asked my mailman if the sweepstakes offerings they received was an unusual 
amount, since they seemed to receive more than their share. The mailman told me 
he had several people on his route who received numerous sweepstakes offers every 
day. The mailman said that most offers seemed to go to elderly widows. 

The last few Super Bowl Sundays have been tough. Mom has been convinced that 
her prize would be delivered on Super Bowl Sunday and insisted on being home to 
collect her winnings. Mom believed that the Prize Patrol was going to show up on 
her doorstep to deliver her Grand Prize. 

I also have a complaint with the billing procedures. I believe some of these organi- 
zations may double bill and double ship merchandise to unsuspecting seniors. Cus- 
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tomers end up sending payments, placing more orders, and the cycle continues. It 
is like watching someone take money right out of my parents pockets and there is 
nothing I can do. 

I have tried contacting companies to get my parents names off mailing lists but, 
to this day, the offers continue to roll in. 

It may be to late for my parents, as they have already lost thousands of dollars. 
It is my hope, however, that these hearings will shed some light on what I believe 
to be a fraud perpetrated upon the most vulnerable and trusting seniors. 

PREPARED STATEMENT OF DR. KAROL CARTER, DVM 

Madam Chairman and Members of the Subcommittee, my name is Karol Carter 
and I reside in Troy, Michigan. I would like to say I am here on behalf of my 86 
year old father, Allan Carter, but he currently is upset that I am attending these 
hearings. He is concerned that I am ruining his chances of winning a Reader’s Di- 
gest sweepstakes when he, and I quote, “Am getting close to winning.” My father 
has a doctorate in organic chemistry and retired from Chrysler Corporation. He re- 
sides with my 84 year old mother in a condominium in Troy. I have never ques- 
tioned his intelligence, but since the sweepstakes began all sense of reasoning with 
him has become impossible. He has never gambled in his life nor will he play our 
State lottery. 

The problem began innocently enough with his first entry to a Reader’s Digest 
Sweepstakes about 15 months ago. He suddenly was inundated with contests from 
all over the United States, Australia, England, and Canada. I began a serious effort 
to halt this by contacting the Postal Service and was advised to write the Mail Pref- 
erence Service Direct Marketing Association in Farmingdale, New York. I wrote 
twice, the last date July 8, 1998. I have mailed 26 certified letters to 26 companies 
who have contacted him, requesting the stoppage of all solicitations and that his 
name be removed from the mailing list. Copies of those letters have been provided 
to the Subcommittee. I requested a letter of response. I also stated that a copy of 
the sweepstakes had been mailed to the Consumer Protection Division of the Michi- 
gan Attorney General’s Office and also the U.S. Postal Service. I actually only 
mailed complaints regarding Motor Vehicle Awards, SETA Corp., and Reader’s Di- 
gest to the Attorney General, in April 1998. I received written responses from the 
Attorney General stating that the information had been received and that letters 
had been written to the organizations. 

My father is totally convinced that these contests are legitimate. The marketing 
concepts of these companies are cunning. All sweepstakes are associated with mak- 
ing a donation, paying an entry fee to upgrade your winnings, or making purchases. 
Small print notifies “no purchase necessary to enter.” If you decline to purchase or 
to upgrade, the address for your “NO” entry is different from the address for “YES, 
I’d like to buy something.” My guess would be that one leads to a trash dumpster 
and the other to company profits. 

An example of this is the Motor Vehicle Awards entry which states, ‘Y'ou have 
been identified as an award recipient in a national sweepstakes. You, Allan Carter, 
are guaranteed to receive a brand new automobile or cash award. There is no mis- 
take your award is waiting to be claimed. Your award has been confirmed by our 
auditing department and is formally identified by the award registration number 
that has been preselected and assigned by Motor Vehicle Awards. Legal Title to the 
brand new Chevy Malibu will be executed and transferred to you, Allan Carter, pur- 
suant to and in accordance with the Motor Vehicle Code of the State of Michigan 
and the regulations of this presentation as they appear on the reverse side of this 
document. In addition an Optional Commodities Package with a fully redeemable 
value of over $2,500 is being held pending your submission of the standard acquisi- 
tion fee.” The fee is $14.98. The award registration form asks to verify the correct 
name and address, but also requests a telephone number and if you have a Visa 
or MasterCard. The back of the form states that the winning claim number has 
been preselected and that 3,000,000 copies have been mailed. My father entered this 
contest July 1998. Further reading reveals that all entries must be received by Au- 
gust 31, 1999. The Grand Prize will be awarded on or about October 1, 1999. This 
allows Motor Vehicle Awards a year to collect $14.98 from those willing to fall for 
the Commodities Option as he did. 

Another sweepstakes gimmick is games of skill. Games such as Cash 21 require 
you to try to obtain the highest possible total score with the last two digits of the 
solution not exceeding 21. You continue to receive new entries to the same contest 
to break your tie score with other contestants. My father received eight entries on 
the same day in the mail. All were to the same contest but with each a different 
ID Number. A $1.00 processing fee is required for each entry. If you do not continue 
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to the next level, you receive further mailings stating, “You are in danger of losing 
out on a potential GRAND PRIZE.” I was receiving daily calls to help him on this 
contest. This math project I dumped on another family member. Unfortunately the 
rules state, “Evidence of collusion or use of computer devices other than calculators 
are grounds for disqualification.” This contest mercifully ended September 30, 1998. 

Sweepstakes are also supported through “Donations.” The contest states that most 
“winners and entrants” include a small donation to help provide food, shelter, medi- 
cal supplies or whatever for animals, children, or veterans. Boxes are normally 
marked $10, $15, $50, etc. My father, generous soul, enters these “ free” contests 
with a $50 or $100 donation, foolishly thinking the money is all going to help the 
needy — not run the contest. This method is used by Easter Seals, Little Shelter, 
Miracle Flights, Wildlife Fund, Missing Children, Childhood Leukemia Fund, the 
Paralyzed Veterans, the Disabled Veterans and so on. Once a donation is made you 
will receive a similar request on a monthly basis. 

Finally we have the contests associated with (1) magazine subscriptions, (2) clubs 
such as the Travel Club, or Favorites from the Classics, and (3) the purchase of 
catalogue items. At 86 years of age my father has all the possessions he and my 
mother should need, or so I thought. Now thanks to Reader’s Digest, American Fam- 
ily Publishers, Time, Life, U.S. Purchasing Exchange, etc., he has enough videos to 
open a video store — about 200 — and at least 150 compact discs. These items are sold 
at inflated prices and the quality is often poor. Many of these video cassettes have 
not ever been opened. This leads me to believe that he did not want them. He pur- 
chased them to increase his chances of winning. He saves all the packing boxes to 
appease me, “because they can be returned for a full refund.” He really Had no in- 
tention or need to have a magic feather duster, plastic microwave dishes, jewelry, 
imitation crystal plastic vases, rear view mirror magnifier which does not work and 
is dangerous, and the electronic stud detector. Of course, sadly, many of the maga- 
zine subscriptions are sent to family members or my office so we are all on the 
dreaded LIST. 

Many contests implore you to act quickly. Entries must be returned by “next 
Tuesday.” They arrive by bulk mail with no date. Most envelopes are official looking 
with words such as “Very Important Issuance,” “Notice Authorized by Executive 
Order,” and “Special Advisory.” Some contain promotional $1,000 bills. The odds of 
winning vary from 1 in 3,000,000 to the ridiculous Readers Digest 1 in 85,000,000. 
One has a greater chance of being struck by lightening. Of course, all winnings go 
only to the named contestant. Father stands a good chance of not even being alive 
by contest end. He thinks the money will go to his estate and help care for my moth- 
er. That is the beauty of preying on the elderly — they may not even be alive to col- 
lect the total amount which is paid out over 30 years, should any of them become 
the 1 in 85,000,000. 

What is this costing him? I feel like Sherlock Holmes sneaking his financial infor- 
mation. Checks written for less than two months last year amounted to $1,400. 
Charge card expenses for one month amounted to $980, with $680 to United States 
Purchasing Exchange. My mother suffers from a dementia which, regarding this 
mess, is probably a blessing as she has no idea how much money has been wasted. 
My pursuits have been as follows: 

(1) My parents have had an unlisted telephone number for 15 years to prevent 
unwanted solicitations. I had the number changed again after he was Conned out 
of $9,880 over the telephone by some smooth talking “attorney” who had obtained 
his unlisted telephone number from one of the sweepstakes companies. The Cash- 
iers Check was delivered by Federal Express to Quebec, Canada, but cashed in 
Israel. 

(2) His Visa Card company issued him a new card. 

(3) I contacted the Oakland County Probate Court to consider petitioning for con- 
servatorship. I cannot take over control of the funds of a man who can still drive, 
shop, get to appointments, take medications properly, and care for my mother. He 
functions normally in every other way. Though this would stop the sweepstakes it 
is too brutal. One might say that his behavior is not “normal” and certainly at this 
point it is an addiction. The contests give him something to do while caring for my 
mother. He was once an avid reader but that has been replaced by sweepstakes. 

I have read through statements from Ms. Collins, Mr. Levin, and Mr. Durbin re- 
garding the Deceptive Mail Prevention and Enforcement Improvement Act (S. 336) 
and The Deceptive Games of Chance Mailings Elimination Act of 1999 (S. 335). I 
am here today to lend support for those bills. I am not naive enough to think that 
these operations can be completely stopped by these bills, but the proposals provide 
exactly the kinds of controls and protections that I hope can be established. Some 
say here goes government meddling. I am both thankful and grateful for your ef- 
forts. This concludes my testimony. 
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PREPARED STATEMENT OF J. JOSEPH CURRAN, JR., ATTORNEY GENERAL, 

STATE OF MARYLAND 

Thank you for the opportunity to speak to you about an issue that affects all 
Americans but is, I believe, of most critical importance to senior citizens. Direct 
mailings, and sweepstakes specifically, have become a multibillion dollar business, 
with a reach into virtually every home in this country. While many direct mail out- 
fits are legitimate businesses, there is a persistent and growing segment of this in- 
dustry which uses deceptive, misleading and illegal methods to bilk our most vul- 
nerable out of their hard-earned money. These sweepstakes solicitors are experts at 
making people think the unthinkable and believe the unbelievable. In short, they 
are masters of delusion. These practices must be stopped, and I commend Senator 
Collins and this Subcommittee for holding hearings to address the problem. 

First, the size and reach of the sweepstakes industry, and thus the scope of this 
problem, is enormous. While this may seem an obvious point, it is actually difficult 
to ascertain exactly how large the industry has become, and many of the large com- 
panies will not release revenue figures or mailing results. We do know that nearly 
one-third of all new magazine subscriptions are generated through sweepstakes, 
which makes them worth millions to publishers whose revenues from advertising 
are tied to circulation figures. A sweepstakes mailing for magazine subscriptions is 
four to five times more likely to produce an order than a simple direct mailing, with- 
out a prize or contest. Two of the largest companies send more that 400 million 
mailings into American households each year, and a successful sweepstakes mailing 
will generate subscription orders from at least 10 percent of the recipients. Thus, 
sweepstakes are powerful, effective tools of persuasion being used to reach millions 
of Americans each year. 

I witnessed this first-hand when I instituted Maryland’s first Senior Sting last 
year. The initiative was designed both to identify the organizations preying upon 
Marylanders for enforcement purposes, and to heighten consumer awareness of 
these scams. Five hundred senior citizens from all over the State collected their mail 
solicitations for a month, and the amount of mail they received was in itself indic- 
ative of the breadth of this problem. They collected over 10,000 pieces of mail, of 
which about 40-45 percent were sweepstakes. We believe that while roughly 10 per- 
cent of the mailings were actually fraudulent, a far greater percentage were decep- 
tive, confusing, or misleading 

What do I mean by deceptive or misleading, in contrast to fraudulent or illegal? 
A fraudulent sweepstakes would, for example, solicit money from participants with 
no intention of ever awarding anyone a prize. An illegal sweepstakes might award 
prizes to one out of every 800 million entrants, but it would fail to disclose the 
chances of winning, require paying a fee or purchasing a product in order to partici- 
pate, or violate other laws governing sweepstakes. These operations are clearly un- 
acceptable, and we must do all we can to put them out of business 

There is a far greater segment of this industry, however, which complies with the 
letter of the laws governing sweepstakes, but utilizes unconscionably misleading 
and confusing tactics of persuasion. Some of these ploys are well-known to you, I 
am sure. For example, we found many sweepstakes during Senior Sting in which 
the envelope blared “You are a winner — a guaranteed winner of our $100,000 grand 
prize!” in huge, bold letters. It would be only in the smallest possible type above 
this headline that the careful reader might notice the preceding sentence. “Return 
the Winning Prize Entry and we will announce” that you have won the $100,000. 
It is, of course, likely that many readers will not even notice the caveat, particularly 
those with poor eyesight. Moreover, it is very confusing and could easily be under- 
stood to guarantee winning as long as the entry is returned, which is completely 
untrue. 

There are countless other examples: the sweepstakes that does a better imitation 
of a government document that some government documents do; the “free” prize 
which turns out simply to be $100 toward a $600 stereo you must buy; the sweep- 
stakes that claims you need not subscribe to any magazines in order to be eligible 
for the prize, but instructs you to send your entry to headquarters only if you do 
subscribe, and to send it to a post office box in Iowa if you do not. Indeed, sweep- 
stakes companies employ the best marketing and promotion experts, copywriters 
and graphic artists to develop ever more enticing and effective pitches, all designed 
to make you believe you have won or will win if you just take one more little step — 
like mailing in your entry form along with a magazine subscription. And for far too 
many Americans, that “one more little step” ends up in heartbreak, with a lifetime 
of savings gone and nothing but humiliation to show for it. 

Anyone can be vulnerable to these scams, but statistics show that the elderly fall 
victim most often. Estimates are that senior citizens represent over half of the peo- 
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pie on “mooch” lists, which are lists the industry compiles of past victims or people 
likely to respond to mailings. Experts in gerontology are conducting studies to un- 
derstand better why the elderly are particularly vulnerable, but there are some 
theories which make sense. For example, senior citizens more often suffer from fail- 
ing eyesight or other physical and mental disabilities which can impair their ability 
to distinguish between the legitimate and illegitimate mailing. They are often lone- 
ly, and thus more susceptible to the excitement offered by the sweepstakes and less 
able to consult with someone else about the advisability of responding to a mailing. 
They also sometimes have more disposable income than younger people; we are fair- 
ly certain, for example, that sweepstakes companies do not concentrate on college 
dormitories. Finally, older folks grew up in a different era, where people tended to 
be more trusting, had faith in things that looked official, and were less apt to risk 
being impolite by saying no, hanging up the phone, or throwing away their mail. 

In sum, I believe this industry has gotten out of hand, and I am pleased that the 
Senate is taking a hard look, at the problem. State Attorneys General around the 
country are stepping up both enforcement and consumer education efforts in this 
arena. We are, for example, currently working with other States on several inves- 
tigations of companies we identified through Senior Sting. I do believe the 
Federalprotections offered by Senator Collins’ bill would be welcome additions to 
State laws and regulations. Along with Congressman Ben Cardin, I supported a 
similar bill last fall in the House, and I am pleased to see both the House and Sen- 
ate taking steps to combat this insidious and widespread exploitation of some of our 
country’s most vulnerable citizens. Thank you very much for the opportunity to 
speak with you today, and I would be happy to answer any questions. 

PREPARED STATEMENT OF VIRGINIA L. TIERNEY, MEMBER, BOARD OF 
DIRECTORS, AMERICAN ASSOCIATION OF RETIRED PERSONS 

Madame Chair and Members of the Subcommittee: 

My name is Virginia Tierney and I am a member of the Board of Directors of 
AARP. On behalf of AARP, thank you for inviting us here this morning to discuss 
the impact of deceptive mailings, including fraudulent sweepstakes, on older Ameri- 
cans. We will also comment on the importance of enacting legislation that will aid 
the U.S. Postal Service and law enforcement agencies’ efforts to deter these fraudu- 
lent practices throughout the country. 

AARP is not here to condemn sweepstakes. We acknowledge that they appeal to 
some of our members and are the foundation of magazine publishers’ efforts to ob- 
tain subscriptions. 

However, sweepstakes and other forms of deceptive mailings are a major concern 
to AARP because of the severe effects they have on our members, who are victim- 
ized in large numbers. AARP’s involvement in this issue is not new. In the past 
three years, we have launched campaigns against charity and telemarketing fraud 
based on research examining older victims’ behavior and perceptions, partnerships 
with enforcement and consumer protection agencies, and warnings to consumers 
through public service announcements, educational workshops and program activi- 
ties. AARP’s research into telemarketing fraud and charitable solicitations, which 
are closely tied to direct mail fraud, has identified sweepstakes as a prime area of 
concern. 

Sweepstakes were the No. 1 form of telemarketing consumer fraud reported to the 
National Consumer League’s National Fraud Information Center (NFIC) in 1995, 
1996 and 1997. This ranking is based on the number of calls made to the NFIC, 
which handles 300 to 350 calls each weekday. In 1997, almost 13 thousand reports 
of suspected telemarketing fraud were made to the NFIC. Out of this total, close 
to 10 thousand people gave their age and over 40 percent of that group was over 
the age of 50. Based on these reports, the No. 1 scam was sweepstakes, with maga- 
zine sales ranking No. 5. That helps to tell the story statistically, but it doesn’t 
begin to take into account the personal anguish caused to individuals, and the 
friends and family associated with them. That is painfully evident from the testi- 
mony of the people seated with me here this morning. 

AARP has taken extraordinary steps to educate our members and the public at 
large as to how to differentiate between legitimate offers and misleading, deceptive 
or fraudulent ones. Our goal is to reduce fraud and deception in telemarketing and 
mailed solicitations. As part of this mission, AARP has worked in tandem with the 
Attorney General’s office in my home State of Massachusetts, as we have with other 
State Attorneys General, to gather information and warn consumers about potential 
fraud. 
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Additionally, we were active participants in Operation Mailbox. Operation Mail- 
box was a coordinated effort undertaken with the Federal Trade Commission (FTC) 
and Federal and State law enforcement agencies to identify fraudulent mail. 

In December, 1997 as a function of the AARP Anti-Telemarketing Fraud cam- 
paign, we placed an article in our monthly publication The Bulletin. The article 
asked members to check their own mail for cards and letters that looked suspicious 
or that carried claims that the recipient was a “guaranteed contest winner.” We also 
requested that they watch for mail that offered “no risk” investments, get-rich-quick 
schemes, or solicitations for dubious charities as well as mail that alerted the recipi- 
ent to immediately call a 1-800 or 1-900 number. We asked that such mailings be 
submitted to the Association. We told our members that law enforcement experts 
would be reviewing the mail for possible legal actions. 

Throughout the next six months, AARP members submitted over 10,000 pieces of 
mail. Dozens of members sent envelopes and boxes stuffed with solicitations. Over 
and over our members asked the same questions; “Is this a legitimate solicitation?” 
and “Can you help me get the money I’ve won or help me get my money back?” 

Subsequently, for more than three months AARP volunteers and staff opened, 
read and sorted the mail sent in by members. In cooperation with the FTC and Fed- 
eral and State agencies, who formed the Operation Mailbox task force, AARP identi- 
fied more than 5,000 pieces of mail that might require legal action. An outside firm 
was hired to code the pieces under the system used in the Consumer Sentinel data- 
base. Consumer Sentinel data is used by subscribing law enforcement agencies to 
identify and investigate suspected fraudulent businesses or individuals. 

Based in part on AARP’s contribution of over 5,000 complaints, at no cost to law 
enforcement, the FTC/Operation Mailbox strike force announced over 160 Federal 
and State enforcement actions against the sponsors of these mailings in October of 
last year. 

while Operation Mailbox was a tremendous success, we believed that more need- 
ed to be done to identify what drives people to participate in sweepstakes and to 
ascertain what their expectations might be. With that in mind we embarked on re- 
search in this area. AARP contracted for the services of Dr. William Arnold, an Ari- 
zona State University professor, and a recognized expert on this topic. While his re- 
search efforts on our behalf have not been completed, we would like to share some 
of the preliminary results with the Subcommittee this morning. A part of the re- 
search effort looks at the attitude of the consumer. Preliminary results in this area 
show that 40 percent of older Americans who receive sweepstakes solicitations, re- 
spond to them. Of those who respond by purchasing a product or service, the con- 
sumer who asks to be billed later is more likely to continue to participate in sweep- 
stakes than is the person who pays in advance. 

What is distressing, however, is the finding that 23 percent of those who partici- 
pate in sweepstakes believe that purchasing something increases their chances of 
winning. Combine that figure with the 17 percent who feel that purchasing might 
increase their chances and you have fully 4 out of 10 participants who don’t believe 
the statement, “No purchase necessary to win!” Finally, 87 percent of those inter- 
viewed for Dr. Arnold’s study believe that the government should do something 
about deceptive mailings. As you can imagine, we look forward to the final results 
of Professor Arnold’s study and will be happy to share those findings with the Sub- 
committee upon receipt. 

The concern over the perception that a purchase might be necessary to win is one 
area that can and should be addressed by the companies that do the mailings, irre- 
spective of what Congress does. Another more serious issue that AARP believes re- 
quires Congressional action regards the messages contained in the mailing devices. 
It is the use of “you have automatically won” type language in sweepstakes pro- 
motional materials. This language is at the core of the fraud and deception. 

A sampling of letters from our members highlighting the ordeals they have gone 
through and the range of concerns they raise is instructive. Copies of several of 
these letters are attached. One woman asks that the large amount of money just 
awarded to her spouse, who has been dead for six years, be placed in his estate so 
that the family can enjoy it. While she states that she doesn’t expect to see the 
money, she was clearly hurt by the solicitation and pleads, “this kind of nonsense 
must be stopped.” 

Two others, both homebound and coping with disabilities, simply ask, “Where is 
my money?” and “Please help me get it.” Yet another has waited over a year for 
the promised $100,000, but is equally agitated that she didn’t receive her “guaran- 
teed” $250 for participating. In a similar vein, a member offers that the sweepstakes 
sponsor has made a series of promises to her over a two-year period, going so far 
as to schedule a special date for their appearance, only to disappoint. 
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As was mentioned earlier, this is a problem that often involves other family mem- 
bers as well. A daughter writes in regard to her independent 87-year-old father and 
raises a different set of concerns. She is uncomfortable intervening in her father’s 
affairs, but does so because he recently canceled a trip to visit his only sister, stat- 
ing that “it conflicted with the date he was to be in New York to collect his 
winnings.” What is more alarming is the fact that he has taken $13,000 out of his 
savings and spent $11,000 between May and August on books and magazines. Our 
member asks, “Why would the company allow someone to purchase five copies of 
Victor Borge Then and Now or four copies of Charlotte’s Web within a 90-day pe- 
riod?” 

Finally, there is the story of a daughter-in-law attempting to settle the estate of 
her deceased father-in-law. She is in possession of 17 boxes of sweepstakes solicita- 
tions sent to her father-in-law. She can also verify that he spent over $10,000 on 
magazine subscriptions. In light of what you have already heard, neither of these 
facts may be particularly surprising. What is astounding, however, is that the 
sweepstakes sponsor repeatedly renewed his subscriptions to “Sports Illustrated” 
and “Newsweek” through the year 2086! That’s right, an 87-year subscription! While 
the sponsor assured her that his account balance was $0, no one offered to refund 
the monies already received to extend the subscription nor have they agreed to do 
so upon her request. Unfortunately, these are but a few of the many examples of 
harm consumers have experienced from fraudulent and deceptive sweepstakes pro- 
motions — and reflect just a few of the letters AARP has received. 

Obviously, something needs to be done. That is why we are pleased that this Sub- 
committee is taking action to aid consumers. We are especially glad that Senator 
Collins is addressing consumer concerns with sweepstakes by introducing S. 336, 
the “Deceptive Mail Prevention and Enforcement Act.” AARP agrees with the 87 
percent of respondents in Dr. Arnold’s study who believe that the government needs 
to do something to deal with deceptive mail. While the legislation is not the focus 
of today’s hearing, we will comment briefly on some of the provisions in S. 336 and 
offer suggestions on other areas that should be addressed by the Congress. 

One of the most attractive provisions in S. 336 is the civil penalty provision. 
AARP has contended that the most direct means of eliminating fraud is to take the 
profit out of it. The stiff remunerative penalties, capping out at $2 million, are truly 
a deterrent. We also applaud Sen. Collins for proposing to provide the Postal Inspec- 
tion Service with the authority to stop deceptive mail. Finally, we support the defi- 
nitions of nonmailable matter included in the bill. We believe that clarifying what 
message may be contained in a mailing and how it may be presented is of critical 
importance. 

Also, we hope that the Subcommittee will, among other things, look at provisions 
that would couple claims and promises with disclaimers and clearly define games 
of skill and their risks and rewards. The latter provision would require “games of 
skill” operators to detail exactly how many levels a participant would have to 
achieve to win the grand prize, what the maximum cost would be to participate, and 
a timeframe within which the contest winner will be determined. Additionally, we 
urge the Subcommittee to address the concerns we have raised regarding consumers 
oversubscribing and the difficulty they encounter in recovering money paid for mul- 
tiple-year subscriptions. 

Again, I thank you for the opportunity to provide the Subcommittee with back- 
ground and recommendations on this critical issue that impacts so many Ameri- 
cans — particularly older Americans — so severely. AARP stands ready to work with 
the Chair and Members of the Subcommittee to enact legislation that will signifi- 
cantly curtail the fraud and deception surrounding sweepstakes mailings. 

I look forward to responding to your questions. 
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Besr 

You probably thought it could never happen tovoi^^Anieveiw^w, 
3 IIIL tind it hard to believe that 
could ai^^^^^^^ur winner. But 

it's absolutely true: now positively guaranteed to be 

awarded SSSUiZJlD — fn^Digge^ single cash payment ever made to 
ANYONE in a sweepstakes presented by SPORTS ILLUSTRATED — if you have 
pd return the grand prize winning entry in time! In fact, the funds 
have been put on reserve for the express purpose of paying the entire 
3833,337,00 amount in full. And now that we've been authorized to pay 
the prize money, the very next time you hear from us, it could well be,, 
to inform you that c t /„■ )- *■ c ^'1 1 * 


A BANK CHECK 




ON ITS WAY TO 


'i'l'iiA'i iJ , 


So 

instru^ 
entry c, 
envelop: 
yours. 

Let 
51 annu. 
of almo 



mar 
certiti, 
there's 
entry. 


you'd be wise to put any doubts aside, and follow these simole 
tions: Affix the Grand Prize Validation Seal to the offioiai 
ertificate. Then mail it in one of the official sweepstakes 
s enclosed. That's all we ask of you, and the cash could be 
Just how much money are we talking about? 

s say you put the entire SB33,337.00 in a bank and receive only 
al interest on the money. You'd still enjoy a guaranteed income 
341,557.00 a year — without even touching your original 
There's no denying it, 3833,337.00 is enough money to put 
on the sunny side of the street for the rest of your life, 
it's so important for you to validate the official entry 
cate and return it to us as soon as you possibly can. Because 
no way you can be paid the 3833,337.00 if you fail to return an 
Truth is, if you hold the grand prize winning number. 


YOU'LL FOEEEIT THE 3833,337.00 IF YOU FAIL TO RESPOND TO THIS NOTICE! 

And then, the Grand Prize that should have gone to ^^H^B^Bwill 
have to go to an ALTERNATE winner! Because the money i^^^^^HBnally 
guaranteed to be awarded whether we hear from you or not! So be 
apsolutely certain to validate and return your entry as instructed. And 
I'd advise you to do so immediately for a very important reason: 
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February 23, 1998 



Dear Prize Coordinator, 

On January 9, 1997 I received an envelope in the mail 
with this letter enclosed. I followed all the instructions, 
filled everything out and mailed it back to you on January 
10, 1997. 

As you can see by the copy of the letter I have enclosed 
I am a guaranteed winner. I’m sorry I didn’t make a copy of 
what I sent back to you. I did write on my letter; as you 
can see; that January 15, 1998 I would get my check for at 
least $100,000.00 and by no later than 30 days later. As of 
today I have received nothing. Also I had a color - coded 
address label, which must of made me one of the maximum TEN 
(10) recipients. I returned this label as instructed and I 
have not received my $250.00 for that yet eithe r . 

I have given you more than ample time to get my check or 
checks to me. I want to know where my money is 
($100,250.00)? I will give you until March 10, 1993 to 
explain to me why I have not recieved any money. If I have 
not heard from you by March 10, 1998, I will send a copy of 
this letter and my First prize Notification letter to My 
State Attorney General, AARP and Janet Reno. I know they are 
checking into sweepstakes and prizes. I feel they will get 
to the bottom of this for me. 

I hope you will check into this matter . 


Thank you, 
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October 14, 1997 


Dear Sir or Madam: 


Your Customer Service Department has foraarded this letter to you at my specific 
request, because ! want it to be read by the highest level of management 1 can reach. 

It expresses my deep concern with some of your current subscription marketing 
strategies and policies. Please allow me to describe a situation for you. 

My father. is 87 years old and is blind in one eye. He is relatively 
healthy and quite alert for his age, very proud, and fiercely independent. For these 
reasons, my sister and 1 have tried to let him manage his own affairs for as long as he 
seems able. 

jllllllllllllllllllllf^ has been a trusted name in our household for some time; our 
family has purchased a number of publications over the years. More recently, however, 
it has become evident that my father is totally consumed with winning your various 
sweepstakes. In fact, he was so convinced he was going to win last year that he 
canceled a trip to visit his only sister because it conflicted with the date he would have 
to be in New York to pick up his winnings. When he didn't win (as he felt the letter had 
promised he would}, we thought he might be a bit wiser for the experience. 
Unfortunately, we are learning (belatedly) that it just increased his addiction. He seems 
to feel that if he makes a larger "down payment" in the form of more purchases before 
the next drawing, he will win. 

He does very little reading now because of his partial blindness, watches minimal TV, 
and does not own a VCR. Yet he is buying countless video tapes and publications from 
you that he cannot use. 


in the beginning, we were not overly concerned, because he seemed to enjoy giving his 
purchases to friends and relatives. We felt that if it gave him pleasure, it was OK to 
spend hiS Social Security any way he pieasect. However, we recentiy discovered that 
since AprilhehaylaMj^pproximately 513,000 out of his life savings to cover several 
checks tol 



Unfortunately, my sister and I have now had to intercede. I recentiy worked with your 
Customer Service Division to cancel all future mailings and tag his accounts (all three) 
so that no more orders will be accepted. A refund check tor a small portion of the 
unnesded material has been received. Although your representative was helpful, that 
does not negate the questions that arise from this situation. 


Why did not some sort of alarm go off in your system that might trigger something like 
an inquiry letter, e,g„ “Mr. Murphy, did you really mean to order four copies of 
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Charlotte’s Web7 Or five copies of Victor Borge Then and Now?" Ail of these were 
ordered within a three month period. 

The transaction records which I requested and received indicate that my father spent 
over $1 1 ,000 with you from May 8 through August 21 of this year, is there nothing in 
your system that would cause someone to look at this and wonder if it is accurate? 

Each customer service representative to whom 1 spoke indicated that this was an 
inordinate amount of activity - yet nothing was ever done to investigate these accounts. 

Research has shown that when people of limited means get older, they fear running out 
of money more than anything else. In my father's particular logic, he sees winning the 
sweepstakes as the easy solution. He is not a wealthy man, arid these withdrawals 
have put a sizable dent in his nest egg. These are the funds meant to see him through 
the rest of his life. 

In hindsight, it is obvious that my sister and I should have become involved in our 
father’s finances sooner; our efforts to let him maintain his independence led us to play 
a passive role. The unfortunate thing is that he is competent in all other respects. 1 
believe that he - like many other elderly people - has fallen prey to the speculative 
"promises" made in the sweepstakes literature from your company and others. While 
I'm sure your legal department has cleared everything that the marketing department 
develops, I do think there should be some morally higher ground when it comes to 
targeting senior citizens. 

Even though it is mentioned that no purchase is necessary to enter (and win) the 
sweepstakes, my father states emphatically that "Everybody knows that you have to 
buy something in order to win." He also defends his purchases by saying, "I have to 
keep buying - I’ve reached the next level!" From what I understand, anyone who 
correctly fills out and returns the entry (with or without a purchase) reaches the “next 
level," but he remains unconvinced. 

Considering the vulnerability of senior citizens in general, and especially those who are 
less sophisticated or whose reasoning capacities are diminishing, I believe more should 
be done to clarify your solicitations. For example: 

• The odds of winning (or not winning) should be prominently placed and in larger 
type. 

• Language should not imply that one has already won (or is very close to winning). 
Attaching a small disclaimer after such a statement has little effect on those people 
who want to believe that they will win. 

• It should be emphasized in prominently placed type that it is absolutely not 
necessary to purchase anything to win. 
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This whole siiuaiion hes so larnished my image of th^jUjHillliss a tresfed 
venoor and fnend to Amerioa’s families that 1 wiii never again purchase anything 
remoiely connected to your publications. Vv'hile your stockholders may be pleased with 
their earnings results, my father has been made thousands of dollars poorer by chasing 
one chance in several million for financial security in his old age. 

I would like a resoonse from a company officer, just to verify that this letter was read by 
someone in a position to act on some of these concerns. I do NOT expect to receive a 
form letter or something from a customer service representative. I would hope that as 
the recipient of this letter you will do a lifile research into my father s accounts, so that 
you can see the fiscal extent of his belief in you. The Customer Service Department 
has sent me a copy of recent transactions, b'Jt surely there is some way that you can 
determine the amount of money he has sent to you over the last f ve years, at least, i 
would like to know that figure. I hope to hear from you soon. Additionally, 1 do not want 
my father to be involved in any correspondence at this point. 


Sincerely, 
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PREPARED STATEMENT OF NAOMI BERNSTEIN, VICE PRESIDENT OF 
MARKETING SERVICES, AMERICAN FAMILY ENTERPRISES 

Madam Chairman, I am pleased to appear before the Subcommittee today to dis- 
cuss the promotional use of sweepstakes in the sale of magazines and other products 
through direct marketing. My name is Naomi Bernstein and I am the Vice President 
of Marketing Services for American Family Enterprises, one of the leading subscrip- 
tion sales companies. At AFE, my responsibilities include the administration of mar- 
keting systems and database operations. Before joining AFE 2 years ago, I spent 
more than 25 years at Reader’s Digest where I was a senior executive in both the 
marketing systems and data administration areas. 

I am proud to have spent my career in the publishing industry. Madam Chair- 
man, and I hope that my testimony will help the Subcommittee better understand 
the role that legitimate sweepstakes contests have traditionally played in the pub- 
lishing industry. 

American Family Enterprises, then known as American Family Publishers, was 
founded in 1977 by a consortium of four major magazine publishing companies who 
sought to increase subscription sales for the magazines they published. The found- 
ing publishers believed, correctly, that it would prove to be more economical to offer 
to a mass consumer audience a broad variety of magazines than to try to identify 
and target potential readers for individual magazine titles through the mail. They 
further believed, correctly, that subscribers who chose to purchase a magazine from 
among many choices offered on a magazine stampsheet would prove to be just as 
committed to the magazine and therefore just as likely to renew from the publisher 
as those who subscrihed to magazines through direct-from-publisher channels. And, 
indeed, for more than 20 years, AFE, along with others, has provided magazine pub- 
lishers with many millions of new readers who contribute significantly to the flour- 
ishing magazine industry that exists in the United States today. According to the 
New York Times, sweepstakes solicitations account for roughly one-third of new sub- 
scriptions. Without the subscriptions that AFE and its competitors provide, it is 
likely that many publishers would be unable to sustain their circulation levels, 
which would pose a serious threat to the continued financial viability of many maga- 
zines. 

Sweepstakes are commonplace throughout the business world today. Coca-Cola, 
McDonald’s and other household names use sweepstakes to promote their products. 
In the magazine industry, sweepstakes have long been associated with subscription 
sales by both single and multi-title publishers. The reason is straightforward. Maga- 
zine subscriptions are a discretionary purchase. As in industries with similar mar- 
keting dynamics — from nonprofit fundraising by groups like the American Lung As- 
sociation to the President’s Day warehouse sale — they require attention-getting mar- 
keting. Sweepstakes contests serve specifically to attract attention to mailings 
amidst an extremely cluttered mailbox, to generate excitement in the possibility of 
winning and to raise interest in the product or cause being promoted. 

AMERICAN FAMILY ENTERPRISES 

As you can see Madam Chairman, sweepstakes have played a major role in the 
viability of the publishing industry. American Family Enterprises is one of many 
companies that use this marketing tool. Since its founding in 1977, AFE has used 
sweepstakes to promote more than 300 different magazine titles as well as a limited 
selection of books and other merchandise. 

AFE’s sweepstakes are judged by an independent organization. Since 1977, AFE 
has awarded more than 300,000 prizes, including $92 million in cash and merchan- 
dise prizes. Every prize offered in our promotion is awarded. 

AFE believes, and the data discussed below confirm, that virtually all individuals 
who purchase subscriptions through AFE’s mailings do so because we provide them 
with a low-cost and convenient way to buy one of the broadest selections of maga- 
zines for sale in the United States today. Consumers buy these magazines because 
they wish to read them on a regular basis — not because they feel they must buy 
in order to win our sweepstakes. 

AFE is a true mass marketer, mailing hundreds of millions of individual pieces 
of U.S. mail each year. In fact, if you have a mailbox, it is likely that you have re- 
ceived one of our mailings. People of all ages, incomes, and geographic locations re- 
ceive the same mailings from AFE. 

Madam Chairman, AFE does not target any demographic groups nor do we collect 
demographic information from our respondents. We have never sent out a mailing 
directed at senior citizens, or any other demographic group. 

In fact, people of all ages and interests subscribe to AFE’s magazines, and people 
order all different kinds of magazines. Through our stamp sheets, AFE often mar- 
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kets in a single mailing more than 100 subscription offers, including magazines 
ranging from Sesame Street and Teen to Rolling Stone, Parenting, and Fortune. The 
same stamp sheet — offering that broad array of magazine choices — is sent to all cus- 
tomers. American Family’s goal is to reach consumers with as wide a range of ages, 
income levels, and interests as possible. As a result, AFE’s “target market” is simply 
every American who reads magazines or who may purchase magazines hy mail — 
in other words, nearly every reading American household. 

AFE is primarily in the business of selling magazine subscriptions. In order to en- 
courage consumers to open our mail packages, AFE uses a sweepstakes prize as the 
primary focus of each of its mailings. Once opened, AFE hopes a customer will 
choose to order from among the wide variety of magazines offered at low prices and 
available to them in the convenience of their home. The point of our mailings is not 
to convince people they’ve won a sweepstakes, but rather to be excited about the 
possibility of winning and to consider our products. The vast majority of people who 
receive our mailings understand them and do not believe either that they have won 
or they must order to win. 

As the data we have provided to the Subcommittee demonstrates, more than four 
out of five of all recipients of our mail do not respond at all. Of those who do re- 
spond, more than half enter the sweepstakes without ordering — plainly indicating 
their understanding that no purchase is necessary. Of those who choose to order, 
most have entered an AFE sweepstakes previously without ordering — again indicat- 
ing they understand that in AFE’s sweepstakes promotions, no purchase is nec- 
essary to enter or win. 

This response behavior supports our belief that the overwhelming number of peo- 
ple ordering from AFE are buying magazines they want to read, such as TV Guide, 
Ladies Home Journal, Time, People, and Better Homes and Gardens, to name a few 
of our popular selections. 

In addition to the sweepstakes entry and official rules, which explain in detail 
how the sweepstakes works, each AFE mailing contains an order form for subscrip- 
tions to magazines. AFE offers these magazine subscriptions at the lowest author- 
ized prices available to the general public 

Our mailings are not designed to, and do not, induce consumers to buy an inap- 
propriate number of magazines. An analysis of our customers’ buying habits dem- 
onstrates that the overwhelming majority of our customers are not spending exces- 
sive amounts with AFE. In fact, among our customers who make a purchase, the 
average annual amount spent on magazines is $40. We estimate that more than 9 
in 10 customers spend less than $100 a year with AFE. Only 2 percent of those who 
place orders spend more than $200 annually. We estimate that in 1997 fewer than 
3,000 people and in 1998 fewer than 750 people spent more than $1,000 with AFE. 
To put these numbers in context, a household would reach the $100 spending level 
simply by ordering through AFE the equivalent of an annual subscription to People 
magazine. By adding TV Guide, Newsweek and Sports Illustrated to the list, the an- 
nual subscription charges through AFE would easily exceed $200 or roughly the an- 
nual cost of a daily newspaper. 

In several places throughout each mailing, AFE reminds recipients that no pur- 
chase is ever necessary to win a sweepstakes prize. Instructions for entering without 
purchasing are clearly placed in more than one location. Therefore, it is not surpris- 
ing that most people who enter AFE’s sweepstakes do not enclose an order for a 
magazine. This response pattern indicates that AFE’s customers generally under- 
stand that no purchase is necessary to enter AFE’s sweepstakes, and that the proc- 
ess to do so is clear. Indeed, a significant majority of winners of AFE’s sweepstakes 
have submitted winning entries without placing orders. In fact, 11 of 17 Grand 
Prize winners, including our two most recent winners — John David Gryder (Texas) 
and Leavitt Baker (Maine) — submitted their winning entries without an order. 

NEW STANDARDS FOR THE INDUSTRY STRENGTHENED COMMITMENT TO 
CONSUMERS 

While it is clear that the vast majority of our customers understand and enjoy 
participating in our sweepstakes promotions, it became evident in 1998 that a very 
small minority of consumers may have disregarded, been mistaken or somehow been 
confused about our sweepstakes rules and procedures. 

In order to address this issue, I, along with other members of AFE’s new manage- 
ment team, initiated a comprehensive re-evaluation of AFE’s marketing and pro- 
motional methods. During this process, our efforts were guided by the following 
three goals: 

(1) To bolster consumers’ faith that AFE sweepstakes are legitimate, truthful and 
fair; 
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(2) To better identify and respond to the small number of consumers whose re- 
sponse behavior may indicate confusion about AFE sweepstakes mailings; 

(3) To continue AFE’s tradition of marketing its products in a manner that contin- 
ues to be fun and engaging for the consumer. 

As part of this process, AFE listened and responded to the suggestions and con- 
cerns of consumer advocates both within and outside the government. We were also 
mindful of the concerns that you, Madam Chairman, as well as the Ranking Minor- 
ity Member of the Subcommittee, Senator Levin, and others have raised regarding 
the conduct of sweepstakes promotions. 

SIGNIFICANT CHANGES BY AFE 

The success of our business depends entirely on consumer confidence. We have 
every interest and incentive in consistently delivering value and service to our cus- 
tomers. Based upon our re-evaluation, AFE has implemented a number of important 
changes to our sweepstakes promotions. These changes include: 

(1) Clearly disclosing, in numeric form, in AFE’s Official Rules, the odds of win- 
ning each prize. 

(2) Reminding all mail recipients repeatedly that no purchase is necessary to 
enter the sweepstakes. 

(3) Including in all mailings a prominent statement of the “American Family 
Promise,” which states that: 

— The magazine prices that AFE offers are always equal to the lowest avail- 
able to the general public. 

— All sweepstakes prizes are awarded. 

— No purchase is ever required to enter. 

— All entries have an equal chance to win. 

— Subscriptions can be canceled at any time and money will be refunded 
for all unserved issues. 

— Products can be returned for a refund if unsatisfactory for any reason. 

(4) Directing that all sweepstakes entries, whether with orders or without, be re- 
turned to the same city, reinforcing the message that all entries are, in fact, treated 
equally. 

(5) Establishing a website (www.americanfamily.com) to, among other things, an- 
swer consumers’ most frequently asked questions, reiterate the sweepstakes rules 
and publish the American Family Promise. 

(6) Avoiding the use of language referring to the recipient as a member of a “small 
group” with an improved chance of winning the sweepstakes prize. This includes 
language stating that a recipient is a “finalist” or “tied” to win a prize. 

AFE also has instituted a pilot program to try to identify and protect potentially 
vulnerable sweepstakes consumers. By this we mean individuals who are purchas- 
ing an unusually large number of magazine subscriptions. While this might simply 
represent an appropriate choice for that person, we recognize that it may also indi- 
cate that someone incorrectly believes that they must order a magazine to enter the 
sweepstakes. This group of frequent purchasers appears to represent less than V 2 , 
of 1 percent of AFE’s customers. As part of this program, beginning in the spring 
of 1998, AFE began sending a “no purchase necessary” reminder letter to individ- 
uals whose ordering patterns suggested that they might not understand AFE’s 
sweepstakes procedures. This letter generally states that all entries, including those 
without an order, have an equal chance to win, and specifically reiterates that no 
purchase is ever necessary to enter or win. 

As part of the program, AFE has elected not to mail certain customers for whom 
the no purchase necessary letter may not be enough. Although the program is in 
its initial stages and is under on-going review, AFE has chosen to stop mailing to 
approximately 25,000 people. This means that these customers will no longer re- 
ceive sweepstakes solicitations from AFE. The Company has also been working dili- 
gently with the Direct Marketing Association to develop “best practices” rec- 
ommendations on the issue of protecting the vulnerable. 

AFE also blocks certain customers from making future orders, including those 
who have been identified to AFE as being incapable of making rational purchasing 
decisions. AFE also maintains a much larger list of consumers who have asked AFE 
not to send them promotional mailings or who have been identified to the Company 
by others as not interested in receiving such mail. 

AFE’s goal is to offer magazines and products that people want to purchase and 
use and to guarantee customer satisfaction. Accordingly, AFE’s policy is to offer re- 
funds on a “no questions asked” basis for all unserved magazine issues or returned 
merchandise. This refund policy is prominently featured in all of AFE’s mailings. 
In addition, customer representatives have authority to go further in appropriate 



133 


circumstances in order to handle customer concerns in a compassionate manner. 
AFE is committed to excellent customer service. 

These actions and others are a central focus of AFE’s strengthened commitment 
to consumers. Consumer confidence and customer satisfaction are AFE’s highest pri- 
orities. 

PROPOSED FEDERAL LEGISLATION 

As I mentioned earlier, Madam Chairman, AFE is well aware of the strong inter- 
est that you. Senator Levin, and other Senators have in this issue. We have prelimi- 
narily reviewed the legislation that you introduced earlier this year and believe that 
it contains provisions that would help ensure that sweepstakes promotions are used 
in a responsible way and by reputable companies. Furthermore, AFE believes that 
your bill as well as the legislation introduced by Senator Levin will help weed out 
fraudulent operators and set higher standards for legitimate users of sweepstakes. 
AFE takes very seriously the concerns that this Subcommittee has raised and we 
have already adopted many provisions contained in your two bills. For example, 
AFE’s mailings contain several reminders that no purchase is ever necessary to par- 
ticipate in our sweepstakes. In addition, AFE discloses the odds of winning each 
sweepstakes prize that it awards as would be required by the legislation. In these 
instances, and many others, AFE not only supports the substance of your legislative 
proposals but has already implemented many of them in connection with its pro- 
motions. 

While AFE does have concerns about the specific wording of some provisions, as 
well as concerns about some of the procedural aspects of both bills, we would like 
to work with you, Senator Levin, and your staffs to see whether these concerns 
might be addressed as these proposals move through the legislative process. Indeed, 
we look forward to working with you to develop comprehensive standards for the 
entire industry. 

CONCLUSION 

I think it is clear that the vast majority of the individuals who receive our mail- 
ings understand our sweepstakes promotions. Generally, if they choose to order our 
products, they do so because they want to — not because they believe they have to 
in order to win our sweepstakes. However, with respect to the very small minority 
of individuals who may not understand our sweepstakes promotions, we stand ready 
to work with the Subcommittee and other governmental and industry representa- 
tives to develop appropriate safeguards. 

Madam Chairman, that concludes my statement. We appreciate the opportunity 
to provide testimony at today’s hearing. I would be pleased to answer any questions 
that you or other Members of the Subcommittee have at this time. 

PREPARED STATEMENT OF DEBORAH J. HOLLAND, SENIOR VICE 
PRESIDENT OF PUBLISHERS CLEARING HOUSE 

Thank You, Chairwoman Collins, Senator Levin and other Members of the Sub- 
committee for the opportunity to be here today. 

We at Publishers Clearing House are proud of our company, and the many maga- 
zines and products we offer our customers. We are proud of our mailings and our 
sweepstakes. We are proud of our many proactive consumer education and protec- 
tion programs, and believe that we have behaved ethically and honorably in dealing 
with our customers and the general public. Specifically, 

1. We believe that our promotions are clear and that no reasonable person 
could be misled by them. 

2. Publishers Clearing House promotions have been tested in the courts, 
and in each instance have been found to be lawful and not misleading. 

3. Publishers Clearing House is a leader in the direct marketing field, and 
has numerous innovative and effective programs in place to educate and 
assist consumers with direct marketing questions and problems. 

4. Publishers Clearing House does not unfairly target the elderly or any 
other population group. 

We support a three-pronged program to address the concerns raised by the Sub- 
committee, consisting of: 

1. Federal legislation that would provide business with clear objective 
standards for sweepstakes mailings. 

2. A comprehensive program of consumer education and protection, arising 
from a public-private partnership between government and industry self 
regulatory organizations. 
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3. Innovative and effective outreach and protection programs for those con- 
sumers who, for whatever reason, are not able to understand sweep- 
stakes promotions, including suppression programs to get them off of ac- 
tive sweepstakes promotion mailing lists. 

Introduction to Publishers Clearing House 

Publishers Clearing House is a direct marketer of magazine subscriptions and 
consumer products that employs a free by-mail promotional sweepstakes to draw at- 
tention to its mailings and offers. Our mailings are disseminated to consumers 
throughout the United States and Canada and our product offerings include, in ad- 
dition to magazine subscription offers, home entertainment products (principally 
books, audio and video), housewares, horticultural products, gift foods, collectible 
figurines, coins, jewelry, sports memorabilia, stationery, household cleaning prod- 
ucts and other consumer goods and services. 

Publishers Clearing House was established in 1953 to provide a cooperative or 
“car pool” for by-mail magazine subscription solicitations, allowing offers for many 
titles to be carried in a single mailing envelope rather than in many separate mail- 
ings by each publisher and title. We guarantee the best deal on magazines author- 
ized by publishers for new subscriptions offered to the general public and, as a valu- 
able source of new subscribers to the over 360 magazines we serve. Publishers 
Clearing House provides a steady flow of new readers to the foremost publishers in 
the United States and Canada. Additional product categories were added over the 
years, and we now offer consumers over 3,200 active items — comparable to the stock 
of an average department store in similar merchandise categories, or to the offerings 
in over 40 separate catalogs — in a wide variety of categories that appeal to every 
age group. 

The promotional sweepstakes was adopted by Publishers Clearing House in 1967 
as a way to draw attention to its mailings and offers. Since then, over $136 million 
in prizes have been awarded by Publishers Clearing House to thousands of winners 
all over the United States and Canada. No purchase is ever necessary to enter and 
win a Publishers Clearing House sweepstakes. Of the 29 people who have won a 
prize of $1 million or more, 22 won with an entry that was not accompanied by an 
order. 

Publishers Clearing House was founded in Port Washington by Harold and 
LuEsther Mertz and their daughter Joyce, all of whom are now deceased. The lim- 
ited partnership interests in Publishers Clearing House are held by or for the bene- 
fit of members of their families and charitable trusts and organizations that are the 
beneficiaries of their philanthropic generosity. Currently, over 40 percent of Publish- 
ers Clearing House’s profits go directly to benefit charities and charitable interests. 

Publishers Clearing House employs over 900 people full-time. Publishers Clearing 
House’s principal place of business is located at 382 Channel Drive, Port Washing- 
ton, New York 11060. It maintains additional offices and production facilities at 101 
Winners Circle, Port Washington, New York 11050 and at 6901 Jericho Turnpike, 
Syosset, New York 11791. 

Publishers Clearing House Solicitation Mailings 

Publishers Clearing House mails solicitation materials with magazine and product 
offers that include an invitation to enter our free hy-mail promotional sweepstakes 
many times throughout the year to a wide variety of people across the United 
States. Mail volumes range from the lOO’s of thousands to many millions. Typically, 
more than 70 percent of those persons receiving a package do not respond at all to 
a Publishers Clearing House mailing. Of those that choose to respond, the number 
of persons who enter without an order is equal to 2, 3 or even 4 times as many 
as the number who order, and (on average) about 65 percent of the responses to a 
mailing are non-order entries. 

Through its promotional mailings. Publishers Clearing House offers consumers in 
addition to magazine subscriptions a wide range of attractive home entertainment 
products (principally book, audio and video product), housewares, horticultural prod- 
uct, gift foods, collectibles, coins, sports memorabilia, jewelry, stationery, household 
cleaning products and other consumer goods and services. 

Almost 83 percent of the people who ordered anything from us in 1997 ordered 
less than $100 worth of magazines and products, and 95 percent ordered less than 
$300, based on information on our billing file as of 1997 year-end. Given the wide 
range of magazines and products available through Publishers Clearing House mail- 
ings, these levels are not unreasonable or inherently suspicious. From this we cal- 
culate that the average individual annual order total in 1997 from Publishers Clear- 
ing House promotional mailings including sweepstakes entry opportunities was ap- 
proximately $91.37. 



135 


Longstanding promotional principles govern the presentation of our sweepstakes 
and product offerings in our promotional mailings: 

• All material terms of the offer are clearly set forth in the mailing, in the context 
of an interesting and engaging creative presentation. 

• Clear “no purchase necessary” messages always appear on the entry-order form 
included in each and every mailing — always on the back and now routinely on 
the front as well. 

• Each and every mailing contains a complete set of Official Rules for the give- 
aways presented in the mailing, including clear instructions on how to enter 
without ordering. 

• The Official Rules included in every mailing inform consumers that they can 
enter current ongoing sweepstakes as often as they like simply by writing to 
Publishers Clearing House and invite consumers to write if they want to receive 
our mailings. 

• Our mailings prominently identify Publishers Clearing House as the source of 
the mailing and provide an address to which interested persons can write for 
additional information. 

• We guarantee that you will not find a better new subscriber deal offered to the 
general public on any magazine you order from Publishers Clearing House. 

• We offer a “Free Inspection Privilege” on everything we sell. Customers may ex- 
amine their purchases at home with 100 percent satisfaction guaranteed. Cus- 
tomers may cancel any order and receive a fall refund, no questions asked. 

• “Free credit.” Customers are never required to send money with their orders, 
and all orders are billed later. There is never any interest charge on current 
accounts. 

The Publishers Clearing House Sweepstakes 

The “Publishers Clearing House Sweepstakes” is an umbrella term for many 
sweepstakes or “giveaways” that operate continually and on a staggered schedule 
throughout the year. Publishers Clearing House extends to consumers an invitation 
to enter the Publishers Clearing House sweepstakes in all or virtually all of its solic- 
itation mailings. Over $135 million in prizes have been awarded by Publishers 
Clearing House to thousands of winners all over the United States and Canada. No 
purchase is ever necessary to enter and win a Publishers Clearing House sweep- 
stakes. 

Typically, one giveaway promotes a $10 million SuperPrize to be awarded in Jan- 
uary, while a different one promotes a $1 million SuperPrize to be awarded mid- 
year. Other giveaways might offer a single $100,000 cash prize or a multitude of 
different cash and merchandise prizes. Customer research has led us to introduce 
contests with a wide range of smaller prizes, such as $1.00 or fashion jewelry, allow- 
ing many more contest participants to win. The size and variety of a year’s give- 
aways are decided seasonally in concert with other marketing plans. 

Sweepstakes winners are chosen by various random selection methodologies, such 
as random drawings or matching winning numbers, at giveaway end. Winner selec- 
tion processes are such that the laws of chance are applied fairly, and the placing 
of an order with an entry has no impact whatsoever on the chances of winning. 

Publishers Clearing House observes all Federal and State laws and regulations 
and its contests are registered and bonded where required. All registered prizes are 
awarded in accordance with the published rules. Contest procedures are overseen 
by Giveaway Supervisors and a team of auditors from the international firm of 
Panned Kerr Forster based in New York. 

Prizes of $10,000 are delivered by the company’s “Prize Patrol,” which makes un- 
announced visits and surprise awards at the winner’s doorstep. Each year, giant 
prize certificates, flowers, balloons and champagne are presented to some thirty 
major winners whose stunned reactions are seen by millions through the company’s 
TV commercials. Winners need not be home to receive their prizes. 

“Good as Gold” Awards 

In recent years. Publishers Clearing House has recognized other “winners,” spe- 
cifically unsung heroes across America who render outstanding service to their com- 
munities. Ten deserving individuals are selected annually by an impartial panel 
from among nominees submitted by the media to receive our “Good As Gold Award.” 
Each honoree is surprised in the Publishers Clearing House tradition, with an unan- 
nounced visit from the Prize Patrol, plus a crystal and gold trophy and $10,000 in 
cash. 
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'Who Gets Publisher Clearing House Solicitation Mailings? 

We select names to receive mailings from our own records on the basis of trans- 
actional characteristics that are deemed to be reliable predictors of whether or not 
a person will be sufficiently interested in the offer to order from the mailing and 
pay for his or her purchases. The most reliable predictors (for Publishers Clearing 
House as for the direct marketing industry as a whole) are those applied in the 
“Recency-Frequency-Monetary Value” (or “RFM”) analysis traditionally used by in- 
dustry participants for this purpose. This analysis depends on order recency (“R”), 
order frequency (“F”) and cumulative sales or monetary value (“M”) for the person. 
In other words, we act on the assumption that those customers who have ordered 
most recently, order more frequently and are long-time customers with significant 
cumulative order histories have most consistently demonstrated interest in our of- 
fers and are therefore more likely to order again than persons who do not share 
these characteristics. Product line associations or “affinity” can also be important 
(for example, persons who have recently purchased a collectible coin are more likely 
to buy from another coin promotion than persons who have not). Using “RFM” and 
product line affinity information in name selection are common direct marketing in- 
dustry practices. 

We rent mailing lists from established businesses in order to secure the names 
and addresses of potential new customers to whom Publishers Clearing House’s 
prospect mailings may be sent in its new business program. The selection of outside 
mailing lists is based on an historical analysis of similar lists in past Publishers 
Clearing House mailings, and are not skewed to any particular demographic group. 
Those lists that have the best results for Publishers Clearing House are typically 
those that show some very recent direct mail activity (e.g., bought from a recent 
catalog) or affinity for a Publishers Clearing House magazine or product offering 
(e.g., subscribers to a particular magazine or buyers of a certain category of prod- 
ucts) by the persons whose names appear on the lists. This is a standard practice 
in the direct marketing industry. 

Moreover, interested consumers are invited to write to us to receive our bulletins, 
and many do. The Official Rules in each and every one of our solicitation mailings 
contains an invitation to consumers to write to us for future sweepstakes entry op- 
portunities, and those who do write are for a year sent every magazine mailing we 
mail and many merchandise mailings as well. At the same time, consumers may 
also write to receive fewer mailings, should they so desire, and all such requests 
are honored. 

Publishers Clearing House Does Not Unfairly Target Seniors 

Publishers Clearing House does not direct its promotional mailing program to any 
particular age group, and the many different magazines and products offered by 
Publishers Clearing House appeal to a broad spectrum of people. While some maga- 
zines and products offered by Publishers Clearing House in its promotional mailings 
no doubt appeal to senior citizens, the same products are likely to appeal as well 
to persons in other age groups and Publishers Clearing House offers magazines and 
products in its mailings that are expected to appeal to all age groups. 

The Publishers Clearing House mailing program is not conducted on the basis of 
the selection of persons to receive its promotional mailings by age. Indeed, Publish- 
ers Clearing House does not maintain comprehensive information on its customer 
files concerning the age of its customers, and does not acquire or use age informa- 
tion for commercial purposes. 

While Publishers Clearing House does not generally maintain age information on 
its customers, the limited amount of market research available suggests that 70 per- 
cent of Publishers Clearing House’s customers are under the age of 65. 

Consumer Privacy 

We respect the confidentiality of our relationship with customers. We do not rent 
our customer list to others, and we will honor any person’s request to be removed 
from our active mailing list. 

Publishers Clearing House participates in the Direct Marketing Association’s 
“Mail Preference Service” (MPS) which provides us with a list of consumers who 
have informed the DMA that they want their names removed before outside direct 
mail lists are used. Publishers Clearing House honors all such requests. 

Consumer Education and Protection Programs 

Publishers Clearing House has established and maintains a comprehensive con- 
sumer education and protection program, designed around the two major elements 
of the repeated iteration of a “No Purchase Necessary” message and the identifica- 
tion and suppression of high activity customers who are ascertained to be unsuitable 
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for sweepstakes promotion. Publishers Clearing House supplements its efforts in 
this area with other consumer education programs and with proactive anti-scam 
programs to collect and provide information on consumer frauds to law enforcement 
personnel. 


Reiteration of the No Purchase Necessary Message 

Through active propagation of the message that “The Best Things in Life Are 
Free,” and that no purchase is ever necessary to enter a legitimate sweepstakes, 
Publishers Clearing House continues to help educate and protect consumers from 
illegal and fraudulent sweepstakes scams that demand a product purchase or some 
other form of payment to claim a bogus or non-existent prize. 

Publishers Clearing House prominently features an “Anti-Scam/No Purchase Nec- 
essary” message on its toll-free customer service line 24 hours a day. This recorded 
message, which warns consumers never to send any money to claim a prize, has 
been particularly helpful in stopping scams that occur after business hours when 
legitimate companies and consumer protection authorities can generally not be 
reached to substantiate an offer. There were more than 4 million iterations or “im- 
pressions” of this key message to consumers calling Publishers Clearing House dur- 
ing 1998. 

As a key member of the Federal Trade Commission’s Partnership for Consumer 
Education, Publishers Clearing House designed and produced an educational flyer 
emphasizing the important sweepstakes rule that “The Best Things in Life are 
Free” and that no purchase is ever necessary to enter or collect a prize in a legiti- 
mate sweepstakes. This flyer has been distributed by Publishers Clearing House to 
nearly 300 thousand consumers in mailings, speaking engagements and through 
community centers, senior centers and consumer gatherings. In 1997, a Spanish lan- 
guage version of the flyer was produced for improved distribution in Hispanic com- 
munities. 

The “Best Things In Life are Free” flyer has recently been reproduced on the Pub- 
lishers Clearing House website (www.pch.com) for all visitors to view. Additional in- 
formation displayed on the website provides a variety of consumer education infor- 
mation on sweepstakes and useful tips on how to avoid becoming the victim of an 
illegal sweepstakes scam. 

In addition to these active programs. Publishers Clearing House has for some 
time written on a regular basis to active customers with a non-promotional letter 
reminding them that they never have to order to enter or win or even to hear from 
us on a regular basis. Persons have been selected to receive such a letter on dif- 
ferent bases at different times, and the number of persons to whom the letter has 
been mailed has varied. The most recent version of this letter was sent in February 
1998 to over 125,000 active customers who had ordered $1,000 or more from Pub- 
lishers Clearing House in the prior year and each included a copy of the “The Best 
Things in Life are Free” flyer produced with the Federal Trade Commission. Selec- 
tion to receive such a letter is not related to the future receipt of mailings. 

Publishers Clearing House has, in addition, reached out with consumer education 
messages in regular appearances before community groups, senior citizen and con- 
sumer gatherings, and in radio, television and print interviews. 

Proactive Assistance for Consumers 

In addition to its innovative consumer education and anti-scam programs. Pub- 
lishers Clearing House provides a different type of assistance for those who need 
help with sweepstakes issues. As with any promotion, there may be individuals who 
are confused and may respond inappropriately. While these are isolated incidents, 
and make up a very small proportion of Publishers Clearing House’s consumer con- 
tacts, we are concerned whenever we encounter such a situation and Publishers 
Clearing House maintains a number of comprehensive programs and policies to as- 
sist consumers and their family members, including: 

Publishers Clearing House maintains a special “Sweepstakes Assistance Line” at 
(800) 563-4724 available to family members or friends who may need help or assist- 
ance about a loved one who may be responding inappropriately to the promotions 
they are receiving. This special service is publicized on inserts in Publishers Clear- 
ing House product shipments, on the Publishers Clearing House website, in the 
media and through public outreach programs. 

Customer Service representatives are trained to spot customers who may need 
special assistance, and to handle inquiries in a humane and sympathetic manner 
backed by a liberal cancellation and refunds policy. 

Whether identified by a Publishers Clearing House representative, or through 
contact by a family member, friend or other interested party, the situation is imme- 
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diately transferred to a specially trained group of senior representatives who will 
work to resolve any concerns or problems. 

Publishers Clearing House maintains a consumer-friendly policy under which 
magazine subscriptions may be canceled for pro rata refunds and merchandise may 
be returned for full refunds. Postage paid labels are provided where appropriate to 
facilitate merchandise returns. 

When such a situation becomes known to us, the customer’s name will be removed 
from the Publishers Clearing House mailing list and a permanent block on incoming 
orders will be placed on the customer’s file. 

In cases where it appears a consumer may have been victimized by or lost money 
to criminal scam operations, Publishers Clearing House will directly contact appro- 
priate consumer affairs and law enforcement agencies on behalf of the consumer. 

Over 1,000,000 copies of a package insert that describes Publishers Clearing 
House’s consumer assistance programs, developed by our Customer Relations Coun- 
cil and signed by Gina Passerine in the Consumer Affairs Department, have been 
distributed to customers. 

There are other situations in which consumers may require special assistance — 
such as during floods or other natural disasters, or during a personal crisis involv- 
ing a medical condition, or temporary financial difficulties — and Publishers Clearing 
House will put a hold on billing to allow customers time to deal with other priorities 
first. 


High Activity Detection and Suppression Program 
Proactive Identification and Suppression of Confused Consumers 

The Nature of the Problem. The overwhelming majority of consumers understand 
fully the nature of the Publishers Clearing House sweepstakes, and respond ration- 
ally to our promotional mailings. 

No purchase is necessary to enter a Publishers Clearing House sweepstakes, and 
all our promotional mailings carry a clear statement to that effect in a form sanc- 
tioned by an agreement entered into by Publishers Clearing House and a group of 
14 States in 1994. Moreover, in an effort to “get the word out,” Publishers Clearing 
House has engaged in a number of entirely voluntary consumer education and pro- 
tection initiatives focusing on the key “No Purchase Necessary” message, including 
special letters and flyers, and messaging on our toll-free customer service lines and 
in our website. 

However, there are people who — for whatever reason — do not seem to understand 
this key message and appear, in some cases, to have engaged in inappropriate order 
activity. While they represent an extremely small proportion of Publishers Clearing 
House’s total customer base, they are a source of real concern and pose an urgent 
issue for responsible direct marketers. 

As a direct marketer. Publishers Clearing House does not have immediate contact 
with its customers, and hence does not have the visual clues about its customers 
that would ordinarily be available to a retail merchant. The nature of the business 
is such that in many cases the only communication with the customer is through 
preprinted order and entry forms. Moreover, Publishers Clearing House’s order- 
based customer records and fulfillment system were not designed to aggregate cus- 
tomer orders over time and do not lend themselves to the ready detection of irra- 
tional buying patterns. Nevertheless, when the existence and nature of the problem 
came to Publishers Clearing House’s attention, the company took positive and cre- 
ative steps to respond responsibly to the phenomenon. 

Publishers Clearing House’s Response to the Problem. For consumers who can read 
and comprehend simple messages, the frequent reiteration of the “No Purchase Nec- 
essary” message should be enough to inform, educate and dispel any lingering mis- 
understanding. However, education alone may not by itself be enough for those con- 
sumers who, by reason of confusion, mental disability, lack of education or experi- 
ence or other factors are unable to comprehend the basic message. Because we are 
concerned about all consumers. Publishers Clearing House has innovated and is now 
implementing a comprehensive program to identify such individuals and stop send- 
ing sweepstakes promotional materials to them. 

The proactive High Activity Suppress Program developed by Publishers Clearing 
House is a real breakthrough in the direct marketing industry. It constitutes an in- 
novative and effective way to “close the loop” with those high activity consumers 
who are in need of assistance, and to take effective steps to relieve their distress. 

Fundamentals of the High Activity Suppress Program. The fundamental idea of 
the High Activity Suppress Program is that highly active customers should be iden- 
tified, contacted and assessed for their suitability for sweepstakes promotion, in a 
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manner that respects the privacy and dignity of the persons in question as well as 
their legal and human rights. In administering the Program, it was recognized that 
it would not be possible to contact every customer, and accordingly we started with 
our most active customers. 

In order to obtain the information needed to make a determination as to whether 
a customer should be removed from the mailing list, Publishers Clearing House con- 
tacted its most active customers by telephone and, where that has not proven to be 
possible, a by-mail survey. As a work in progress, we are developing techniques for 
the Program to assess those persons who could not be reached by telephone and 
have not responded by mail. 

The High Activity Suppress program is supplemented by Customer Service rep- 
resentatives who are directed to be on the look out for individuals who may be in 
need of assistance, and who are empowered to take prompt and meaningful action 
to assist them. 


Contacting Customers 

Telephone Survey. Publishers Clearing House conducted a telephone survey based 
in part on questions taken from a survey conducted by the AARP that was intended 
to gauge a person’s ability to make reasoned decisions, and in part on our own expe- 
riences in dealing one-on-one with our customers. Survey questions were designed 
to assess: 

1. Comprehension of No Purchase Necessary message 

2. Satisfaction with and use of ordered items 

3. Reasons for customer purchases 

4. Financial situation of customer 

A series of test calls using the survey questionnaire was conducted initially in a 
pilot program to determine if the survey seemed to be effective and workable in pro- 
viding the information needed to assess customers. Adjustments were made where 
deemed necessary to make the survey questionnaire more effective. Then, a small 
group of senior customer service representatives was chosen and trained to call con- 
sumers and administer the survey. 

Three different ways of contacting customers by telephone were implemented. 
First, for those customers having a home telephone number that could be obtained 
from regular commercial sources, an outbound telephone contact was attempted. If 
the customer could not be reached initially, up to two callback attempts were made. 
If we were still unsuccessful in reaching the customer, or if no phone number could 
be obtained, the customer was mailed an invitation to call Publishers Clearing 
House Customer Service on a special toll-free 800 line at which point the survey 
would be conducted. Customers were offered a free gift as in inducement to partici- 
pate in the survey. 

Mail Questionnaire. If the outbound calls and inbound invitation elicited no re- 
sponse, after 30 days a mail questionnaire was sent to the customer with an invita- 
tion to participate and return the survey to Publishers Clearing House Customer 
Service. An additional follow-up questionnaire was mailed to non-respondents. 

Assessment of Customer 

Telephone and mail versions of the survey were then reviewed and customers as- 
signed to one of two categories: 

(1) OK to Promote. Customer would remain on the Publishers Clearing 
House mailing list, but would receive additional educational messages on 
the No Purchase Necessary message from Publishers Clearing House in 
special mailings; and 

(2) Do Not Promote. Customer is immediately removed from all Publish- 
ers Clearing House active mailing lists and suppressed from future mailing 
selections. All unpaid product shipments are stopped. 

Assessment of an individual’s mental state and capacity for rational behavior is, 
under any conditions, difficult, and we recognized that our undertaking was inher- 
ently challenging. Some persons were initially assigned to an “undecided” category, 
and only assigned to one of the two main groups after further assessment and con- 
sideration. 

The criterion weighted most heavily in individual assessment was whether or not 
the person demonstrated adequate comprehension of the no purchase necessary 
message. Moreover, while we do not believe that it is our province to make decisions 
for persons who are rational and understand that they do not have to make a pur- 
chase in order to enter the sweepstakes, nevertheless in cases where it appeared 
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that a person was in financial straits or had a serious health problem, they were 
also put into the “do not promote” group. 

There were some customers who did not respond to the survey — either we could 
not contact them by telephone, or we did not receive a written survey back, or they 
indicated to us by phone or mail they did not want to participate. While we are still 
exploring alternatives for assessment in the absence of customer-provided informa- 
tion, attempts at assessment have been made on the basis of an analysis of their 
order activity. Pending further resolution as future contacts are attempted, these in- 
dividuals have now been removed from the Publishers Clearing House active mail- 
ing list. Moving forward, for those persons who are not responsive to our attempts 
to contact them, reasonable steps, which may include statistical or other modeling, 
are planned to assess the suitability of such persons for further sweepstakes pro- 
motions. 


Disposition of High Activity Names 

The names of persons who are determined to be inappropriate for further pro- 
motion are marked for suppression from all future mailing selections, and a perma- 
nent “block” is instituted to prevent all future orders. People may also be blocked 
from placing future orders by reason of persistent non-payment, fraud, by request 
of a friend or relative and the like. 

Website Consumer Affairs Features 

The Publishers Clearing House website also features its Customer Service and 
Consumer Affairs services and messages, which include consumer education and 
anti-scam advisories reminding consumers that no purchase is ever necessary to 
enter or win a legitimate sweepstakes. Services promoted through the website in- 
clude a special toll free “Sweepstakes Assistance Line” for consumers to call if they 
believe a family member or friend has questions or may need assistance regarding 
sweepstakes mailings they received. Those who may have a consumer inquiry or 
service issue can e-mail Publishers Clearing House directly for prompt handling. 
Publishers Clearing House’s website is a participant in the BBBOnLine program 
and displays the BBBOnLine logo to assure visitors that they are visiting the real 
Publishers Clearing House and not a scam or borderline operation that may be 
using Publishers Clearing House’s name improperly or a sound-alike version in an 
attempt to defraud. 

The Publishers Clearing House Anti-Scam Database 

Publishers Clearing House cooperates with law enforcement personnel to identify, 
apprehend and prosecute perpetrators of sweepstakes fraud. 

Through its unique anti-scam database. Publishers Clearing House assists law en- 
forcement personnel and consumer protection professionals in identifying sweep- 
stakes frauds and in helping consumers to avoid sweepstakes scams. The informa- 
tion in this database, maintained in a secure format, is used exclusively to identify 
and track illegal and criminal scam operations. 

Each consumer contact received by Publishers Clearing House that reports a 
sweepstakes scam is recorded on the specially tailored database. Full details of the 
scam are recorded and consumers are advised to contact the National Fraud Infor- 
mation Center Hotline. The anti-scam database now contains well over 30,000 en- 
tries and is regularly shared with law enforcement and consumer protection authori- 
ties to provide information on the location, identity and activities of current scam 
operations. 

With the direct assistance of information gathered by Publishers Clearing House 
and provided to the authorities, over 34 arrests and some 15 convictions have been 
realized by a variety of Federal law enforcement officials. In addition, more than 
a dozen civil proceedings have been initiated by various consumer protection offi- 
cials in a number of States and provinces acting, in part, on information provided 
by Publishers Clearing House. The comprehensive information on the database is 
available to all law enforcement and consumer protection officials upon request. 

Publishers Clearing House Mailings Comply with Applicable Law 

Compliance with Law; Odds. We believe that Publishers Clearing House mailings 
are conducted in full compliance with applicable law. We are not aware of any appli- 
cable law that requires us to disclose the odds of winning. However, we have re- 
cently moved to include a numerical odds statement in our mailings, and we support 
new Federal legislation that would impose this requirement on all sweepstakes mar- 
keters. 
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As you may know, Indiana has recently taken the position that its statute re- 
quires us to include an odds statement in a particular fashion in our mailings. 
While we disagree with their interpretation of law, we are prepared to meet with 
them and discuss a prompt resolution of the issue. 

Favorable Court Rulings. Publishers Clearing House mailings have been chal- 
lenged in the courts, and in each instance have been found to be lawful and not 
deceptive. In no case has a Publishers Clearing House mailing been found to be de- 
ceptive or misleading, or otherwise to have violated any law. 

In a typical example, Judge Bertelsmann of the United States District Court for 
the Eastern District of Kentucky, in dismissing the cause in Mains vs. Publishers 
Clearing House (Civ. Act. 98-158), in a brief opinion and order stated: 

The court carefully reviewed the exhibits containing the mailings to plain- 
tiff, and finds no fraud or misrepresentation. The exhibits are clear that the 
recipient has some chance to win a large sum of money, but that most peo- 
ple will receive a prize of jewelry worth $6.95. 

In a similar vein. Magistrate Judge Cogbum, in the United States District Court 
for the Western District of North Carolina, in recommending dismissal of the cause 
in Rich vs. Publishers Clearing House (4:98 CV 178-C), stated: 

... a reasonable person could not have concluded that he had won 
$10,000,000 based upon the mailings annexed to plaintiffs complaint. . . . 
a mailing that informs a contest entrant that he is a “potential winner” is 
neither unfair nor deceptive, and it is not reasonable for a person to stay 
out of work or make purchases based upon such representation. 

Likewise, Judge Aiken of the United States District Court for the District of Or- 
egon, in granting summary judgment in favor of Publishers Clearing House in Kiss 
vs. Publishers Clearing House (Civ. No. 97-542-AA), stated: 

Mr. Kiss contends that he believed entry of his name, and his name alone, 
into the official minutes of an actual Publishers Clearing House meeting 
meant that he had received the winning number in the contest and needed 
only to submit a timely entry to collect his prize. However, such an infer- 
ence is not reasonable, in view of both the express qualifying language con- 
tained in the text of the documents and the ubiquitousness of computer-per- 
sonalized mass mailings. A bulk mailing personalized with the recipient’s 
name would not cause a reasonable person to infer that the mailing was 
being sent to him alone. 

Compliance with the 1994 Assurance of Voluntary Compliance. Publishers Clear- 
ing House entered into an agreement or “assurance of voluntary compliance” with 
14 States in 1994 that (among other things) prescribed the placement of the key “No 
Purchase Necessary” message in our mail, provided a protocol for the proper means 
of telling consumers that those who do not order may not receive promotional mail- 
ings in the future, and specified the circumstances under which an odds statement 
would be appropriate. Publishers Clearing House has lived up to its obligations 
under that agreement. 

Customer Service 

Consumers can reach Publishers Clearing House Customer Service by writing to 
101 Winners Circle, Port Washington, New York 11050, or by telephoning toll-free 
in the United States and Canada: (800) 645-9242. 

Our Customer Service Department consists of managers and over 200 well-trained 
Customer Service Representatives who are on-duty from 8:30 a.m. to 8:30 p.m. East- 
ern Time, Monday through Friday. 

In relating to its customers. Publishers Clearing House adheres to a set of guiding 
principles on which the company was founded: 

1. Satisfaction with purchases is guaranteed. 

Publishers Clearing House offers magazine subscriptions at “unbeatable” prices 
and “good quality products at good value prices.” All offers are made on a free trial 
basis which gives the customer the opportunity to read a magazine or try a product 
before paying for it. 

2. Satisfaction with Customer Service is guaranteed. 

Our customer relations philosophy is that the “Customer is always right” and that 
his or her wishes are followed as closely as possible. 

“Free” consumer credit has always been a benefit of dealing with Publishers 
Clearing House. Customers — some of whom may not be able to afford the full pur- 
chase price at one time — are encouraged to take advantage of our installment billing 
without any interest charge. 
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Publishers Clearing House provides TDD (Telephone Device for the DeaD to make 
ourselves more easily available to customers who are hearing-impaired. 

3. Speed and Accuracy are crucial to Quality Service. 

Speed is paramount — both in the delivery of magazines and merchandise ordered 
and in the servicing of inquiries and adjustments. The better we are able to accom- 
modate consumers’ desire for prompt and courteous service, the greater the loyalty 
of our customers. 

The Development, Production and Delivery of Publishers Clearing House Mail 

The company’s staff of over one hundred writers, art directors and purchasing/pro- 
duction experts develops all mailing materials, then forwards them to vendor 
“lettershops” around the country for carefully supervised production and delivery to 
the United States Postal Service for integration into the postal stream and delivery 
to consumers. All solicitation materials are reviewed by legal counsel. The computer 
assignment of prize numbers to persons on merged mailing lists is performed ac- 
cording to specihed procedures approved and supervised by the team of outside 
auditors. 

To the degree practical within production and cost considerations — the company 
uses recycled paper in outgoing mail. 

Handling of Contest Mail and Order Fulfillment 

Every year millions of responses — sweepstakes entries with and without orders — 
are returned to Publishers Clearing House. Entries accompanied by an order are not 
in any way given a special priority or otherwise favored in the winner selection 
process over entries not accompanied by an order, and non-order entries have just 
as good a chance to win. Entries received after the applicable deadline date, regard- 
less of whether accompanied by an order or not, are not eligible to win. 

Response mail is delivered hy the USPS to Publishers Clearing House document 
processing facilities. Internal control of every piece of mail begins at the moment 
of delivery. All mail is processed in a secure environment, to assure the timely, ac- 
curate and cost-effective processing of entries accompanied by an order and non- 
order entries alike, and to promptly transmit magazine and merchandise order in- 
formation to appropriate publishers or fulhhment houses. 

High speed mail sorting equipment is used to separate orders from non-order con- 
test entries, and to slit reply envelopes open so that the contents can be efficiently 
extracted. Response mail that cannot be processed on the mail sorting machinery 
is then processed manually by the clerical staff. 

The majority of entries (orders and non-orders alike) are then electronically read 
using technologically-advanced high-speed document scanning equipment. The use 
of these computerized scanners helps to ensure that all responses are accurately 
processed for orders and for entry into Publishers Clearing House contests, regard- 
less of whether or not they are accompanied by an order. Those order and non-order 
documents that cannot be scanned are key entered manually to fulfill the orders 
and enter the entries into the contests. 

Magazine orders are transmitted to publishers twice a week so that subscribers 
can expect to receive their first issues quickly (3^ weeks in the case of weekly mag- 
azines, somewhat longer in the case of monthlies). Non-magazine orders are trans- 
mitted via telephone lines to our fulfillment facilities so that customers can easily 
receive their merchandise in about 2 weeks from when it was ordered. 

Once all data have been collected from return mail, discardable materials are sent 
to recycling facilities. 

Publishers Clearing House Billing Procedures 

Bill Sequence and Timing. Within a week of when an order is processed at Pub- 
lishers Clearing House, an order acknowledgment (including an initial invoice) is 
sent to the customer. 

The first regular bill (Bill #1) is sent 6 weeks later for magazine and mixed (i.e., 
magazines and merchandise) orders, 7 weeks later for main line merchandise or- 
ders, and 6 weeks later for continuity merchandise orders. 

The next regular bill in the series (Bill #2) is sent out 5 weeks after Bill #1 (with 
the exception of Continuity Bill #2, which is sent 4 weeks later). After that, bills 
are sent out every 4 weeks if the order remains unpaid. A customer with 3 or more 
main line orders delinquent at or beyond Bill #3 may be sent a quarterly consoli- 
dated statement (listing the unpaid main line orders). 

After the internal billing cycle is completed (normally 9 months to a year), unpaid 
accounts are referred to outside collection agencies. 

Detection of Duplicate Bills. Invoices and order based bills have a scanline on the 
return document that includes the order number plus the amount due for each 
order. Payment return mail is mailed to outside vendors or “lockboxes” for process- 
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ing and deposit of remittances. The lockboxes scan that information and pass the 
customer payment data by order number to our billing system. Publishers Clearing 
House posts these payments by order number. Accordingly, at that point, we can 
determine whether or not the payment is a duplicate. 

Application of Duplicate and Over-Payments. If a duplicate payment from an 
order-based bill is received on a magazine order, the customer is promptly notified 
in writing of the fact of the duplicate payment and provided with an opportunity 
to obtain a full refund or accept an extension of the term of the magazine subscrip- 
tion. (Note that the magazine subscription would not be extended if the original 
order included merchandise line items, if the customer had accepted a previous ex- 
tension offer, or if the order had a cancel or adjustment transaction applied.) 

Merchandise overpayments and overpayments on magazine orders other than du- 
plicate payments (i.e., those that do not correspond exactly to the initial amount 
due) between $1.01 and $5.00 are automatically refunded, if an overpayment great- 
er than $5 and less than $500 is received, the overpayment is applied to other un- 
paid orders (oldest to newest) if any exists. If all orders are paid, the overpayment 
is refunded. If only part of the overpayment can be applied, the balance is refunded. 
Whenever an overpayment is applied to another order, a customer service letter is 
sent to the customer, notifying the customer and explaining how the overpayment 
was applied. 

It is possible for an encoding error to occur and result in the recording of a pay- 
ment as having been larger than the actual check received. Hence, in cases of larger 
overpayments, a special overpayment letter is sent advising the customer that they 
may be entitled to a refund and asking them to provide us with a copy of their can- 
celed check for verification. A customer service 800# is included in the letter to en- 
courage customers to call for additional information and assistance. Customer Serv- 
ice also requests a copy of the remittance check from our lockbox facility in order 
to make sure that an encoding error has not occurred. If an encoding error had not 
occurred and the customer did not ask for the payment back, the overpayment 
amount is either applied to unpaid orders or refunded within 60 days. 

Availability of Toll-Free Customer Service Lines. All bills starting with Bill #4 in- 
clude a toll-free Customer Service telephone number that customers may use to call 
for additional information or assistance with billing questions. Toll-free Customer 
Service telephone numbers are also included on the cover letter for any consolidated 
bill, in the letter text of any duplicate or over-payment notice, on merchandise re- 
turn forms (included in the package with the original merchandise shipment), on 
the back of merchandise invoices (presently being phased in) and on all continuity 
Bills, as well as, as noted above, on main line Bills #4, #5, #7, #8 and #9 (and their 
Part Pay counterparts), and in all Customer Service correspondence. 

Billing Questions. If a customer claims that he or she has already paid for an 
order, we automatically adjust their account if the claim is for $9.97 or less to re- 
move the charge. If the charge is more than that, we ask for proof of payment (such 
as a canceled check or money order receipt), and suspend billing for that particular 
order for a month to allow time to resolve the matter. If the customer is unable to 
provide proof of payment, ordinarily we will still credit the account if the customer 
maintains that the order was paid in the absence of indications to the contrary. If 
a customer claims that he or she never received the product, or claims the product 
was returned or damaged, we either offer to send a replacement or accept the cus- 
tomer’s word on the matter and adjust the account to remove the charge. 

Refund Policies. All magazines and merchandise are offered and sold on the basis 
of a 100 percent satisfaction guaranteed, money back with no questions asked pol- 
icy. Magazine customers are permitted to inspect the first issue of any magazine 
subscription ordered, and cancel for a full refund if not completely satisfied. Maga- 
zine customers may cancel any magazine subscription at any time thereafter, and 
obtain a full refund on all unserved issues. Merchandise customers may cancel any 
order and obtain a full refund upon the return of the item in question. Customer 
Service representatives have the authority to waive return of unsatisfactory or un- 
wanted merchandise, and to remove charges and issue refunds in other appropriate 
cases upon the request of the customer. 

Publishers Clearing House provides cash refunds to its customers, and does not 
require them to accept merchandise credits in lieu of cash refunds. 

Conclusion 

Once again, thank you Chairman Collins, Senator Levin, and other Members of 
the Subcommittee for the opportunity to address these important matters. 

We are proud of our company and its programs, and believe that we have behaved 
ethically and honorably in dealing with our customers and the general public. We 
think that more can be done to educate and protect consumers, and wish to reiterate 
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that we support a three-pronged program to address the concerns raised by the Sub- 
committee, consisting of: 

1. Federal legislation that would provide business with clear objective 
standards for sweepstakes mailings. 

2. A comprehensive program of consumer education and protection, aris- 
ing from a public-private partnership between government and indus- 
try self regulatory organs. 

3. Innovative and effective outreach and protection programs for those 
consumers who, for whatever reason, are not able to understand 
sweepstakes promotions, including suppression programs to get them 
off of active sweepstakes promotion mailing lists. 

Thank you. 

PREPARED STATEMENT OF PETER DAVENPORT, SENIOR VICE PRESIDENT, 
GLOBAL MARKETING, THE READER’S DIGEST ASSOCIATION, INC. 

I. INTRODUCTION 

The Reader’s Digest Association, Inc. (“RDA”) is pleased to participate in the in- 
vestigation being conducted by Senator Collins and the Permanent Subcommittee on 
Investigations (“the Subcommittee”) into the utilization of sweepstakes as a pro- 
motional marketing tool by American businesses. Through our testimony here today, 
and our continued voluntary participation in this investigation, we hope to dem- 
onstrate that RDA utilizes sweepstakes honestly and fairly, as a legitimate and ef- 
fective marketing vehicle to promote the wide variety of its products to a vast seg- 
ment of the American population. RDA shares the concerns expressed by Congress 
concerning the use of sweepstakes by fraudulent operators. Unscrupulous business 
practices undermine consumer confidence in sweepstakes as an effective marketing 
tool and hurt businesses like RDA who use sweepstakes to legitimately promote 
their products and services. RDA supports tough laws and enforcement of laws al- 
ready in existence to combat the activities of such fraudulent operators. RDA also 
recognizes that a small number of consumers who respond to promotional mailings 
may be confused. RDA is sympathetic to the needs posed by this small group of indi- 
viduals and is committed to developing solutions to address the special needs of this 
small segment of the population. RDA looks forward to working cooperatively with 
Congress on appropriate measures, including legislation embod 3 dng many of the 
principles contained in Senator Collins bill, which will provide the level of consumer 
protection necessary, while not unduly restricting the use of sweepstakes by legiti- 
mate sectors of the industry, and depriving the millions of Americans who enjoy 
sweepstakes of the opportunity to continue doing so. 

II. RDA IS A GLOBAL PUBLISHER WHICH UTILIZES SWEEPSTAKES AS A LE- 

GITIMATE AND EFFECTIVE MARKETING TOOL 

RDA is not a sweepstakes company. Rather, it is a global publisher of a vast array 
of magazines, books, music and video products. RDA’s flagship magazine is read by 
more people than any other paid publication on the planet — over 100 million people, 
in 19 languages, in 49 countries. Nor is RDA simply a magazine company. RDA cre- 
ates products in many different interest categories, such as health, history, do it 
yourself projects, religion, nature, travel, gardening and cooking. RDA researches its 
products extensively and is world renown for its editorial quality. RDA is committed 
to developing products that fit its customers needs and tastes, which are varied and 
diverse. In fact, for RDA’s 1998 fiscal year, 63.5 percent of RDA revenues came from 
the sale of products other than magazines. 

RDA’s plans for the future are to develop an even more varied range of meaning- 
ful products and services to offer to a broader portfolio of customers. Specifically, 
the company has formally announced its intention to expand the Reader’s Digest 
brand to other non-publishing product and service offerings, to continue its success- 
ful global expansion and to pursue new marketing channels in addition to its tradi- 
tional sweepstakes connected direct mail businesses. 

The diversity of RDA’s current product offerings and its marketing strategies for 
the future all reflect RDA’s core philosophy and stated corporate mission which is 
pure product driven — to create products that inform, enrich, entertain and inspire 
people of all ages and cultures around the world. While sweepstakes are an effective 
marketing tool that RDA utilizes to promote its products offers to existing and po- 
tential customers, the sweepstakes are always secondary and ancillary to the prod- 
uct offer. They are used by RDA much the same way as retailers or package goods 
marketers use sweepstakes, or any other form of advertising — to entice the customer 
to come into the store, or in the case of a direct mail marketer, to open the envelope. 
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Still, it is the strength and quality of RDA’s products and the company’s ability to 
cultivate and sustain long-term customer relationships that determines the success 
of the business. RDA could ill afford to jeopardize its strong brand equity or the 
unique trust it enjoys with its current customer base of approximately 42 million 
people by resorting to any deceptive marketing techniques whether through the use 
of sweepstakes or any other marketing tools. 

RDA utilizes sweepstakes honestly and legitimately as one of the many pro- 
motional techniques it employs because it is a proven effective marketing tool. 
Sweepstakes are effective, not because they deceive or mislead, but because they 
generate interest and excitement and help draw attention to product offers. When 
used in the context of direct mail, they help differentiate the mailing from others 
in the consumer’s mail box thereby increasing the likelihood that the consumer will 
open the envelope and see the product offer. Once the consumer is exposed to the 
product offer, however, it is the strength of the offer, the quality of the product and 
the value of the product for the price which will determine whether the consumer 
will actually respond with a purchase. For example, as will be discussed more fully 
later in this testimony, responses to RDA mailings with a purchase vary widely by 
product offer. The sweepstakes may get the consumer “into the store” so to speak, 
but once there, the consumer’s decision to purchase or not, is product, rather than 
sweepstakes driven. Those who have no interest in the product can freely partici- 
pate in the sweepstakes, without a purchase, which the vast majority of RDA cus- 
tomers understand and do. 

III. RDA’S MAILINGS ARE TRUTHFUL AND HONEST, DISCLOSE ALL MATE- 
RIAL TERMS AND CONDITIONS OF THE SWEEPSTAKES OFFER AND 
ARE UNDERSTOOD BY CONSUMERS 

Since RDA’s sweepstakes are simply a marketing tool ancillary to its core busi- 
ness, RDA is careful to insure that its sweepstakes are not presented in any manner 
which would damage or denigrate its corporate brand image or reputation. For this 
reason, RDA has, as a matter of corporate policy, adopted certain marketing prac- 
tices, and adhered to certain guidelines to insure that its sweepstakes are honestly 
and fairly presented and properly understood by consumers. 

RDA takes several steps to ensure that recipients of its product offerings fully un- 
derstand that no purchase or payment is necessary to enter or to win the sweep- 
stakes, and that responding with a purchase will not increase or in any way en- 
hance one’s chances of winning. First, all of RDA’s mailings convey the “no purchase 
necessary” message clearly and prominently in language that is easy to find, easy 
to read and easy to understand. Specifically, RDA’s message goes beyond merely 
stating that “no purchase is necessary.” RDA’s mailings expressly state that “no 
purchase or payment is necessary to enter or win” in order to more precisely convey 
the fact not only that no purchase is necessary to enter, but that responding without 
a purchase will not disadvantage the entry in any way or reduce the entrant’s 
chances of winning. RDA’s product mailings also provide explicit instructions on 
how to enter without a purchase, at least twice in the main text of its mailings, and 
sometimes as often as three times. The complete instructions on how to enter with- 
out ordering are easy to locate, and presented in a single concise location so that 
the consumer does not have to navigate through the mailing in order to piece to- 
gether all of the instructions necessary to follow to enter without ordering. The in- 
structions on how to enter are also presented in clear, easy to understand language. 

RDA also provides an equivalent means of responding for those who enter with 
and without an order — either a Yes or No envelope or a single response envelope. 
RDA, as a matter of policy, does this so that those who respond without an order 
need not furnish their own envelope, as a response envelope is being furnished to 
those who respond with an order. Furthermore, RDA directs all responses to the 
same processing facility, irrespective of whether the response is accompanied by an 
order or not. While RDA may employ different PO box numbers in order to more 
expeditiously handle the processing of orders and satisfy the requirements of the 
Federal Trade Commission’s Mail and Telephone Order Rule, all responses are di- 
rected to the same physical location. In addition, once entries arrive at RDA’s fulfill- 
ment center, RDA’s policy is to process orders and non orders equally to ensure that 
every response, whether accompanied by an order or not has an equal chance of 
winning. 

RDA believes that all of the above measures combine to insure that consumers 
fully understand that they do not have to purchase any RDA product in order to 
enter or win the sweepstakes, and that if they do respond without an order, their 
entry will not be disadvantaged in any way. 

In order to avoid any misleading impression that a recipient of an RDA product 
mailing has won or is likely to win the sweepstakes, RDA provides the numeric odds 
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of winning each prize offered. The numeric statement of odds is designed to more 
precisely convey to the consumer the universe of participants in the sweepstakes, 
and the consumer’s actual chances of winning. 

RDA is aware of the fact that some members of Congress have expressed concern 
over solicitations that appear to emanate from the government or from some other 
regulatory agency. As noted above, RDA is proud of its corporate identity and brand 
image and seeks to leverage and exploit its brand name in all of its product offer- 
ings. Accordingly, every RDA envelope clearly identifies RDA as the sender. Fur- 
thermore, the complete details of any sweepstakes contained in an RDA product 
mailing are fully disclosed in the official rules of the sweepstakes included in any 
mailing containing sweepstakes entry materials. The official rules are always clearly 
printed in an easy to find location. 

Finally, RDA’s policy is to award all prizes offered. The majority of sweepstakes 
conducted by RDA are in the form of a random drawing. If a selected winner is 
deemed ineligible for any reason, the prize is always awarded to an alternate. In 
the instances in which RDA conducts a preselected winning number sweepstakes, 
a preselected winning number is always distributed, and if the winning number is 
not returned, the prize is awarded in a second chance drawing, even though such 
a drawing is not required by law. In fact, RDA has awarded more than 167 million 
dollars to more than 2 million winners, and expects to award over 8V2 million dol- 
lars in 1999 alone. All of RDA’s sweepstakes are administered by an independent 
judging agency in order to ensure the integrity of the winner selection process. 

RDA’s effectiveness in communicating the no purchase necessary message and the 
other material terms and conditions of its sweepstakes is strongly reflected by its 
own customer data. In all cases, across all product lines, the vast majority of con- 
sumers who respond to RDA mailings, respond without a purchase. In Fact, on aver- 
age between 75 and 80 percent of consumers who respond to a mailing, respond 
without making a purchase. Stated differently, more than four times as many con- 
sumers respond without making a purchase as those who respond with an order. 
For example, during fiscal year 1998, RDA received approximately 112 million en- 
tries without an order. This pattern is similarly reflected among RDA winners. 
Again, on average, 80 percent of RDA prize winners have entered without an order. 
This evidence clearly and empirically demonstrates that RDA mailings, clearly, con- 
spicuously and effectively communicate the message that no purchase is necessary 
to enter and that entering without a purchase does not enhance one’s chances of 
winning. Those consumers who respond by ordering an RDA product, thus cannot 
and should not be characterized as “victims” of deceptive mailings, but rather 
should more properly be characterized and viewed as intelligent, informed consum- 
ers who have elected to purchase a product based on the strength of the product 
offer, and the value and quality of the product itself 

IV. RDA DOES NOT TARGET THE ELDERLY OR ANY DEMOGRAPHIC GROUP 

RDA states emphatically that it does not target the elderly or any other demo- 
graphic group. Again, RDA offers a wide variety of products covering a wide range 
of interests. Given the breadth and variety of the products RDA markets, its product 
offer mailings by their very nature are likely to appeal to different target audiences. 
The criteria used to select the persons who receive any particular product offer mail- 
ings are, therefore, based on the specific product being offered and vary by product 
line. RDA attempts to mail each product offering only to those persons who are like- 
ly to have an interest in or affinity for the particular product being promoted. RDA’s 
success as a direct mail marketer depends on its ability to properly identify the 
proper target audience for each of its particular product mailings, and that, by ne- 
cessity, will vary by product. Neither age, nor any other single demographic cri- 
terion is ever a factor in and of itself in determining whether a particular name will 
be selected. Demographic data may be given some consideration as indicative of a 
likelihood of interest in a particular type of product, where the product is likely to 
have an appeal to a particular age group. For example, being over a certain age 
would be a negative factor for a contemporary music offer, but may be a positive 
factor for a compilation of music from the 1940s. Even in those instances, however, 
where the product is likely to have an appeal to a particular age segment, age is 
still only one of several factors, and is never one of the key factors to be considered 
in determining to whom the product offer will be mailed. Other characteristics indic- 
ative of potential interest in the product will also be considered and will of course, 
vary by product. We would respectfully refer the Subcommittee to the Response pro- 
vided by RDA to Request 3(d) for a detailed description of the many criteria RDA 
utilizes to determine who will receive a product mailing. While confidentiality con- 
cerns preclude us from specifying those criteria here, we are certain the Subcommit- 
tee will agree that age is not among the criteria used to determine who will receive 
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a product mailing. Many of RDA’s products are targeted to a particular interest, 
which can and is likely to span across multiple age groups. For example, Reader’s 
Digest Magazine is read by more PC users than the four leading PC magazines and 
by more rock fans than Rolling Stone Magazine. 

It is true that a significant segment of RDA’s customer base is above the age of 
66. This, however, is purely a function of the fact that RDA is an established com- 
pany, indeed a part of our American tradition, and has been offering quality prod- 
ucts for over 75 years. The fact that a significant segment of RDA’s customer base 
is comprised of mature citizens, is a tribute to RDA’s ability to maintain long term 
customer relationships and to build long-term brand loyalty. This, in and of itself, 
is perhaps the best empirical evidence of the fact that RDA’s mailings have been 
consistently fair and honest, as no company could succeed in maintaining such a 
loyal and established customer base if it engaged in misleading tactics. 

y. RDA’S BUSINESS PRACTICES ENCOURAGE APPROPRIATE RESPONSIBLE 
PURCHASING BEHAVIOR 

In addition to the strong guidelines adhered to by RDA in communicating its 
sweepstakes offers to consumers, RDA employs a number of business practices de- 
signed to ensure that its products are purchased only by those who want and need 
them and to detect and discourage inappropriate purchasing behavior. These poli- 
cies reflect the high ethical business standards RDA applies to all aspects of its 
business. First, all of RDA’s products are backed by a 100 percent satisfaction guar- 
antee. Any magazine subscriber who is dissatisfied can cancel the subscription at 
any time and receive a full refund for all unserved issues. In addition, any pur- 
chaser of any of RDA’s other products can return the product at any time for a re- 
fund. Moreover, RDA does not require payment in advance of product shipment, so 
that the consumer can examine the product before paying. 

Second, all names on RDA’s customer list are subject to mail plan elimination cri- 
teria. These criteria prevent customers from receiving an offer for something they 
have already purchased. For example, a current subscriber to Reader’s Digest Maga- 
zine will not be sent any further mailings (other than renewal efforts) soliciting a 
subscription to the magazine. 

Third, all names are matched against Reader’s Digest’s do not mail file and the 
Direct Marketing Association’s Mail Preference Service to prevent RDA from send- 
ing mailings to those persons who have indicated that they do not want to receive 
further mailings from RDA. RDA also honors do not mail requests received from 
legal guardians. 

Fourth, RDA has instituted a program to identify high volume purchasers and re- 
mind them that no purchase is necessary to enter or win the sweepstakes. 

Because RDA markets such a large number and wide variety of products, it is to 
be expected that RDA’s customers will be sent a variety of product offerings and 
may, in fact, purchase multiple items. There is no indication, however, that RDA’s 
customers are being promoted excessively, nor is there any indication that RDA’s 
customers are engaging in inappropriate or excessive purchasing behavior. We must 
be careful not to equate a loyal satisfied customer who may have a variety of inter- 
ests that RDA’s diverse product offerings appeal to, with a confused or uninformed 
customer. Such a conclusion runs counter to the whole notion of efficient direct mar- 
keting. As a company, RDA prides itself on its ability to develop products that ap- 
peal to its customer’s interests. Indeed, much of the research for new RDA product 
development is conducted among RDA’s existing customers. RDA has a strong busi- 
ness dedication to developing products that appeal to its existing customers’ inter- 
ests and desires, and its ability to successfully market new and multiple products 
to its existing customers base is a tribute to its success in achieving that corporate 
goal. 

RDA’s own customer data suggests that RDA’s customers are not being promoted 
excessively and are not purchasing at an inappropriate level. For example, while the 
media has highlighted reports of consumers who have received 30-40 mailings per 
year from the same company, the average number of mailings received by RDA cus- 
tomers was 6 during fiscal year 1997, and 7 during fiscal year 1998. In addition, 
the average number of dollars spent by a RDA customer during fiscal years 1997 
and 1998 was $76.00 and $71.00 respectively. Given the wide range of RDA product 
offerings available to choose from, we would respectfully suggest that these are in- 
deed modest numbers. 
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VI. RDA RECOGNIZES THAT A VERY SMALL NUMBER OF CONSUMERS WHO 
RESPOND TO PROMOTIONAL MAILINGS MAY BE CONFUSED BUT IS 
COMMITTED TO STRONG INDUSTRY SELF REGULATION TO ADDRESS 
THE SPECIAL NEEDS OF THIS GROUP 

While RDA recognizes that some consumers who respond to promotional mailings 
may be confused, RDA believes that this represents a very small segment of the 
population as a whole. The information presented earlier in this testimony concern- 
ing relative response rates with and without purchase and average purchasing lev- 
els, strongly indicates that the vast majority of RDA’s customers understand how 
RDA’s sweepstakes operate, and that no purchase is necessary to enter. Nonethe- 
less, to the extent that there may be a small segment of the population responding 
to RDA’s mailings that is confused, RDA is sympathetic to the special needs of that 
group and is committed to developing a solution to address this problem. 

RDA believes, however, that the needs of this small segment of the population can 
best be addressed through responsible corporate practices and industry self regu- 
latory measures designed to identify these individuals and provide whatever special 
assistance may be required, rather than through burdensome regulations which will 
impose onerous disclosure requirements on sweepstakes operators, which are just as 
likely to be misunderstood by this segment of the population. 

Throughout its 75 year history, RDA has been an avid supporter and advocate of 
strong industry self-regulation as a member of the Direct Marketing Association 
Ethics Committee and through other voluntary measures. RDA has taken a 
proactive role in working with the regulatory community towards establishing and 
maintaining proper standards of conduct for the direct mail community. 

RDA has also conducted an extensive consumer education program designed to as- 
sist consumers in distinguishing fraudulent sweepstakes from legitimate ones. Spe- 
cifically, RDA has produced television and radio announcements, provided consumer 
education information on its website, and distributed a sweepstakes Fraud Preven- 
tion Tips pamphlet free to customers. 

As a further example of RDA’s proactive approach, upon learning that the issue 
of high volume purchasers was of concern to the legislative and regulatory commu- 
nity, RDA undertook on its own initiative, to conduct a representative survey of cus- 
tomers who had spent $3,000 or more during fiscal year 1998 to ascertain their level 
of satisfaction with RDA’s products and awareness of the fact that no purchase is 
necessary to enter the sweepstakes. RDA also sent letters to all customers who had 
spent $2,000 or more during fiscal year 1998 to reiterate to such persons that no 
purchase is necessary to enter RDA’s sweepstakes. As detailed in RDA’s initial and 
supplemental responses to Request 8, the consumer response to these communica- 
tions indicates a high level of consumer satisfaction with RDA’s products and aware- 
ness of the no purchase necessary policy. RDA intends to incorporate this type of 
program into its standard operating procedures and has also begun working through 
industry associations towards the adoption of this type of monitoring program on 
an industry wide basis. As a member of the Magazine Publishers of America (MPA), 
RDA will also be adhering to the Best Practices Guidelines recently adopted by the 
MPA, including those policies designed to detect and prevent consumers from enter- 
ing into excessively long subscription terms. RDA believes that these types of self 
regulatory initiatives will prove to be highly effective in addressing the special 
needs of the small segment of the population that may be engaged in excessive or 
inappropriate purchasing behavior. 

VH. RDA SUPPORTS THE EFFORTS OF CONGRESS TO ADOPT MEASURES 
INCLUDING LEGISLATION WHICH WILL PROTECT CONSUMERS FROM 
FRAUD AND DECEPTION WHILE NOT UNDULY BURDENING THE OPER- 
ATION OF LEGITIMATE SWEEPSTAKES 

RDA is fully committed to working with Congress on appropriate, effective meas- 
ures including legislation that will provide added protection to consumers while not 
unduly restricting the legitimate use of sweepstakes as an effective marketing tool. 

Indeed, RDA supports and endorses many of the principles embodied in the most 
recent version of Senator Collins Bill (S. 335) including: 

• Clear and prominent disclosure of the no purchase necessary message. 

• A prohibition on representing that those who enter with a purchase will 
have an increased chance of winning or receive priority in the sweep- 
stakes. 

• Disclosure of all material terms and conditions of the offer, including 
odds, nature and value of prizes and any fees, charges, or other condi- 
tions that must be met in order to receive a prize. 
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• A prohibition on false representations that the recipient of the mailing 
is a winner. 

• A prohibition on inconsistent or contradictory disclaimer language. 

• Clear and prominent disclosure of the identity of the sponsor of the 
sweepstakes. 

• Clear and prominent disclosure that facsimile checks are non-negotiable. 

• A requirement that all mailers adopt reasonable procedures to prevent 
mailings to persons who have indicated that they do not want to receive 
further mail from the sponsor. 

While further discussion concerning certain elements of the bill and the precise 
language of certain provisions is still necessary, we believe that Senator Collins has 
identified the appropriate areas to be covered and we pledge our commitment to 
continue to work with Senator Collins and other members of Congress towards Fed- 
eral legislation. We believe that properly balanced legislation which provides uni- 
form national standards would be an improvement over the current framework 
which consists of many inconsistent State laws and heartily support such an ap- 
proach. 

VIII. CONCLUSION 

RDA is extremely proud of the consumer trust it has established over many years 
and is committed to honoring that trust. RDA shares the concerns of the Congress 
and other regulators over the fraudulent use of sweepstakes as such practices un- 
dermine consumer confidence in sweepstakes and hurt businesses like RDA who 
seek to use sweepstakes as a legitimate and effective marketing tool. RDA believes 
that sweepstakes can continue to be used as a legitimate and effective marketing 
tool if the companies who employ sweepstakes adhere to firm ethical guidelines that 
promote consumer confidence. We are eager to work with other companies who use 
sweepstakes, with industry associations, with Congress, with the Postal Inspection 
Service and with other Federal and State regulators to achieve that goal. 

PREPARED STATEMENT OF ELIZABETH VALK LONG, EXECUTIVE VICE 
PRESIDENT, TIME INC. 

Good morning, Madame Chairman, and thank you for the opportunity to testify 
today. My name is Elizabeth Long, and I have been in magazine publishing and at 
Time Incorporated for the last 20 years. I am currently Executive Vice President 
at Time Inc., and my responsibilities include several divisions directly related to the 
circulation of our magazines. 

I. Background Concerning Time Inc. And Its Use Of Sweepstakes Solicitations 

Time Inc., a wholly-owned subsidiary of Time Warner, is the world’s largest maga- 
zine publisher. It publishes many of this nation’s leading magazines, including 
Time, Fortune, Sports Illustrated, Life, People, Teen People, Money, In Style, Enter- 
tainment Weekly, Parenting, Health, and Southern Living. The company’s flagship 
publication — Time magazine — celebrated its 75th anniversary last year. All told, 32 
magazines are part of the Time Inc. family; most are the market leader. 

In the magazine industry, there are two principal and related revenue streams: 
advertising and circulation. Prices charged to advertisers are determined largely by 
a magazine’s rate base — the amount of paid circulation a magazine guarantees it 
will deliver for each issue. Making the rate base that we promise to an advertiser 
is of critical importance. If paid circulation dips below the guaranteed rate base, an 
advertiser is entitled to compensation for the shortfall. 

Circulation revenue is derived from two sources: subscriptions and newsstand 
sales. Like all other major magazine publishing companies. Time Inc. uses a variety 
of media to sell subscriptions and maintain its rate base: direct mail, television ad- 
vertising, and insert cards among others. Our direct mail efforts involve premiums, 
discounts, free trial issues, as well as sweepstakes mailings. (We do not use other 
contests or games of skill). The goal of our circulation efforts is not to attract one- 
time purchasers. Time’s rate base of 4 million, and Sports Illustrated and People’s 
rate base of 3 million were not built by attracting a series of one-time subscribers. 
Our success is based on a 75-year history of satisfied customers. Readers who try 
our publications appreciate the quality and credibility of our publications, and 
renew their subscriptions for those reasons. Our goal is to encourage people to try 
our magazines. Premiums, discounts, free trial issues, and sweepstakes mailings are 
all used to make a trial purchase easy and attractive. 

Sweepstakes mailings have been a part of Time Inc.’s circulation efforts for more 
than 20 years. Time Inc. magazines use sweepstakes in their own promotional ef- 
forts, which we will discuss below. Also, like other major magazine companies, such 
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as Hearst, Conde Nast, and Reader’s Digest, subscriptions to Time Inc. publications 
have been sold through the “stamp sheet” companies: Publishers Clearing House 
(“PCH”) and American Family Publishers (“AFP”).i In the early 1980’s, a number 
of Time Inc. magazines began using sweepstakes mailings as part of their own di- 
rect marketing efforts. 

PCH and AFP provide an important service not only to Time Inc. but to all major 
magazine publishers. Because of the huge scope of their mailings, the wide variety 
of magazines that they offer, their mailing lists, and their historical knowledge of 
this business, PCH and AFP are able to efficiently provide publishers with a signifi- 
cant volume of new subscriptions. Time Inc. and other publishers acting individually 
could not economically mail to as broad a population as AFP and PCH do. These 
agents permit publishers to attain their circulation base guarantees to advertisers. 
If the stamp sheet companies were driven out of business, publishers’ ability to sus- 
tain their circulation levels would be seriously eroded. Many magazines would be 
adversely affected, and some would fail. 

Sweepstakes are commonplace in today’s business world. They are used as a mar- 
keting and promotion tool by automobile manufacturers, fast food chains, the soft 
drink industry, the snack and candy industry, the credit card/banking industry, ce- 
real manufacturers, and even charities — including the Easter Seal organization. 
Magazine publishers employ sweepstakes for the same reason that all these other 
businesses do. They are attention-grabbers — like a “SALE” sign in a department 
store window. They may encourage a potential customer to open a mailing that they 
otherwise would throw in the trash. The point of these mailings is not to convince 
people that they have won a prize. That serves no business purpose, and would only 
alienate and anger potential customers. Instead, the point of these mailings — like 
all advertising and promotional efforts — is to attract attention and interest. 

11. Time Inc.’s Sweepstakes Mailings 

About half of Time Inc.’s publications — including Time, Sports Illustrated, People, 
and Life — use sweepstakes promotions. Many of our customers enjoy participating 
in the sweepstakes, and very few have difficulty understanding them. Statistics 
which we discuss below bear this out. 

Time Inc. sweepstakes mailings contain a number of standard terms designed to 
eliminate consumer confusion. We repeat at several points in our mailings — in our 
letter to consumers, on our order forms or reply envelopes, and in our sweepstakes 
rules — that no purchase is necessary. Indeed the “no purchase necessary” notice is 
printed in bold type as the first three words in our rules; the rules themselves are 
set apart and easily located, often on the outside of our sweepstakes mailer or on 
our sweepstakes entry form. Unlike the lottery tickets sold by many of our State 
governments, our sweepstakes mailings do set forth the odds of winning. 

Our sweepstakes are run fairly and honestly, and are administered by an inde- 
pendent judging organization. Since December of 1986, Time Inc. has paid out more 
than $13 million in cash prizes to more than 66,000 sweepstakes entrants. We de- 
termine our prizes at the beginning of a sweepstakes period, and set a date by 
which time our prizes will be awarded, without any contingencies. We award our 
major cash prizes once a year. Orderers and non-orderers have the same chance of 
winning, and we make it as easy for non-orderers to enter as for those who order 
magazines. Indeed, our magazine promotions explicitly explain to consumers how to 
enter the sweepstakes without ordering. 

Our sweepstakes promotion program is not designed to, and does not, induce con- 
sumers to buy an inappropriate number of magazines.^ As the statistics previously 
provided to the Subcommittee demonstrate, 85.6 percent of the individuals who sub- 
scribe through our sweepstakes promotions bought from us only once in 1998. 98.4 
percent of these subscribers ordered between one and three times in 1998 — many of 
these were renewals of the same magazine. Since a large proportion of brand new 
subscriptions are for 6 months, the first order and subsequent renewal often occur 
in the same year. The data from 1997, also previously presented to this Subcommit- 
tee, are nearly identical: 85 percent and 98.3 percent respectively. These data dem- 


1 A wholly-owned subsidiary of Time Inc. owns a 50 percent interest in American Family En- 
terprises, the parent of AFP. 

2 Although many direct marketing companies pursue a strategy of remailing customers a suc- 
cession of promotions for various products, Time Inc. is not one of them. We are a highly decen- 
tralized company, and our individual magazines employ independent marketing strategies which 
focus on attracting and retaining customers for each individual publication. Delivering a maga- 
zine’s circulation guarantee for advertisers is the foremost goal of consumer marketers in the 
company, and renewing current subscribers is the best way to ensure that that objective is met. 
In other words, renewing a Sports Illustrated subscriber is more important to management than 
selling that subscriber another Time Inc. product. 
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onstrate that our sweepstakes customers are not obsessed with buying our maga- 
zines to enter our sweepstakes. 

Anyone who analyzes our sweepstakes customers’ buying habits can readily see 
that they are not compulsive buyers of our magazines. The average total amount 
spent by our sweepstakes customers in 1998 was $56.01. And, 93 percent of our 
sweepstakes subscribers spent between $1 and $99 on our magazines. 99 percent of 
our sweepstakes subscribers spent less than $200 on our magazines in that year. (The 
figures for 1997 are virtually the same.) Nothing here suggests that people are buy- 
ing “too many” of our magazines, or that consumers are buying our magazines mere- 
ly to participate in the sweepstakes. These figures are particularly striking given 
the relatively high cost of annual subscriptions to our magazines — $103.48 for Peo- 
ple, $81.95 for Sports Illustrated, and $59.95 for Time and Fortune. In light of these 
subscription prices, the annual cost of two or three magazines quickly exceeds $100. 

Our sweepstakes mailings have never targeted the elderly, or any other discrete 
segment of the population. We mail sweepstakes promotions to all demographic seg- 
ments of the population, and the sweepstakes copy used in these mailings is iden- 
tical. The statistics previously submitted to this Subcommittee show two very impor- 
tant things: first, sweepstakes have wide appeal across generations; and second, 
that our elderly sweepstakes customers do not spend significantly more money, or 
order significantly more often, than do our younger sweepstakes customers. ^ In 
1998, 99.5 percent of our sweepstakes customers under the age of 55 spent less than 
$200 on our magazines; 99.1 percent of those aged 56 to 64 spent less than $200; 
98.9 percent of those aged 65 to 69 spent less than $200; and 97.6 percent of those 
aged 70+ spent less than $200. (Once again, the statistics for 1997 are nearly iden- 
tical). 

Similarly, in 1998, 99.3 percent of our sweepstakes customers under age 55 made 
between 1 and 3 purchases; 98.3 percent of those aged 56 to 64 made between 1 
and 3 purchases; 97.8 percent of those aged 65 to 69 made between 1 and 3 pur- 
chases; and 95.5 percent of those aged 70+ made between 1 and 3 purchases. (The 
figures for 1997 are nearly identical). 

It is very clear that the vast majority of our sweepstakes customers are neither 
ordering nor spending at what might be considered to be an unusually high level. 
Given the volume of Time Inc. sweepstakes mailings sent to consumers — nearly 500 
million mailings sent from October of 1995 through February of 1998 — there will in- 
evitably be a very small number of consumers who may not read our copy, or cor- 
rectly comprehend it. Time Inc. is prepared to work with this Subcommittee and 
representatives of the magazine publishing and direct marketing industries to de- 
vise remedies for whatever problems this very small percentage of our customers 
are experiencing with our mailings. Our concern is that the remedy that is devised 
be responsive to the problem, and not indiscriminately and unnecessarily damage 
a business that consumers enjoy and that is an effective marketing tool, not just 
for magazines publishers, but for a wide array of other businesses and charities. Al- 
though there has been a great deal of attention focused on this issue of late, includ- 
ing in the media, we believe that the problem has been substantially, perhaps even 
dramatically, overstated. We welcome this Subcommittee’s efforts to quantify and 
define the extent and nature of any problem caused by sweepstakes and will assist 
this Subcommittee in any way we can to gauge and correct the problem. We are 
concerned, however, that the perceived problem may have cast a shadow which is 
much larger than the reality. 

III. Proposed Legislation 

With respect to the legislation introduced by Chairman Collins and Senators 
Cochran, Levin, and Durbin, S. 335, we have been able to review in depth the provi- 
sions that would prohibit certain practices in sweepstakes mailings and mandate 
certain disclosures. We are still analyzing the balance of the bill, although we have 
certain preliminary concerns about it. 

A number of the practices which S. 335 would bar are not engaged in by Time 
Inc., and a number of the disclosures which S. 335 would require. Time Inc. mail- 
ings already make. We consider the proposed restrictions and disclosures in the 
order that they appear in the proposed bill (at Section 3001(k)(2)(B) (i)-(xiii). 

(i) No purchase is necessary notice 

Time Inc. sweepstakes mailings already include such a notice, in at least three 
locations. 


3 Of our 32 magazines, only Time Magazine pursues an editorial and/or marketing strategy 
tailored to different demographic market segments: professionals, mature readers (50+), fami- 
lies, and youth. The sweepstakes copy sent to these four core groups is identical. 
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(ii) Threat that further mailings will not be sent absent a purchase 
Time Inc. does not use this technique in its mailings. This concept is acceptable 
to us. 

(Hi) Linkage between sweepstakes entry and payment 
Time Inc. does not use this technique in its mailings. This concept is acceptable 
to us. 

(iv) Suggestion that odds of winning will increase if purchase is made 

This concept is acceptable, but the provision should use the term “represents” 
rather than “suggests.” 

(v) Representation that a consumer is a winner when they have not won a prize 
This concept is acceptable. 

(vi) Clear presentation of rules 
This concept is acceptable. 

(vii) Clear identification of party mailing sweepstakes material and its principal 
place of business 

This proposed provision should refer to the sponsor of the sweepstakes, not the 
vendor responsible for sending out the packages. Otherwise, it is acceptable. 

(viii) Prohibition of statements that are inconsistent with contest rules 
In concept this is acceptable, although it is unclear what statements might be 
viewed as “qualifying, limiting, or explaining [the] rules in a manner inconsistent 
with [the] rules.” 

(ix) Notice in rules of odds of winning, quantity, value and nature of prizes, and 
schedule of payments 

Time Inc. sweepstakes mailings already include this information. 

(x) Suggestion that purchase will give sweepstakes entry priority, or make customer 

eligible for additional prizes or special treatment in future contests 
This concept is acceptable. 

(xi) Disclosure of fees associated with claiming free prizes or awards 

There are no fees or charges associated with Time Inc. sweepstakes prizes. 

This concept is acceptable. 

(xii) Facsimile checks must contain “non-negotiable, no cash value” notice 
This concept is acceptable. 

fV. Headline Copy 

Many Time Inc. sweepstakes mailings make use of what is known as “headline 
copy.” In a February 3, 1999 press release, the Subcommittee expressed concern 
about this sweepstakes technique: 

Another mailing used large type that read: “You Were Declared One of 
Our Latest Sweepstakes Winners And You’re About to Be Paid $833,337 in 
Cash!” Of course the recipient wasn’t really a winner. As the fine print ex- 
plained, the money would be won only if the recipient held the grand prize 
winning number and returned it “in time.” 

Headline copy has been used for more than 10 years by Time Inc. and other major 
sweepstakes mailers. Like the sweepstakes mailings as a whole, headline copy is an 
attention-grabber. Language referring to the sweepstakes’ $833,337.00 grand 
prize — that the recipient has won the prize; that “we are now authorized to pay” 
the prize; that a bank check is on its way to the recipient’s address; or that the prize 
will be forfeited absent a response — is in large, bold type, while explanatory copy — 
e.g., “if you have and return the grand prize winning entry in time, we will officially 
announce. . . .” — is in smaller, albeit very legible type, usually 12 point. 

Is the headline copy designed to capture the recipient’s attention and encourage 
him or her to read further? Of course. This is no different than any headline wheth- 
er it be in a newspaper, magazine or press release. Headline copy is always de- 
signed to get the reader’s attention, not tell the whole story. You must always read 
further to get to the meat of the matter. Could any reasonable person who reads 
the package come away believing that they have won the grand prize? No. At every 
instance in which headline copy concerning the grand prize is found, explanatory 
copy directly adjacent to the headline copy makes clear that winning the prize is 
contingent upon having and returning the grand prize winning entry. The explana- 



153 


tory copy is clearly legible and is clearly set off in open areas of the promotion 
where it cannot be missed. And the explanatory copy is not in “fine print.’’ Instead, 
it is generally in 12-point type — the same size type as that used in the Subcommit- 
tee’s press release “Section-by-Section Summary” of the proposed sweepstakes legis- 
lation. 

While our business practices are not determined merely by what is legally permis- 
sible, it is worth pointing out that courts have repeatedly rejected the argument 
that Time Inc.’s headline copy is deceptive. In Haskell v. Time Inc., 857 F. Supp. 
1392, 1403 (E.D. Ca. 1994), for example, the Court reviewed sweepstakes language 
stating: “If you return the grand prize winning entry, we’ll say you’re the winner.” 
In considering this statement, and others in the mailing, the Court stated: 

These statements, in context, are not misleading. It is clear from the ex- 
emplar that no reasonable addressee could believe that the mailing an- 
nounced that the addressee was already the winner. . . . The statement 
“you’re the winner” is preceded by “if you return the grand prize winning 
entry, we’ll say.” These allegations are dismissed. 

Haskell V. Time Inc., 857 F. Supp. at 1403. 

Similarly, in Freeman v. The Time Inc. Magazine Co., 68 F.3d 285 (9th Cir. 1995), 
the Court rejected plaintiffs argument that Time Inc.’s headline copy was deceptive: 

The promotions expressly and repeatedly state the conditions which must 
be met in order to win. None of the qualifying language is hidden or 
unreadably small. The qualifying language appears immediately next to the 
representations it qualifies and no reasonable reader could ignore it. Any 
persons who thought that they had won the sweepstakes would be put on 
notice that this was not guaranteed simply by sufficient reading to comply 
with the instructions for entering the sweepstakes. 

Freeman further contends that the qualifying language in the promotion, 
even if read by the recipient, is ambiguous. He argues, for example, that 
the statement “If you return the grand prize winning number we’ll officially 
announce that [you have won]” leaves room for the reader to draw the in- 
ference that he or she has the winning number. Such an inference is unrea- 
sonable in the context of the entire document. In dismissing the complaint 
against Time in Haskell, the court noted that such “statements, in context, 
are not misleading. It is clear from the exemplar that no reasonable ad- 
dressee could believe that the mailing announced that the addressee was 
already the winner. . . .” We agree. Any ambiguity that Freeman would 
read into any particular statement is dispelled by the promotion as a whole. 

Freeman, 68 F.3d at 289-90 (emphasis added). 

In short, the courts have repeatedly confirmed that no reasonable person reading 
our mailings would believe that he or she has won the grand prize. The courts’ con- 
clusions simply reflect common sense. No reasonable person would take action based 
on a headline that he or she read in a newspaper or magazine, without reading the 
underlying article. The headline is a tried, true and accepted literary device to get 
a reader to read the whole story, not just the headline. 

V. The Future 

We firmly believe — and all relevant statistics confirm — that the vast majority of 
our customers (i) understand our mailings, and (ii) buy our magazines on their own 
merits, not merely to participate in the sweepstakes. However, we recognize that 
a very small percentage of the population may have difficulty with sweepstakes pro- 
motions. This is a significant concern to this Subcommittee, to various Attorneys 
General, and to us. We at Time Inc. have as much interest in solving these difficul- 
ties as this Subcommittee and the various Attorneys General do. None of these 
problems or regulatory concerns are good for our business, and we sincerely want 
to work out appropriate solutions to them. 

Among other things that we are voluntarily undertaking to address these con- 
cerns is the development of an internal program to identify any customers whose 
unusual buying patterns suggest a misunderstanding of our sweepstakes pro- 
motions. Such individuals will be reminded that there is never any requirement to 
purchase our products in order to participate in our sweepstakes. If these customers’ 
unusual buying patterns continue, one option may be to place them on “do not pro- 
mote” lists. However, the issue is a complicated one, involving privacy principles 
and the fact that we cannot simply make assumptions about individuals or, worse, 
classes of individuals. Further, we believe that the remedy for this problem must 
be industry-wide in order to be fully effective. We strongly support industry efforts 
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to identify and craft appropriate assistance to individuals whose conduct indicates 
difficulty understanding sweepstakes promotions. Of course, this will have to be 
within the bounds of pertinent antitrust law, if any. 

We are also undertaking several additional voluntary initiatives to further ensure 
the clarity and straightforwardness of our sweepstakes promotions. We are taking 
steps to further increase the clarity and prominence of explanatory copy associated 
with any headline or winners list copy. Also, most of our promotions include a state- 
ment on the entry or order form telling the reader how to enter without ordering. 
We will make this a general policy for all of our sweepstakes promotions. Finally, 
we will ensure that the sweepstakes rules in all of our packages will be printed in 
at least 8 point type (the same type size used in the Wall Street Journal). In this 
regard, note also that in our latest sweepstakes. Guaranteed & Bonded IV, the 
statement of the numerical odds of winning each prize in the rules has been high- 
lighted in bold type. 

In closing, Madam Chairman, we want to thank the Subcommittee for its invita- 
tion to appear at this hearing. We recognize that there is a problem and a basis 
for legitimate regulatory concerns, and we want to develop appropriate solutions. 
The Subcommittee is performing an important service in helping the sweepstakes 
and direct marketing industries and the regulators define the scope of the problem 
and develop solutions which address those problems. These solutions should be tai- 
lored to the real issues, avoid unnecessary damage to the vitality of our magazine 
industry, and not run afoul of the protections afforded commercial speech under the 
First Amendment. 
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PUBLISHERS 
CLEARING HOUSE 

101 WINNERS CIRCLE 

PORT WASHINGTON, NEW YORK 1 1050 


onlnves^tlons 
EXHIBiT # 1 


Dorothy Addeo 
Contest Manager 


Eustace Hall 



October 10, 1997 


Dear Eustace Hall: 

I'm in a bit of hot water — and only you can help me out! 

My boss dropped into my office the other day, sat down and sighed. 

■What's the story with Eustace Hall? I see that name on our Best Customer 
List, on our Contenders List, on our President's Club Member List. But I 
don't see it on our Winners List. There nmst be aoiBBthlng we can do to 
change that. It's not right when someone as nice as Eustace Hall doesn't 
win.” 

Then he sighed again, looked at me, and left, 
find I sat there wondering what to do. 

I had my mission, Eustace Hall. To make you a winner — and soon. And I'm 
happy to report that with a little help from you I can. personally guarantee 
that you'll win a prize in our SweopstakesI 

You see, you're due to receive a Sweepstakes invitation from Publishers 
Clearing House in the next few days. Now, I've made sure that your 
invitation includes a special opportunity that guarantees you'll win a 
prize valued up to $5,000,000.00. That's a guarantee you won't get from 
any of our competitors. So don't be fooled by imitators — look for a 
ptirple envelope from Publishers Clearing House with your personal 
Guaranteed Winner Documents attached to the front . 

Return the Guaranteed Winner Document from that Bulletin by the deadline 
and you'll be a Publishers Clearing House winnerl 

I can't say what that prize will be. And I can't say exactly when in the 
coming year you'll win. But win you willl 

So please accept our invitation as soon as you receive it. Once you do, 
you'll experience the thrill of winning — and that's guaranteed! 

Waiting to hear from you, 
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We've finned In as our next winner's stop ... 

and we could be there on Super BowI.m Sundoy ^ $31.000.000.00 ... our largest SuperPnze ever! 

Hi, I'm Dave Sayer. You've prpbc^' seen rr^ on, rrri^ernanwtTOrtngs the cloofbelts of our big winners 
and greets them with the news that'theyVeiudb^con^^l^^ 

fm always on the rood visiting winners, and fm writing to tel you that fm dreody starting to prepare for my next trip, 
And what a trip this one is goirg to be! You see, to cel^Drate our 31 years of Sweepstakes Giveaways, we couid be 
awarding $31 .000.000,00 on the evening of January 31 , Sifser Bow1~ Sunday! In fact, I could be lushing through the 
streets of Gen Ridge looking for your home because I see ... 

... the name of Mrs. Is amortg 

those on the Prize Patrol ttinerary as a potential 
winner of $31,000,000,001 

You see, your recent order and entry has proven to us that you're indeed one of our loyal friends and a savvy 
Sweepstakes player, And now, fm pleased to tell you that youVe passed our selection criteria to receive this 
special invitation •• and potential winner status - to cblm this gkrt $31 Million SupeiPrize. 

In addition, this document confitmi that your recent order 
hos been received and is now being processed for d^ery. It shodd arrive shortly. 

Don't miss out - this Is a special THIRTY-ONE MILLION DOUAR opportunity just for special friends like you. Even if yoifve 
entered our Sweeps before, I urge you to enter this one. too. And if the SupeiPrize Number assigned to you in this 
Bulletin matches the winning one ... 

... the nome^iMi^itfMito goes on 
our giant check for $31 .000,000.001 


But before the Prize Patrd can leave Port Washngton. you have to let us know 


that you want tMs chance at winning 31 Miion Dollars. And thoTs so easy to bo. 
Simply transfer the Prize Patrol Confimation Label below to the Rize Patrol 
Confirmation Form and return It by the 1 /4/99 deadns. Then, If the wiirsng 
SuperfYize Number comes in and tfs yours ... 

ru definitely ring the IBMMPs doorbel on January 31 
to present you with your check, and your winning momer\t will be 
broadcast live on FOX TV right after the Super Bowl™! 

So hurryl We'll hold your place on the Prize Patrol Itinerafy untS the 
deadline date. Don't niss out on this speciai c^Jportunity to vrtn milonsi 
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customers Ske you. You'll firKi dozens of great products - oil at unbeatable prices. 

Just take a look at this outstanding variety, tm sure you’l find something here to please you or anyone on your gift list; 


DIOSUM;s OUR SPOTLIGHT FEATURE! Finally ... a natural, healthful weight control program that really worksl 

"FOREVER YOUNG" Music Collection ... our special HOUSE FAVORITEI Delight in 38 great hits from a 
classic era in pop music ... the fabulous Fiflies and swingin' SixliesI 


ROYALTON COLLECTION "JENNIFER" BUTTERFLY DOLL ... a fine^ crafted collectible teoturing lovely design 
and hand-tf^” ■ 


GREATEST HEROES AND LEGENDS OF THE BIBLE ... One of the oFKgieats. Charlton Heston, brings the 
story of Moses and the miracles of Jesus to ife In this exciting two-video collection! 


And, be sure you don't miss out on other terrific offers Ike the classic FANNIE FARMER BAKING BOOK, containing over 
BOO tasty recipes ... soft, chewy, delicious CITRUS FRUIT SLICES h a beautiful stained gloss-design gift tin ... and the 
non-stick, dishwasher sole AMBERWARE* MICROWAVE COOKWARE which makes tood preparation a bteezel The list 
goes on and on with over 75 ktcr^lble values ~ from videos to music, borjks to handy household itemsl 

There ore absolutely no strings attached to our prizes. 

Whether or not you decide to take advantage of these tenrfic offets, I vrant you to know that I deliver the pitzes with 
no strings attached. We never ask you to pay any money to claim your prize. Publishers Clearing House gives YOU 
all the moneyl 

With so much money at stoke - 1 urge you to act RIGHT NOW! 

So let me know right away if you wonf me to otrnre at your doot ready to award our BIG MULTIMILLION DOLLAR cash 
ptizel I'm wa'rting to hea from you nowl 


Sincerely. 



DaveSoyer. 

lor The PCH Prize Pattd 

P.S. We've dipioed into our reserves, bonded and registered $31 ,000,000,00 in prize money with New York State to 
celebrate out 31 -year Sweepstakes history - and its guaranteed to be awarded January 31st If the winring number 
is returned from a $31 ,000,000.00 Super Bowl™ Bdletin. If not, the prize will be $1 0,000,000,00 and the batance will be 
awarded in a future Giveaway. So hurry - the big day is fast approaching. Make sure you ten us If you'll be home - 
simply affix your Coded Prize Delivefy Label from the front of this letter to your enclosed Notice Of D^ery card 
and return it with your order. If not ordering, see Official Rules for entry details. 


PUBUSHERS CLEARING HOUSE 

tOi WINNERS CmaE* PORT WASHINGTON. NEWYORK 1 1050 
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There'S nothing we enjoy more than saying to someone, "Congratulations! 
You're a guaranteed winner in the Publishers Clearing House 
Sweepstakes!" And now that someone is you, Just like we 

promised in a letter we sent you recently. 

As a good friend of PCH you are definitely — without a doubt — going 
to win an all-cash prize, if we hear from you by November 19, 1998. 

You could even win $5 MILLION on Dec. 18thl 


Your win of $5 Million in December would cap a busy year here at 
Publishers Clearing House. Dave has been on the road more times than 
I can count to give away millions of dollars — beginning with the $10 
Million we awarded on Super BowD* Sunday and the $1 Million in August 
— and he's not about to slow down for a minute. In fact, the next 
scheduled sto p for Dave a nd the Prize Patrol could be your home at 

on December 18 th to award a 


$5 Million SuperPrize! 


Just think: One minute you’re going about your business, and then 
there's a knock at. the door, it's the Prize Patrol! In that instant 
you've become a millionaire. And we're right there as it happens. 
(Who wouldn't love this job?) 


I've even enclosed a photo of the Prize Patrol looking as if they're 
visiting your home, so you can picture what your winning moment would 
be like. 


But first things first. We're ready to make out a prize check to you. 
We’re just waiting to receive the enclosed Official Prize Award 
Guarantee to confirm your winnings. Although most folks will win 

51.00. vour prize ■COUld..he..S5QQ..0P... $1.Q0Q.QQ....S2, 000-00, $10,000._0g^ 

825.000. 00, or as much as $100.000.00! What's more, you could very 
well win our 55 Million SuperPrize! 

Isn't it wonderful when there's no way you can lose? 

Congratulations again, 


P.S. We're so excited about all of this that we’re taking an early look 
on Friday, December 18th to see if the winning number has been 
returned. If you have sent back the winning number, the Prize Patrol 
will be visiting your home with the $5 Million SuperPrize! So mail us 
your Prize Award Guarantee right away. After all, you have absolutely 
nothing to lose and everything to win! 



CU0191944-33500273282 
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FOR YOUR 
RECORDS 

Tear off and retain. 



wm-a/iitm 


Guaranteed 
Cash Prize 
Winner 

Entiy returned 


/■ ^ 

PLACE 

CERTIFIED WINNER 

LABEL HERE 

AND ORDER STAMPS BELOW 


m. 

for November 19 
deadline. 


Items Ordered 



(IF NOT ORDERING - SEE OFFICIAL 
RULES FOR ENTRY DETAILS.) 



Publishers Clearing House is pleased to guarantee an all-cash prize to you 
because we are confident that you wID meet the following conditions for 
winning. Please check all that apply; 

I reside at the address above; 

I am not directly related to any Publishers Clearing House employee; 

I have not won a major Publishers Clearing House prize prior to 

this Giveaway. 


For the timely awarding of your prize, please return this form so it is received 
by Dorothy Addeo at Publishers Clearing House by November 19, 1998. 

Eleonora McCormick 


Dorothy Addeo 
Contest Director 


Daniel P. Doyle 
Treasurer 


You will be granted Free Inspection Privilege on any order you may 
place. An order wiD maintain your customer status at the highest level, 

PLACE 1ST 
ORDER STAPIP 
HERE 

PLACE 2ND 1 
ORDER STAMP j 
HERE 1 

PLACE 3RD 
ORDER STAHP 
HERE 

PLACE LIFE 1 
ORDER STAMP | 
HERE ; 



if not 
ordering, 

DO NOT USE 
THIS FORM. 
See Official 
Rules for 
entry details. 
NO PURCHASE 
NECESSARY. 



9890 F2111 

innusHus cleaunc house 
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OFFIGIAL^illia I 

WtiywerunourSvweepslakes. We nm a Sweepstakes because rs Howto enter ocrGiVBaw^^^iWffiby has an orde^ 

fun and e)K)ting and attentkKi to our unbeatable m^a2k)e and EXFttESS ENTRV^ you don*t Itavefto, dp another thing — except retum » 

merchandise offers We give away munons of dollars in prizes every your Official Prize Award Guarantee wtth.your Oefttfied VIrinner tabef f 

year. In total, we've awarded 125 MILUON DOLLARS since our affixed by the deadline. If you'ie not o riferte g and wouM Oce to ^ 

Sweepstakes began in 1967, and the number keeps growing larger enter the Giveaways, you must follow these steps to enter. Use 

every year^ the enclosed Mon-Order Entry Posfcam. Remove the WenWicalioo 

Number Label from the Dorothy Addeo note and paste R ki the space 
All entries recWved by November 19, 1998 are guaranteed to win pnjvtded Be sure to write in your full name and retum address. To 

one of the cash prizes promoted in Giveaway No. 599 and are efi- enter ‘Hawaiian Vacatkxi” Giveaway No. 581, write your Hnai Round 

gtole to win an other Giveaways listed below. This is the i=inal Number on the same card. Then maH the Non-Order Entry 

Round for Giveaway No. 581 which wii end in a few short weeks and postcard to the foUowitv address: PUBUSHStS CIEAIUNG HOUSE, 

is separate horn al previous entry opportunities. In Giveaway No. onRY ONLY PROCBSWG, PJk SOX 5000, SYOSSET, NEW YORK 

599, most people will receive a check for $1.00, you could win up to 11791-5000. Yburcardmustanlvebyll/IS^tDbeeligibleforafl 

$100 Thorcand. Thu cordd even win $10 Million. Ybu may receive Giveaways promoted in this BuNetin and to dann your prize from 

rnultif^erihyoppprtHrities jnjMrprigoingGh^ Giveaway No. 599.- - - < - ■ - 


Wiy you were selected to receive this BuRetto. Since we cant 
msul to everybody, we set tq) certain qualificatiORS as to iMhat groi^ 
we will send Bultetins to and when. (All customers and blends with 
at least one merchancise order per year and/br one magasne order 
in toe Iasi 3 months gain annual membeishtp in our Preddenfs Gold 
Club. All customers and friends with a magazine purchase withto the 
past year giun annual membership in toe Presidents Club. Thosewho 
write to us requesting arhnission win also be granted memberdt^ 
privileges.) Within each cal^ory we then select specific people based 
on toe interest toeyhre shown in recehring our rruA. Thousands am 
eliminated when we go through this process because they do not 
meet the standards. But you did! That^ why you’re recdving the 
enclosed docurnents toat could iitake you a mitUoriaire! 

How you could be selected a wiimec Ybu coidd win our $1 0 Million 
or $5 Mnfion SuperPrize* (Giveaway Nos. 555 and S2S) if you have the 
matd^ winning nutnber and return k by toe deadhe. WeVtaksa 
special early look for toe winning number lor toe $5 Million 
SuperPrize* (Giveaway No. 525) and announce toe winner on 
OecembertS, 1998 should toe numbercomelnftwnthlsBuletin. If 
the winning number for any matching ruanber Giveaway is not 
returned by toe applicable dearfline, we wifl award toe base $1 Million 
prize to an atlemate winner In a second chance random drawing 
among all eligible entrants at Giveaway end. In the unGkefy event a 
winning rrumber is dupTtcated, there wfl be a random drawing among 
such duplicated numbers to determine toe winner. Vhu win win a 
Hawaiian Vacation vtoued at $10,000.00 or the cash equivalent from 
Giveaway No. 581 if your entry Is selected in a rarKfom drawing from 
among dl eligible entries at Giveaw^ etto. For Giveaway No. 599. ail 
timely enbants from this Bulletin win win a prize by random drawing 
sometime during toe t>ext 12 montos. Only one prize per entrant 
Delivery of prize may be subject to subsequent prize choice. Thispre- 
sentation of Giveaway No. 599 is void In CT. WA. NV. VT and NC. Odds 
of wtnrung depend on the number of entries received. 

GIVEAWAYS PROMOTED IN THIS BULLETIN 


PRIZES GIVEAWAY 

ENDING 

WNKER 

NUMBER 

DATE 

SELECTED BY 

$10 Million 555 

*1/31/99 

Winning Number 

$ 5 Million 525 

*7/31/99 

Winning Number 

$10 Thousand 581 

*12/31/98 

Random Drawing 

Additional Cash” 599 

*3/31/99 

Random Drawing 


r 1 © $100,000,00; 1 @ $25,000.00; 3 @ $10,000.00; 10 @ 
$2,000.00; 1 @ $1,000.00; 1 @ $500.00; 1 © $100.00, 

3,400,000-1- cash prizes v^ued at $1.00 each) 

* Prize may be awarded earlio' at our option. 

How our prizes pay out Win $10,000,000.00 and you will receive 
$500,000.00 toe first year, $250,000.00 a year thereafter, and 
$2,500,000.00 in the 30th ye^. Win $5,000,000.00 and you wfll 
receive $250,000.00 the first year. $1 25,000.00 a yw thereafter, and 
$1,250,000.00 in toe 30th year. Present value of Giveaway Nos. 555 
and S2S will vary depending on interest rates and market conrStions 
at the time of the award. AH other prizes will be paid in full by check 
at time of award. 


Our Prize Patrol wn noH^ aifanen of fatees of SKMXXUiO or 
more In persoiL Vfet contact winners of under $10,000.00 by 

nafl. The entram named on the winning errtiY form win be constdered 
toewinner. We must locate any vrinner and have him or her execute 
an Af^vit of fiigibShr within 30 days or we vnB seler^ an alternate 
winner. Acceptance of prize, unless otoerwise noted, constitutes 
pennission to use winner's name end photograph in ttievision com- 
merci^ aral for otoer prornatkmai purposes. 

Ho strings attached to our prizes. When you win in a Pubtishers 
{Seaitog House Sweepstakes, toe prize is yours absolutely free. We 
rwver reqi^ you to buy anything either before or after you win. if 
anyone asks you for money to dahn a prize, don't be taken in by it 
The roaf Pttolisherc Ctearfng House Prize Patrol cornes with flowers, 
b^ioons, champa^ie, and they give YOU toe money - no strings 
attached. 

Gi v ea way Supenrbore* de cisi on s am BnaL Taxes are the vrinnef's 
responsiNGty. Sw ee pst ak es is open to residents of toe U5.. the UJL 
and Canada. You may write in as often as you Bee to enter our cur- 
renL ongoing Sweepriakes. Just mail each request separately. We do 
not accept entries from a third party nor entries sent in buto. Weare 
rvt responsible for tost, delayed or misdirected mal. Prtodpals and 
employees of Pubfishers Ctes^ House. Rs affiliates, contest proces- 
sors, their immediate famies and Giveaway Supervisors are not eli- 
giible. Alt federal, state and local laws apply. 

To receive lutiae Sweepstakes opportunities, or to obtain our 
most recent list of winn^ Just write to US at toe address below 

and let us know. 


ALL PRIZES GUARANTEED TO BE AWARDED 
NO PURCHASE NECESSARY TO Wm 



Al Publishers Clearing House, we process orders toe day they arrive 
and notify pubtishers and stq)pliers to start sendee imm^iatety. 
Weeldy magazines are in the mtol to you in just 3 or 4 weeks ~ 5 at 
toe most lAorrihiy magazines (and those putfished less frequently) 
take a tew weeks more. 

NOTE TV GUIDE is unavailable in Puerto Rtco and U.S. posse^ons. 
Subscription rates for NEWSW^ vary in U.S. possessions. Write us, 
listing your address, and we'll adrise you of th« price. 


{ CASH PRIZE GUARANTEE > , 

Publishers aearing House hereby guarantees that upon the timely receipt of your entry from this 
Bulletin, a cash prize will be delivered to you sometime during the next twelve months. Although 
most folks will win $1.00, your prize could be $100.00 ...$500.<X) ...$1,000.00 ...$2,000.00 ...$10,000.00 
... $25,000.00 ... even $100,000.00 CASH! You could even win the $5,000,000.00 SuperPrize* on 
December ISA. If you win $10,000.00 or more, your prize will be delivered to you by the Publishers 
Gearing House Prize Patrol. If your prize is under $10,000.00, you will be contacted by mail. 

o 1998 

eIJid PUBLISHERS CLEARING HOUSE • tOI WINNERS aRCLE- PORT WASHINGTON. NEWVORK I lOSO 
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onliwMligalions 


PLEASE HELP HE i 


EXHIBIT#. 


When your name came up as potential winner of the $3,500,000.00 
SuperPrize, we ran a check of your file to see that everything 
was in place for the cash award on October 15, 1997. 

Unfortunately, we discovered that we hhVe no rernrd of ^ 

^r fromryou . And, sing posif^dh 
right before we're about , bo -awa^ oiir''n^£^rize. 

;iile are ^0 REdWT ORDER ACTIVITY: 

-DROP, P5ROH JtEGDLAR- BATr.Tllin^.T?r.OT ^ • 

What an eit^arrassing thing t^o teil everyone watching the announcement: 

■^Ihe^'S , 5 0 0 , ol) 6: 0 0 Sui^^?r^^'wliiher^as? a « trange'r 
to the unbeatable deais af 'I^lishers Clearing House 
and was about to be dropped from the listl* 

So. 'PLSASfi'help me out bv orderi no so mething now it would be great 
if during your Winning Moment ybu could say. 


"I just ordered from The Clearing House. They have 
great values. Winning $ 3 , 500 , 000.00 is a pretty 
good deal, too." 


PLEASE ORDER ... and make us both happy on what promises to be a 
really SUPER day] 



David Sayer, Executive Director 
Publishers Clearing House Prize Patrol 


’ r f Fh ^ si-ophset 

UPGRADE label attached and we'll alert all the right people outomaticalV. 
iMorfeirg, please yi os in writing that you do not wont to forfeit your mailing privileges 

and request that your name remain on our list. ■at' =a 


r 

If ordering, detach and use this label. 

I 


I 
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Urgienf SuDjeot Walter: 


CONFIRMATION 
NUMBER REQUIRES 
**FINAL REVIEW** 
TO PROCEED FOR 
$ 11 , 000 , 000.00 
ELIGIBILITY 


Convmarion Number: 

HS269551567 


Prize Peridi'ig Award: 

**$ 11 , 000 , 000 . 00 ** 


Agent: 


AHERICAN FAfllLY PUBLISHERS 
P.O. BOX bBDDQ 
TAnPAi FL 33bt2-2DDD 



Authorizing Otticer: 


Departnwit: 


FINANCE 


Official Use Only 






SUSAN COLLINS 
P.O. BOX 

BANCOR, HE Q44D2-DbS5 
lll....lni.l..l!l,nnl.lll..MllM.l.lMl.[..I.I..I.I>.lnli 


READ CAREFULLY 

before responding 


Dear Susan Collins; 

This letter serves to confirm that Final Review is now pending 
for $11,000,000.00 Confirmation Number ES259551S67 — your review 
and response to this notice is required at this time. Our 
records have been fact-checked and indicate that you are indeed 
in possession of this number. 

At close of business — 5:01 p.m.. Eastern standard time — on 
day 7, you will cease to claim ownership of the opportunity 
represented by HS2695515S7 if you have not mailed your response. 
In this case, American Family Publishers reserves the right to 
award any money that could have been yours to a winner at random. 

According to paragraph one of the rules governing our 
sweepstakes, you will be entitled to collect the entire 
$11,000,000.00 if you have the winning number and respond within 
the next 7 business days. 

THEREFORE, IT IS STRONGLY ADVISED THAT YOD COMPLETE THE 
ATTACHED INSTROCTION FORM AS FOLLOWS: 


Locate the large Barcode Label that has been specially apolied to the front of the 
j envelope these documents arrived in. This barcode consists of 97 lines of varying 

^ thicknesses and features a FINDER CODE runnina alona the bottom edoe. The 
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Locate the large Barcode Label that has been sDeciallv applied to the front of the 
I envelope these documents arrived in. This barcode consists of 97 lines of varying 
^ thicknesses and features a FINDER CODE running along the bottom edge. The 
FINDER CODE below this barcode must match the FINDER CODE in Box 2 of 
your Instruction Form attached below. (If the 2 FINDER CODES do not match, 
an error has occurred — contact us immediately to secure a new entry document). 


G) After confirming that the two FINDER CODES match, detach the Barcode Label 
from the envelope and affix as indicated in Box 1 of the Instruction Form below. 


Detach, at minimum, 1 magazine stamp from the enclosed stampsheet and 
S < place in Box 3 of your Instruction Form if ordering. If not affixing magazine 
stamp(s) in Box 3, do not use enclosed REPLY ENVELOPE to return your 
Instruction Form. See official rules for entry requirements. 




Sign the Instruction Form by the “X” in Box 6. Be sure to check all boxes that 
apply. 


Mail your REPLY ENVELOPE within the next 7 days via regular 
U.S. Mail. All monies will be awarded in strict 


(continued on back) 


Ifc..... 

19ADAY08A 


12813-fiDT19ZB008-l/l-SPR-C 

? COMPLETE AS INSTRUCTED ABOVE. DETACH 8 MAIL IN ENCLOSED REPLY ENVELOPE ▼ 


098-39084 




Barcode Validation: 


INSTRUCTION FORM 

Current Status: 


OFFICIAL ENTRY 


Detach Barcode Label 
from front of Envelope 
and place here. 


kQP 


19ADLY08A 


jljjjUJ^rder Validation:" 


spates at nght, 
no purchase 
necessa'i'. 


PASTE 1ST MAGAZINE ' PASTE 2ND MAGAZINE , 


DISCOUNT STAMP HERE ; DISCOUNT STAMP HERE ; 


Final Review Pending for 
Confirmation Entry Number: 




j Prize: 

! Instructions: 

1 $11,000,000.00 

! FIFVFNMILLIOKDOLLARSANDNO.'IPO 

1 INITIATE 

1 UNAl REVIEW^ 


Make any 
corrections 
m the area 
otnghL 


Susan Collins 
P.O. Box 155 
Bangorn HE 044D2-Dt5S 


^ ~ 

□ lam 18 years of age or older. 

0 1 know of no restrictions to my eligibility. 

□ 1 have never won a major prize from this agent. 


CheA& 

boKSlhal 

afplyandsi^ 

Murname 

betM 


X 


SIGNATURE OF RECIPIENT 


Dc not rriate 
anysi^ 
mans in 
this area 


For Office Use Only; 

HUltTOfl 


mt onk 77ah 
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19ABAYD8A 


OFFICIAL RULES • OVER 30,000 NEW WINNERS - GUARANTEED! 


Simply follow the directions pyblished in this offer. Yoit otfidel sweepsfakBS numbers are to be 
compared against winriog nombers which have been selected a! random. In any of our matctied 
number sweepstakes, it the pre-selected winning number is returned, the sweeps!^ will terminate 
no later than six months alter the return of such pre-selected winning number. Grand Prize in 
sweepstakes #40 will be awarded in matchina number portion, and remaining prizes in random 
drawing?. In the evenl grand prize(s) is not timely claimed in matchirig number portion of this offer, a 
random drawing will be made irom all entries received to award unctaimed prize(s) al sweepstakes end. 
Some priaes may have additional eligibility reguiremerts described in ihis mailinp. Odds of winning 
determined by number of entries, Unclaimed prizes may be combined with other [^izes. Entries are 
eligible for prizes only as promoted in mailings from whicli they come. Wherever a deadline is 
specilied, entry must be received by deadline date to qualify. 

TO ENTER: Detach Barcode Label from Envelope and affix fo Box 1 of Inshudion Form (after 
confirming that the Barcode Label Finder Code matches the Finder Code in Box 2 of the Form). Affix 
magazine discount stamp(s) to Box 3 and sign as indicated in Box 6. Delach 7-Day Re^onse 
Reguirement stamp Irom stampsheet and affix to front of Reply Envelope. Place Insfrudion Form in 
Reply Envelope and mail within 7 business days for priority order processing. IF NOT OflOERIHG; 
Affix Barcode Label to Box 1 of Instruction Form (after confirming lhat the Barcode Label Finder Code 
matches the Finder Code in Box 2 of the Form). Do not affix any order stamps and sign as indicaled 
in Box 6, Place Instruction Form in your own envelope and also enclose a 3' x 5' card wi the 
iollowing handwritten in block letters: 'AMERICAN FAMILY PUBLtSHERS SWEEPSTAKES MO ORDER 
ENCLOSED.’ Affix 7-Oay Response Requirement stamp and the enclosed Non-Order Entry Bureau 
Address Label [or address lo: American Family Publishers, P.O. Box 62117, Tampa, FL 33662-2117) 
to the front of your envelope and mail within 7 business days. 

Sweepstakes end dates: for sweepsakes #40 with SlOMlLLlON^and prize, paid $333,333 a ywr. and 
prizes similar to and of same value as first through sixth listed below: 1/31/99 (esi. odds of winnirg: 
1:150,000,000); for sweepslakes #70 - $1 MILLION pris: 1/31/99 (esl. odds of winning: 
1:150,000,000, Prizes may be awarded earlier at our option. 

Ih addition, in sweepstakes #40, the following prizes (or equivalents) will be awarded: lsl prize (t 
winner) Chrysler Concorde or Ford Mustang or Jeep Cherokee or $25,000 cash (esl, odds of winning: 
1 150,000,000); 2nd prize (1 winner) European Vacation or equivalent cash value of $5,000 lest, odds 
of winning: 1:150,000,000); 3fd prize (5 winners, each prize $2,500 value) RCA Digilal Camcorder, 
Shark Sunchaser Sailboat, Mitsubishi M" TV, Lifetitness Treadmill or Sapphire and Diamond Tennis 
Bracelet [esl odds of winning: 1:30,000,000); 4th prize (10 winners, each prize $1,500 value) Bose 


Home Theater Music Syst«n or Zenith 32‘ Color TV (esi, odds o! winning: 1:15,000,000); 5th prize 
(50 winneR) Sega Saturn Core System ($250 value - est, odds of winning: 1 :3,000,000); 6tii prize 
(500 winners) Timex Indiglo Walch ($30 value - est, odds of winning: 1 :300,000), Also in this mailing 
torswer^tes M), th^will be an additional prize from sweepstakes #70 of $1 MILLION. If winner 
does nol qualify fcr full amomt, remainifcr may be redeemed by agreeing to appear ip additional 
t^'sioncommerci^s. 

There will also be two arrual special sweepstakes ending: (a) 1/31/99 (b) 1/31/00. Winners will be 
selected in annual drawings from all entries timely received. A single enlry now makes you eligible in 
both special sweepstakes in ea:h of which 15,000 prizes with a retail value of at least $10 will be 
aiirarded(esLO(j(tertwinning: 1:10,000), Prizes include watches, pocket cameras, books, video tapes, 
audio ties and radios. (In case of unavailabilily we and the inrteperdent judgina organization reserve 
jie ri^t to substitute a prize of comparable retail value.) if a prize or prize notincatior is returned by 
the post office, the prize will be awarded to an alternate winner. 

To receive tufue sweepslakes opporlunities or a list of major prize winners just write to us at the 

address below. 

Administrative supmrision o! this promotion, including selection oi winning numbers and 
random drawings, is being administered by an independent judging organization whose decisions 
are final. Only entries sent by first class mail (32 cent stamp) are eligible. Entries sent by express 
mail or overnight service are not eligible. We are not responsible tor postal delays or losses or 
for printing or other errore. No more than one entry per envelope. Any preselected winning 
Hunters announced on TV will be retired betore the next mailing and no longer valid. New 
numbers will be selected to replace them. Winner need not be watching TV announcement to win. 
In the unlikely event a wifinino number is duplicated by mistake, there will be a random drawing 
among such duplicated numoers to determine the winner. This sweepstakes is sponsored by 
American Family Publishers and affiliates. There may be different graphics and presentations of 
this offer under the same pria stniclufe. No substitution by winners tor prizes offered. Entry 
constitutes permission to use winners’ names and likenesses for promotional purposes and 
winner^ agreement to participate in semi-annual production of television commercials. Affidavit 
of eligibility and release may be required of major prize winners. If you have any questions 
concerning these sweepstates please write to American Family Publishers, 3000 Llniversily 
Center Drive, Tampa. Florida 33612-6408, This international offer open Ip all recipients except 
employees and their families of ours, the judgihg organization and their and our various affiliates, 
agaiciesand suppliers. All prizes guaranteed to be awarded. 


cc 


(continued from front) 


accordance with the rules governing our sweepstakes. 

We look forward to receiving your Instruction Form. Our 
processors are currently on standby. Final Review of your 
Confirmation Number is still pending -- you have ? business 
days (counting today) to stake your claim to win the 
$11,000,000.00 sum currently on reserve. Thank you. 

Sincerely, 

Dale Penfiington 
Chief Financial Officer 
American Family Publishers 



P.S.' FINAL STEP BEFORE MAILING: Be sure to affix the 7-Day 
Response Requirement stamp to the front of the special 
Reply Envelope we've provided. (See the enclosed 
stampsheet for this stamp) . 
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Senate Permanent Subcommittee' 
On Investigations 
EXHIBIT 8 
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SwHtePermanantSuboominlttBe 

YOU’LL QUALIFY FOR A $100,000.00 BONUS on Invwtlgslions 
IF YOU RESPOND WITHIN 5 DAYS! exhibit#__^__ 

Take special note of the Bonus Award Validation Seal affixed to the f-'orn 
of this notice. Because if you act quickly and return your eno'y with tne 
Bonus Award Validation Seal witnir. 5 days, you'll be eligible to win a cash prize 
of S 1 00 , 000-00 — in addition to the $833,337.00. But your entry MUST be 
returned within 5 days. So respond at once. But first, take a moment to 
consider a sensational offer from TIME' Of course, there’s no obligation to 
purchase anything to be eligible for a prize. But if you've ever thought about 
trying TIME. NOW is the time' Because THIS offer may be the most exciting 
offer we've ever made to anyone' To begin with, 

YOU’LL RECEIVE A FREE GIFT: 

THE TIME HIS & HERS ELITE WATCH SET - 
IF YOU ACT WITHIH 5 DAYS! 

This limited-time Free Gift offer is truly something special, and once you see 
the refined elegance of the TIME HIS & HERS ELITE WATCH SET. you'll agree' 
designed to m.ove from everyday lo formal engagements with style and grace, 
the ~IME HIS 8. HERS ELITE WA^CH SET combines world-dass sophisticatbn wiin 
state-of-the-art quartz technology. From the moment you put it on your wrist, 
you'll admire the etched Roman numerals that highlight the lustrous gold-color 
face, And the exquisitely beveled hour and minute hands. Not to mention the 
supple leather-lined black band that’s fully adjustable and perfect for any occa- 
sion, You could pay a good deal for such a superior timepiece in the local 
jewelry store. But the TIME HIS S HERS ELITE WATCH SET is yours ABSOLUTELY 
FREE just for trying TIME now and replying within 5 DAYS. We realize t'^al this 
faoulous gift, all by itself, would be enough to tempt almost anyone to try TIME. 

But to make sure this offer is too good to resist, we're pulling out all the stops' 

So in addition to your FREE GIFT, the TIME HIS a HERS ELITE WATCH SET, 

YOU’LL SAVE 61% OFF TIME’S COVER PRICE WITH 
YOUR SENIOR CITIZEN’S RATE » AND ENJOY 
TIME’S PREFERRED SUBSCRIBER’S ADVANTAGE! 

That's just SI, 15 an issue for a year of TIME — 61% off the cover price' 

And you'll receive the Preferred Subscriber's Advantage. That means we will 

continue your subscription at the guaranteed savings off the cover price unless 
you tell us to stop. Send no money now. We'll bill you later in time to lock in 
savings in effect for each new sub^ription term. Of course you may cancel at 
any time and receive a full refund for any unmailed issues. And you'll get FREE 
HOME DELIVERY in the bargain. Plus all the news, all the information, all the in- 
depth analysis you need to keep pace with today's rapidly changing world -- 
from global events to national politics, from economics to education, from science 
and technology to entertainment. !n short if it's importent to you. it's in TIME. 

And you’ll understand it better than ever through TIME'S comprehensive reports 
and unforgettable photographs. That’s why TIME has won more awards than any 
other newsmagazine. And that’s why 23 million people turn to TIME every 
week. So when you return your entry, be sure to locate the yellow SENIOR 
CITIZEN RATE SEAL on the enclosed flyer, and attach it to the back of the YES 
envelope to activate your SENIOR CITIZEN’S RATE! But whatever you do, be 
sure to return your entry WITHIN 5 DAYS! Because if you hold the grand prize 
winning entry, 

A BANK CHECK FOR $833,337.00 IN CASH 
WILL BE SENT TO YOU VIA CERTIFIED MAIL » 

IF YOU RESPOND NOW! 

Remember, we are prepared to pay the entire $833,337.00 cash amount in 
full. And we’re waiting to receive your entry. But if you fail to respond, one 
thing is certain; someone ELSE will be awarded the Grand Prize — because the 
Grand Prize is unconditionally guaranteed to be awarded whether we hear from 
you or not! So be absolutely certain to validate and return your entry now. 

And don’t miss this opportunity to receive TIME at BIG SAVINGS along with AN 
EXCITING FREE GIFT' 


Sincerely. 



El'zabeih Matthews 
Director of Sweepstakes 
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YOU’LL QUALIFY FOR A $100,000.00 BONUS 
IF YOU RESPOND WITHIN 5 DAYS! 

Take special note of the Bonus Award Validation Seal affixed to the front or 
this notice. Because if you act quickly and return your entry with the Bonus 
Award Validation Seal within 5 days, you'll be eligible to win a cash prize of 
SI 00.000.00 — in addition to the S833,337.00. But your entry MUST be 
returned within 5 days. So respond at once. But first, take a moment to 
consider a sensational offer from TIME! Of course, there’s no obligation to 
purchase anything to be eligible for a pM'ize. But if you’ve eve.'' thought about 
trying TIME, NOW is the time! Because THIS offer may be the most exciting offer 
we’ve ever made to anyone! To begin with. 

YOU’LL REICEIVE A FREE GIFT: 

THE ULTROHJC"' PANORAMIC CAMERA 
& PHOTO ALBUM SET -- 
IF YOU ACT WITHIN 5 DAYS! 

You will be truly amazed at the spectacular wide-angle pictures you’l) take 
with your ULTRONIC’* PANORAMIC CAMERA. But it's easy to capture all your 
special occasions in fabulous, panoramic full color with this lightweight, durable 
quick-shot camera. And the luxurious, matte-finish panoramic PHOTO ALBUM will 
protect your treasured photographs for a lifetime. This limited-time offer is yours 
FREE — exclusively from TIME, just for trying TIME now and replying WITHIN 5 
DAYS. We realize tnat this fabulous gift, all by itself, would be enough to tempt 
almost anyone to try TIME. But to make sure tnis offer is too good to resist, 
pulling out all the stcpsi So in aad*tion to your FREE ULTRCNIC'"' 
panoramic camera a PHOTO ALBUM SET. 

YOU’LL SAVE 73% OFF 
TIME’S COVER PRI^ AND GET 
TIME’S PREFERRED SUBSSRil^R’S ADVANTAGE! 

That's just 770 an issue for a year — 73% off the cover price! 

And you’ll receive the Preferred Subscriber's' Advantage. That means we will 
continue your subscription at • the guaranteed savings off the cover price unless 
you tell us to stop. Send no money now. We'll Dili you later in time to lock in 
savings in effect for eac'n new subscription term. Of course you may cancel at 
any time and receive a full refund for any unmailed issues. And you'll get FREE 
HOME DELIVERY in the bargain. Plus all the news, all the information, all the in- 
depth analysis you need to keep pace with today's rapidly changing world 
from global events to national politics, from economics to education. Prom science 
and technology to entertainment. In short, if it’s jmpx>rtant to you. it s in TIME. 

And you'll understand it better than ever through TIME'S comprehensive reports 
and unforgettable photographs. That’s why TIME has won more awards than any 
other newsrhagazine. And that’s why 23 million people turn to TIME every week. 

- So when you return your entry, be sure to attach the FREE GIFT Sea! and mail it 
in the YES envelope! But whatever you do. be sure to return your entry WITHIN 
5 DAYS! Because if you hold the grand . prize winning entry. 

A BANK CHECK FOR $833,337.00 IH CASH 
WILL BE SEHT to YOU VIA CERTIFIED MAIL - 
IF YOU RE$P0ND NOW! 

Remember, we are prepared to pay the entire $833,337.00 cash amount in 
full. And we’re waiting to receive your entry. But if you fail to respond, one 
thing is certain; someone ELSE will be awarded the Grand Prize — because the 
Grand Prize is unconditionally guarant^b to be awarded whether we hear from 
you or not! So be absolutely certain to validate and return your entry now. And 
don't miss this opportunity ' to receive TIME at BIG SAVINGS along with AN EXCITING 
FREE GIFT! 


Sincerely. 



Elizabeth Matthews 
Director of Sweepstakes 
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Senate Peimanant SuboimmlllHl 
oninvestigiilione ' 
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LL-R7700-P1 


Ronald J. Leslie 

Sweepstakes Director 


So far over $159 million dollars 
has gone to over 2 million people who 
answered “Yes” to our question... 

I have a very important question for you... 

“Do you want to win a lot of money?” 

My guess is that you’ll say “Yes!” But then again, 1 can’t be sure. 
Because surprising as it seems, some people actually turn down the 
chance to win our Sweepstakes by failing to enter. 

Perhaps they can’t believe they could easily be lucky. Or that they 
really can win. But $500,000.00 winners Donald and Elaine Semancik of 
Blackhawk, South Dakota did. And so did ‘Tax-Free” Million winners 
Bob and Joleen Strickler of Ransom, Kansas. 

They were winners in two of our most recent Sweepstakes. Of course 
there have literally been millions of other winners of cash and prizes 
since 1962 — members of the Reader’s Digest family just like you, 

“Do you want to win a lot of money?" 

Right now I am asking you the same question I’ve asked winners like 
Helen Huss of Salisbury, Missouri...Mildred Blakely ol Midway, 
Florida...Barry Neeley of Imbler, Oregon... 

I hope your answer is “ Yes, of course. 1 want to win a lot of money, 
Ron! ” Because if it is, I can promise that you have a chance to win more 
than one prize in your hands right now. Your Prize Settlement Entry gives 
you the chance to win the $1,000,000.00 President’s Prize and the 
$500,000.00 Customer Appreciation Prize as well as over three million 
dollars worth of additional prizes. But you must reply immediately! 

Your name has already been swiftly passed through the first two 
stages of the Sweepstakes — you were selected to take part in the First 
Stage, and you were allocated your Prize Settlement Entry document in 
the Second Stage. All that remains now is the drawing in the Final Stage 
that decides WHO wins and HOW MUCH. 


I’m sure you don’t want to throw away your chance of being a 
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winner, do you? The next time I write one of these letters, I’d like to be 
able to say that YOU have won $1,000,000.00! 

But I must stress that your chance to win the maximum amount of 
money, over $1,000,000.00, depends on you returning your Prize 
Settlement Entry by the early deadline of August 18, 1998. When you do 
you’ll also have a chance at a “tax-free” cash bonus! 

Good luck, and remember the word that every winner since 1962 
has used. “Yes!” 


Sincerely, 


Ronald J. Leslie 
Sweepstakes Director 


P.S. Your Prize Settlement Documents are non-transferahle which means 
noother person or persons may legaUy use them. If you do not choose to 
return them for a chance to win $1,000,000.00 or any of the thousands of 
other prizes, please destroy these documents. Doing so will ensure that 
your documents are not used by a third party and wiU cancel your 
eligibility for all prizes. 
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Please punc^ out one of these circles. 


nyfFORIAirtlbheer 
Cassettes, punch out the 
CASSETTES circle. To 
hear Compact Discs, 
punch out the COMMCT 
DISCS circle. 



TOTAL VALUE: $5,125,000.00 

Please read the instructions below caretully before sealing this envelope. 


RESPOND TO OUR OFFER EARLY FOR 
EXTRA CASH EUGIBILITY 


^ Please send me IN TUNE WITH 
T NATURE for a 7-day Free Trial, 

and my FREE Four-In-One Calculator 
Portfolio. I have punched out one of the circles 
on the flap indicating my choice of Cassettes or 
Compact Discs. 

I may keep the Cassettes for $49.96, payable 
in 4 monthly installments of $12.49 each...or I 
may keep the Compact Discs for $54.96, 
payable in 4 monthly Installments of $13.74 
each...plus $5.99 delivery and state tax, if any. 
NO INTEREST OR CHARGE FOR CREDIT. 
(Delivery charge will be added to my first 
installment) Or, I may return them after 7 days 
and owe you nothing. 

All orders subject to credit approval and 
acceptance by Reader's Digest. SEND NO 
MONEY NOW. (If you wish to send payment 
now, please use check or money order and 
include delivery and state tax, if any.) 

TO GUARANTEE MY CHANCE TO WIN 


the One Million Dollar President’s Prize, or 
any of 20,142 other Sweepstakes Prizes, I am 
responding with my Prize Settlement Entry 
no later than the midnight, August 28, 1998 
deadline. 


Replyby 

^GUSTie 

^GIBIUty 


0 1998The Reader's Digest Association, Inc. M/PV:DTP 
www.readersdigestcom 
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TOTAL VALUE: $5,125,000.00 

Please read the instructions beiow carefully before sealing fhis envelope. 


RESPOND TO OUR OFFER EARLY FOR 
EXTRA CASH ELIGIBILITY 



Please do not send me IN TUNE 
WITH NATURE or my FREE Four-In- 


One Calculator Portfolio. 

NO, I do not wish to take advantage of your 
invitation to enjoy this music collection in the 
comfort of my home or car for a 7-day Free Trial 

(Should you decide to say YES, return your 
Prize Settlement Entry in the YES reply 
envelope after punching out one of the circles or 
the envelope flap to indicate choice of Cassettes 
or Compact Discs.) 

TO GUARANTEE MY CHANCE TO WIN 
the One Million Dollar President’s Prize, or 
any of 20,142 other Sweepstakes Prizes, 

I am responding with my Prize Settlement 
Entry no later than the midnight, August 28, 


1998 deadline. 


ft£PLYBY 
JOGUSTIS 
Maximum 
mjgibiujy 


© 1 998 The Reader's Digest Association, Inc. M/PV:OTP 
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DJECLARATION QF INTENT TO AWARD PRJZES 

Dear - . ^ ^ ‘ 

Youi name .appears'on an ,axolueivo list that bap been thoroughly rsviswod. 
dotarmined that, a. .customary Pt y°H? calibar'is entitled, to an opportunity, tp win oua 
5500,000,00 CiYetomsr Appieciation .Tr'iVe. This' jgiire' -opportunity - come. 4ver.,and abo- 
your potsntral .winner istat^B^far-'the SV. O,00„ OOOjioO President's Ppire" ' ' ' J 


We hi 


) 


^ citsttomer; and.yo^' haYe- madf . a'' gond f aith effqrf to compl-' 

With ^11 Sweepstakes rules. Records 'show that yot^ haye erttered’ojir Sweepstakes in 1 
past. You have' •sampled 2l or-mors oi our products, dncludihg your- most, tpece'nt.^ 
purchase of Elvis! Ris Greatest Biis. . Rqthang would please Us laore than to see- such 
valued customer rewarded with oyr^ ^500 ,000, 00 Cus^mqr Appreciation Prire. 

STRINGEHT SELECTIOH CRII^iaA'P;^SEb' * * . 

‘ -Having passed yaur‘. naine^ thr'ough our> 'stringent selectioh criteria, you have ‘re'acl- 
the pivotal point that all our ^tovio.usjEreBxdent* s ,Prire Winners attained before 
twinning. Like them, you mu^ tjierefbre rotton your' entry to confirm your qhance to 
yin. Reader ' B Digest isttotf^ to settle ' if 'you *-are selected th^ ■$1, 000/000.00 .• 

President's Prize-Winner., Aaproof'oif our intenti-ons ,■ we have'sent you this Prize 
Settlement as entry into the Sweepstakes.. • '") ■ ‘ 

TAX-FEEE, .«ILLl‘bHAIfiE ALLOWAMCE.APPpOTOp. h ' v ' ’ ‘ . , " , , ■ 

- , •' - ■ ■ i ,* ■ i , ' ■ *, ■ ^ 

Pleahs return . your Prize Settloinent fetry no later ' tjjan the bbnue' deadline of 
August 1-8, 1838-. If you; arerthe . norl;- $1; OOOVO'bO . 0 0 Ereeident ' e Prize Wi-nnor h ybri wi 
imitiedratoly receive, your ,fir,e.t of ‘ 30, annua'l .inetallments of $ 33 ' 33 < 1.00 at your 
Calrfornia homo,' plus a tax' .allowancb pf 521,855.0,0 each year, eo you in'effeot, net 
your million dollars fedeirally t^x-free.* *■ ^ 

EVIDENCE ’of ADDITIONT^-* BSHEFITS'^. 

. .1 - < - . 

You are alXo one 'of only, 2 .out -■tif.,ewery~ll)',p 'peopaa, in' Calif ornia td- receive this 
unroetrroted chance to /in,^^Sg5-,,obSwOO -Sp'edtaVCu.BCgirer \ieh' Bortue now dffered to y 
rn thre Prize Settlomerih Bhfgyj^ It also oonfers't** phanee to auditiPn ohr newest 

-in-6ns .Caliula.tor 

'i'- - 

All Pre.sidsnt'.s ,Tiifl»i^^^erb!wj»rs' giyeh a ctiWh 
with Bn offer 4ot‘ a JleadBr ' B feigeat'-produet. •'It's no1^ iej&itid to'-sanirle W proau4 
to be eUgible to entti!:.»nd(*ih',. but, our , npwest'-album so 'exeeHtronal tha't Re'ader ' 
Digest IB offering \io<K£.,.you' 11 enjoy-'s'dlboKutifuI songs corisined with " 

^nature's own melodies ./ ,\ \ "• .''"'iv • • 




the Syeepst^kes alor^g 

tQ'*Banwv.1 A ‘hii-p- 


ig \i 

sdiet.V 

i;ai:arft,e^>^at' yi^»litrtIl|OV^I*«i^'ii^aj 




put*- 


>eape/ul ipe.lodies^ • To eiuditii 
rV'^‘'your FREE Pour- in-pne 

the "Y 5 ,S*'"rj 3 ply, enveloEf© 
j^e. arr-cle -^velqpq .to’ indica-be you 3 


Oiir. music editors 
IN TUNS WITH MATII8K f^r'' 

Calculator. Po'rjpf e-Iid, re' 

. 'as. •^try.jiii.to th,e Sweepstal 

choice o'f Casaottes o.f; Con«Stj^'(^,. • '■'we“3P' Bi3i!aljx.&<fisly 'pro6e''s‘B'yoif 'reiis-t f4/ 
^the Frea-Homh Trial and your, P>l'«^;«^tleB;ent,.,.art^j^^ niaainuai prize' opportunity;. 

You may ele<^t. to dnter the Sweepstakes without accepting our offer by using the' 
"NO" reply envelope . ^We ' ll\.Btill process, your Ptize' Settlement Rntry as' ‘described 
above. However, when you responc^ prOn^tly" by enclosing your Settlement - Entry ‘in the 
"YES", envelope, you won ' t be - micsi-hg dut pn thi^s’premiei cu^tom^r - only Opportunity tc 
-enjoy a 7-aay Free .Home ‘Trial of -eomesQf the wor'ld's beet music-aiorig with a FREE 

Four ' in-One Calculator ■ Portfolio. ' " *■ - , 

•You -may retxirn IH- 'tUWB^WITH -NA^TURE^ -and, pwe fie -nesjthihg if hiot vcdmpleUly • satisf iec 
When you keep if s only i<^‘9fi‘^.|^aL-9Be«5t*p^^paya^ in- 4,.©a8y)smpnth-ly . 

t installments of 912 . 49 • eacjj^. or payable in 4 easy monthly 

installments of $13 . 74 leftfeh,'* .E'lu^idelivery 1 (When Jrespoocfing in the Ylfs en'veiopo'* ^ 

there ‘is no intejcest or char^ for Credit.) - > ' - . , . - 

To insure ^cbhf identitflity, -aiKl. tq. confirm your '!tak-:free" Dppo*tuhi.ty "when ' • ’ 

fespohding vearly, validate ahd.'seal th^ Prize '•SeHtlemeot; Entey ^ removing^; the ‘ 
"Potential pinner" Label' ffom the fr-cdit tof this' docufhah't. ’Then'paste it pver the- ^ 

^ edges where ■ indicated. . - j * ' ' - 


Sincerely, 




Sweepstakefg' Director 


ADDENDUM: 
selected 
" tax - free 


: ^ Respond- quickly---,, by Augjwst IB --,^nd if yOur Prize SetJ^lement-is 
$ 1 , 000 ", poo-. 00 .Winner , youjll ^iso receive extra cash^ so your mi'Hion is 


5-j n?-nnn'? "Bnnnp 
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INVENTORY And APPi^EMENT 

' < PRIZE Mo'NEYAittOrTObFO&DISTimtobN ’ , , 

State of; | ' 

City'df: ' Y ' 

Eligible Entrant:. J . ' 

TJiisisafUlintantoo^oI.theip^iiesVtbc'&wsepitake^'l^dfji^p^^SOTl 

named^ith ths Pnze Settlement iJntry. WpStakes and^ayiSentof prizej are aulhortzed.l* all - 


applicable federal and state laws! 


' ' ' ' 

ApprovedbymeatkeasanCville.NewYorjc.this.l7thdayof July. 1998. ■> 

. V ■ 

C ’ 


. ' ' • . , _ ' • . ^ ^ AMilS. Tituurer 



, ' ' ■■ DESCRIFHOJ^OF WINNINGS e ' ' 

- 11 ' — Official Pri7e I .io ^ ' 

, APPkAISED VALUE " 

EPLY BY- 



‘ V 

: • ,n' f v> 0 <■ -y \ 

T''-"- 

-l.s... 

PrsBidejat'' s Prize SweSpsitakes (969) r' ' ' V"“',r“ 

' $j.’,i)oo;'ooo^. oQ ' 

kjm- 

Payeiie in 3 0 annual installments of ~ 

'' ' ^ 


$33, 334 . OOeach. Guatanteed wealth and’ - - 

lit ©time, financial S6<iufitv . . ' 


' ■> . ■ 

' . i"' > * ■ ■ ■ ■ ^ V . 


”1 / , . • 






.. , '' 




■rax Allowance with PresiSent' s Prize' — — t— 

, ■$ , 655, SSO . 6o' ' 

/o/'70 

payable as $?l, 855 .<00 fe^chy.eaj: foi 30 ' - 


' ' ' 

ysafs, until winner'nets'$l, 000 , oOd. oS , , ■ ' 



rile^ and cjiear.ot aii Federal IncotnaTax. 







• > < ^ 



...» . ' - ■. - ' • ’ ■ t ' 

.■ — — r--; 





S; Bonu's pay^ie .i'n,',on^’ -I'ump’*' '' 'S- ; ' 

,$ ,.ibg, oooiod 


iiuiu' o.f '$100, uoo^ P0‘ up'orl-'award''of T 

President's Prize. ' ' ’ ' ' • 







— ' . 

t \ ’ 





5buu*uiJu customer- Appreciation Prize' r9'0’O) 

•?' 500, bob. od" 


Payable ,Ln l-iump' sum of^’500, 6 do . bo- Cash. ' > 

Opeh only to previous customers* bf*-- '• • > 

j.._l 


Reeder ' s .Digest . - ' ‘ ‘ ' i'-. - '■■■y, : 





-X— 





.. V;." 





, , - 



Sweepstake's* (. 929 ) "I . , - 

$ 450,000; Ob . t 

'-V„. 

..^LF.^r.f.iPrize of $.250., 000 . 00 - ■ . 

' $ 250, 000.00 


Third Pv i7:«aco-FClc:nnAnn ' '''' 

$ ■ 25, 000 .bO 
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MLF6ur£h?xi?.6spij.io^ . ''.ll 5' ' io,ooq.qp' 


A5^r tt^.9 0 ___ ■■ sij imVo 0 0 :oo 

Ppportunity sweepstakysM-SaQ*) : ’ • . V ' " -^----r - 

M'iP9P,>^Wner_s_ree^v^chp_ice^fj^^^ ^ ■ , -■■; ' ' "^V’ ’"7 

.?-^.J^dj'4j_s;wgtcy_|ie_t_^_l”v_alue_$l_SDT ’ '. ' 7^ ' 

l?,9jW?tch winner s_win'_$'i, pq_5; qo__iii‘2ndpr7ze ' . , ' 

salectipn7__l_y_4ntier_pf^he;_5.1_,_O_Qii«0 priz^ ' ' .■ -—— 

wios_^_5q> gpq , pqpinXinal_Ei'i?e.s_el_ect'lph'. ■* ■ . • ' 


Bonus'Priz'e 7 o’o 4 )'j ■' 

— , ®f'$25,.ooo . tracasftV'””''' 

-■-1 .9P?,P °p;lX7° ' 


$ 25,000.00 


---.7.17.. 'Reader ' s-Digest.^'' ( • - ' ■, •'7“'.'- "‘'i"’”!”'/"''; ‘'“''■■’“■■r'' v 


TOTAL PRlZEypyRilS«Mfi5T 

CPltis .Tax Ailowanoe'and Presidenf's Boaua). . ' 


$5,125, oopYbio’ 



fte ful) v^uebf babh prize as sfated’ip the aforbms&rion^'invento^g^ariiteef An hm'ount valued at *2D 

milhon m cash nr surety bonds has been eMbJiiW tpluaranteepa^eSIS^e^s^^^^^^ 

docum ent is returned as’diredted-on or-before'the entfy deadline of Aug. 28.199H-. ' 


_ to wm is ^solUtely gua^teed? ' 


t ?RiZE PROCESS/O^ER CODE* No:. 

* Qp^ Wist appeaffor Judging and'offer processing ' ' 

• ' f e, 

5102-000350002 
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onInvBSlIgatIm, 


EXHBITt. 




Dear Valued Ciutoitier 

GOOD NEWS! You ve been selected to receive one of ©or highest boaon — The Rader's Digest Recognition RcwTind. R'j you: 
obvious love of Readers Digest IeiI Sweepstakes thai made you au ideal candidate. Id fact, it was yoiu recent rubjcripdon request that 
EnaKzed our decuion. 

The Reader’s Digest Recognition Reward i< liruplyour way of t^ing 'Tlunli You’ feryuur loyalty. The Certificate of Recognition 
above is a symbol of that appreciatioa and much mote. Within its borders is a FREE GIFT. In addition, you'll also find i way to 
gurrantce yemr chance ro win FIVE HUNDRED THOUSAND DOLLARS, payable as $501},Q00.00 CASH. 

Your name and address ace Critical to validating your Official Entry and guiratneeutg your chaflce to win SSOOiOOO.OO in the 
Ciutomcr Appteciation Priae Sweepstakes (see enclosed). To nlidare die endosod Entry, peel your Name and Address Label off your 
Ccmficitc of Recognitioo, affix it to your Official Entry and return It befote the deadline date printed near your name. 

The Uext “Good News" you nuyheir is the announcement of a big win! Imagine all die things vou could do with 5500,000.00 
CA5H-.buy a new car...invcai: in real esate...or cruise around the world. As a winner of rhe Customer Appreciation Priae Sweepstakes', 
you .could lead the life of leisure yuu’ve always dreamed about. 

But why wait? Begin your life of leisure today with some superb products. I’ve enclosed highlights of 1 0 of mif best. Review the 
tides., .I'm sure at l«st one will pique your interest (see iosldc for ordering information). 

The Readers Digest RcKognidon Reward also eutldd you lo a FREE GIFT. Attached to the above Ccntflcatc ij a Reader's Digest 
Rccognitloa decorauve Name Plate. Simply peel the Name Plate off the Certificate, place it on one of your favorite possessions and 
write your name on the line prorided. The Name Plate will serve os a constant mnindcr of our jppreciacion, while letting everyone else 
Icdow you're a Reader’s Digest Recognition Reward leapient. 

You ve earned every bit of the recognition you've teceiTcJ today and if you act quickly, your Sweepstakes eligibility could double. 
Look lAside for details on how to increase your protendal winning to SI.OOO.OOQ.OO. And be sure to enjoy ail the rewards chit only a 
Reoticr's subscription can provide. 

Good Luck, 






I 


on Investigations 


Full payment » 


guaranieed to the 


parson named 


chosen Customer 
AppfBciflJion AvuarJ 


INSTANT CASH 

Let it be known that an amount valued at $20 million 
in cath and surety bonds has been esQUi$hed to 
guarantaa payment of all Sweepstakas prnes. 


DDb'^fiO”Gas 


^,s IS NOT A CHECK 


Hil fw-oawA 


Coatomer Apprcetetlon Award Week 


WEXKJErai BONUS CERTIFICATE: 

Your Award Week wouldn’t have to end on Friday. Validate your 
Sweepschecks and this Certificate and return them 10 days before the 
deadline printed on your Validation Seal. An additional $500,000.00 
Weekend Bonus check will be delivered to your home on SATURDAY should 
you win. By the end of the week your checks would total: 

ONE MILLION DOLLARS 


$500,000.00 CUSTOMER AP^CIATION 
award week VALIDATKMpnT ^ 




PLACE 


STAMP 


PLACE 

SECOND 

STAMP 

HERE 


See reverse for ortler infonmiicin. 




PLACE 

THIRD 

STAMP 

HERE 


PLACE 

FOURTH 

STAMP 

HERE 
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[ flaOCR'S OI&EST i£SaaAT1<M. INC 
‘ PliAS*NTVIU£. NT 10570 


FuS-^poyrner^ S 
guarafteecljtDttTe 

pBnMXt'narriqd 

bekh/tf^ 

SwoifBChecK'is 

diesanQ^bm 

fi^jpfocMonAtaiii 

WoekWirrar. 


FRIDAY 


:==& S S S= 5 3 SS 5 = 

INSTANT CASH 


PUCE FRIDAY LABEL HERE 


1^ A be ioumt tfvn an xnount rahied at $20 fniiori 
in cash and surehf bonds has been osUiicM to 
guaanM paynwd of afl SNnepttakes prizes. 


.,s not A CHECK 



CuHtomer AppreoliMoii Award Week 


WEEKJEraD BONUS CERTlFlC^AinE 

Your Award Week wouldn’t have to end on Friday. Validate your 
Sweepschecks and this Certificate and return them 10 days before the 
deadfine printed on your Validation Seal An additional $500,000.00 
Weekend Bonus chei will be delivered to your home on SATURDAY should 
you >«n. By the end of the week your checks would total: 

ONE MUJJON DOLLARS 


$500,000.00 CUSTOMER APPRECIATION 
AWARD WEEK VALIDATION SEAL 


t®S 101(11(401 




^ -in 


See (Ewne far onjer MJimatlon. 


PLACE 


PLACE 


FIRST 


SECOND 


STAMP 


STAMP 


HERE 


HERE 




1 

PLACE 


PLACE 


THIRD 


FOURTH 


STAMP 


STAMP 


HERE 


HERE 
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HUDSON 

Armored Car S Courier 
' Service of Westchester, Inc. 


NPiyR7656/Pl 


on Invest 
EXHIBIT* 



R7656-1 
*0462341* 
Mr. Allan 
5827 Dawn 
Troy, Mi 


01469 74944 
J, Carter 
Ridge Dr . 
48098-5117 


D 


Dear Mr. Carter: 

Reader's Digest has informed me that yon are among a selected 
group and are probably as close as ever to winning a major cash prize 
in the $5,600,000.00 Sweepstakes. That is why I have been authorized 
to ask how you would take delivery of your prize money if you are a 
winner . 

Enclosed with this letter are personalized Prize Delivery 
Instructions prepared by the Reader's Digest Prize Distribution 
Center for Final Stage entrant, Mr. Allan J. Carter, 

These Prize Delivery Instructions are your guaranteed entry into 
the Final Stage of the Sweepstakes. Because you may be as close to 
winning as ever before, return them immediately to Reader's Digest 
after indicating whether you would want prize money delivered to 5827 
Dawn Ridge Dr, in Cash or Cashier's Check. (Send the blue original 
only. Save the pink copy for your records.) 

Reader's Digest customarily mails prize checks to major cash 
winners. However, they feel winners might prefer to h avg their piiz? 
money delivered to their homes -- in person -- as soon as Po ssible,. 
Therefore, Hudson Armored Car S Courier Service of Westchester, Inc. 
has been retained to deliver Cash or Cashier's Check directly to the 
major cash winners' homes. 

According to Reader's Digest, names have been identified and 
selected in the First Stage, In the Second Stage, Prize Delivery 
Instructions entitling you to entry have been issued in your name, 


(over, please) 


Currency Transfers . Bank Courier Services . Armored Transport 
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To entei the Third and Final Stage, when all winners are chosen, 
you must do this now: 

1) Register your preference for delivery of prizes by placing your 
initials in the appropriate boxes on your Prize Delivery Instructions. 
(Note: Because you could win a valuable Sweepstakes watch, also 
indicate your choice of style on the form.) 

2) Then, to affirm your prize delivery preferences, sign and date 
the form where indicated. 


3) Enclose the Instructions in either of the two reply envelopes 
and mail no later than midnight, July 24, 

41 Accelerate the process for a $100,000.00 Bonus Award in addition 
to the Grand Prize! Mail by July 14th after enclosing the green Prize 
Registration Authorization Card. You'll find the card on the back of 
the envelope these documents arrived in. 

Prepare to open your door to a delivery of $66,667.00 in Cash or 
Cashier's Check via Hudson Armored Car & Courier Service of 
Westchester if you are the next TWO MILLION DOLLAR Grand Prize winner! 
Another $1,933,333.00 would follow in 29 annual installments. If 
selected a major cash winner, you could also receive personal delivery 
of one of dozens of other cash prizes, including a $250,000.00 First 
Prize, in Cash or Cashier's Check. 


At this point it is vital that you return your Prize Delivery 
Instructions to Reader's Digest as soon as possible. If you are a 
winner, this will enable their Prize Distribution Center to contact my 
company in time to make all necessary arrangements for delivery of 
your money. 


Mb 

^glyfrey R. Reder 


President 

Hudson Armored Car & Courier Service 
of Westchester, Inc. 


P.S. There is only one month between the selection of major cash 
winners and the delivery of prizes. Return your Prize Delivery 
Instructions now -- save the pink copy for future reference. 


Currency Transfers . Bank Courier Services . Armored Transport 
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Serais Psfflnnent SuIxannilMJ 
on Inyesllgaliom 
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Senate Pmansnt SubcommitlM 
onlnvesUgatloas 


BMMT i I'b 


Reminder Notice For 
Mrs, Wm Roosenherg 

Dear Mrs. Roosenberg: 

TWs reromdcr has been sent to your memory as we have not yet received any payment 
for the products listed below. Your account is now overdue. 

Please mail payment alon^ with the above bill in the envelope. If you have paid in the 
two weeks, ignore this notice. Your account is being credited now. If you have not paid 
please do so today. 


Sincerely. 


Carol Slater. 

Customer Service Representative 


ITEM 



SELXV. 

BALANCE 

■INSTALL 

CDOE MB“ PWCHAcee 






02046 HOW WAS IT BONE BOOK 

24.5? 

2.10 

4:99 

i?.o6 

i7.08 

Q2239 FOODS gARH FOODS HEAL....... 

29.97 

2.10 

4.99 

37.06 

17.05 

16026 HOW TO USE THE tftSLDtflDE WEB 

22.99 

1.62 

3.98 

28.59 

13.27 

ZX156 FESTIVAL OF VBL MUSIC 

54.96 

3.60 

4.99 

63.55 

22.33 

21067 SENT SONGS tfILL LIVE FOREVER 

54.96 

3-60 

4.99 

63.55 

63.55 

21023 JOHN DENVEE/GREATEST HITS. . . 

44.96 

3.00 

4.99 

S2.9S 

19.23 

21163 I BELIEVE/BEST LOVED STARS.. 

54.96 

3.60 

4.99 

63.55 

22.33 

22042 LIAR LIAR 

22.98 

1.59 

3.49 

28.06 

12-74 

22075 FIDDLER ON THE ROOF 

24.99 

1.77 

4.49 

31.25 

14.59 

22195 GREATEST STORY EVER TOLD 

29.97 

2.07 

4.49 

36.53 

16.55 

22065 LEARN WINDOtfS/TIPS & TRICKS. 

22.99 

1.59 

3.49 

28.07 

12.75 . 

29107 SEVEN BRIDES SEVEN BROTHERS. 

19.98 

1.41 

3.49 

24.88 

14.89 i 

29038 DIANA; QUEEN OF HEARTS 

29.97 

2-01 

3.49 

3S.47 

15.49 : 

29207 JOHN DENVER 

29.97 

2.01 

3.49 

3S.47 

15.49 ■ 

29174 AIR BUD 

19.98 

1.41 

3.49 

24.88 

11.56 , 

29175 NATIONAL VELVET 

22.98 

1.59 

3.49 

28.06 

12.74 

45003 COUNTRY PAINTING TRADE 

24.99 

1.74 

3.98 

30.71 

34.05 

65229 ANDY HARDY COLLECTION 

39.96 

2.67 

4.49 

47.12 

17.15 I 

ITEM 

TOTAL 

CRSfiXTS 

PAST SUE 

BALANCE 

INSTALL 

CODE PREVIOUS PURCHASES 

AMOUNT 

TMRU«05/'28 

AHOUMT 

SUE 

OUE 


il.78 

23. 4i 

.00 

8. 33 

8.33 

02009 LILLIAN BRAUN CAT MYSTERIES. 

29.60 

21.62 

.00 

7.96 

7.98 ; 

02240 KITCHEN SECRETS 

34.94 

16.30 

.00 

18.64 

9.32 i 

02046 OaTCRE COMPLETE 'VORD ?-IND£R. 

36.00 

-17.36 

.00 

ia.64 

5.32 . 

02241 HOME MAIIF. mUT NAnP. ... ... 

37.06 

17.08 

.00 

19.98 

9.99 ■ 

10211 THE NDITY PROFESSOR 

28.06 

12.74 

.00 

15.32 

7.66 , 

10004 SMITBSONIANS 

111.78 

.00 

36.81 

111.78 

61.80 

16027 ADDUBCW BIRDFEEDER 

30.65 

22.34 

.00 

6.31 

8.31 ; 

16142 RUTH, A PORTRAIT 

27.47 

20.16 

.00 

7.31 

7.31 ^ 

16175 CODNtBI RAG CRAFTS 

30.65 

22-34 

.00 

8.31 

8.31 i 

16013 AiffiLIA PEABODY MYSTERIES 

30.14 

14.18 

.00 

15.96 

7.98 ; 

1612S BARBARA MICHAELS SILHOUETTES 

31.22 

14.58 

.00 

16.64 

8.32 i 
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ITEM 

CODE 

PREVIOUS PURCHASES 

TOTAL 

AMOUKT 

CREDITS 
THRU- 05/28 

PAST SUE 
AMOUNT 

BALANCE 

DUE 

INSTALL 

SUE 

16176 

HABIT STEVASI CMLLEirriOfI "" 

zi.il 

12.07 

.00 

13.30 

^765 

16014 

HISS BASPIX 

27.50 

12.86 

.00 

14.64 

7.32 

21023 

JOHN DENVER/GREATEST HITS . . , 

52-95 

30.47 

.00 

22.48 

11.24 

21023 

JOHN DENVER/GBEATEST HITS . . . 

52.95 

30.47 

.00 

22.48 

. 11.24 

22016 

STORY OF AMERICA 

69.38 

39.40 

.00 

29.98 

14.99 

22X01 

CSARI.TON RESTKi PRES BIBLE.. 

57.72 

32.74 

.00 

24.98 

12.49 

22134 

ANNIE 

24.88 

14.89 

.00 

9.99 

9.99 

22046 

RIVER DANCE 

30.19 

.00 

13.53 

30.19 

21.86 

22150 

MRS MINIVER 

24.88 

.00 

24.88 

24.88 

24.88 

22239 

AHMIGEDDON & 7 SIGNS CHRIST . 

36.53 

.00 

16.55 

36.53 

26.54 

29215 

MOTHER. 

24.88 

5.44 

.00 

19.44 

9.99 

29039 

NATURE'S RAGE 

46.06 

26.08 

.00 

19.98 

9.99 

29203 

HARVEY 

24.88 

14.89 

.00 

9.99 

9.99 

29217 

MY BEST FKIEND'S WEBBING 

30.19 

13.53 

.00 

16.66 

8.33 

29180 

OLD TELLER 

28.06 

12.74 

.00 

15-32 

7.66 

29157 

COAL MINER’S DAUGHTER 

28.06 

.00 

12-74 

28.06 

20.40 

45062 

INDOOR PLANTS TRADE 

37.06 

27.07 

.00 

9.99 

9.99 


esw *H* W.'C- KCOSAIT, . . 

5®-?a 

33 . »C* 

.oo 



65173 

THE WIND IN THE WILLOWS 

52.42 

.00 

18.70 

52.42 

29.94 


*(l3t ioatalloieat iacludaa tax S dellvary) 


Billing date 05/28/98 

Mmimum Due $753.48 

Yotir aecottnt 03999 46606 

TOTAL DUE $1380.30 
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SECTION: NEWS; Pg. 1; ZONE: N 
LENGTH: 1298 words 

HEADLINE: GIVEAWAYS* ODDS DRAW LAWMAKERS 
BYLINE: By Bonnie Miller Rubin, Tribune Staff Writer. 

BODY: 

After 20 years of faithfully entering mail-in sweepstakes, Henry Rohrer was sure his diligence finally 
would be rewarded. 

Last September, the 74-year-old retired miner said he receivoi a phone call fiom a Publishers Clearing 
House employee saying he was "definitely a cash winner." A month later, the company notified him of 
his $5 million prize and included an affidavit, which needed to be signed to claim his windfall. 

He mailed that back along with a $38 check for a ceramic angel, one of many products offered in the 
sweepstakes mailing. The company spokesman said it was not necessary to purchase anything to win, 
Rohrer related, but that it would be "nice if we could say you like our products when the Prize Patrol 
comes to the door." 

With the paperwork, Rohrer also included a hand-drawn map to his home in rural Canton, III. 

On the day the Rohrers believed the money would be delivered, Henry ^d his wife, Shirley, a part-time 
cafeteria worker, sat in their tidy living room and waited. And waited. Finally, some six hours later, they 
turned off the porch light and went to bed. 

"I felt totally disgusted," he said. "I'm just tired of all the promises. Over the years, we've probably spent 
hundreds of dollars and have nothing to show for it but a bunch of junk." 

While mega-million promotions have been around-and under suspicion- for decades, only recently have 
lav^akers decided to fight back. The advent of slick, sophisticated marketing techniques and 
solicitations that mimic official government documents and personalized, negotiable checks have 
underscored die need for stronger legislation to protect consumers— particularly senior citizens, they say. 
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"As it stands now, the sweepstakes industry isn't winning any prizes for clarity," said U.S. Sen. Dick 
Durbin (D-Ill.), who co-sponsored a bill recently introduced in Congress to sharpen the teeth of current 
postal statutes. 

But beyond the alleged deceptive language, lawmakers also are concerned about implicit suggestions 
that the entrants needs to make purchases to increase the odds of winning. The angel, miniature 
lighthouses ($19.95, plus $4.49 shipping and handling), mops, cassettes and dozens of magazine 
subscriptions are viewed as a small price to pay for admission to Easy Street. 

But it rarely happens. Despite the urgent advisories promising that (Your name here) is just "a few 
weeks away from being confirmed the lucky winner," you have a better chance of being hit by lightning. 


For some older Americans, the practice has become an obsession that jeopardizes savings and squeezes 
out such basic needs as food and heat. 

In a widely publicized case last year, an 81 -year-old California man made his second trip to 
Tampa— home to American Family Publishers-clutching a letter that declared: "You're our newest $1 1 
million winner." What he missed was the fine print that said he could collect only if he had a winning 
number— the same sort of disclaimer that had misled the Rohrers. 

"It just breaks your heart," said Brenda Geoghagan, spokeswoman at Tampa International Airport, who 
estimated that about 20 such elderly travelers come to claim their fortunes each year. 

In all cases, airlines have picked up the tab for the fare home, "but it's still very upsetting to us," she 
said. "Would you want your grandparents treated this way?" 

You don't have to travel cross-country to be disappointed. Joffre Leggett, 80, who lives not far from the 
Tampa airport, has spent about $6,000 over the last two yeajre on magazine subscriptions— including In 
Style and Esquire— despite not having enough money for heat or to get his car out of the shop. 

"I thought it would increase my chances of winning," said the former chauffeur, who lives alone and is 
on military disability for a condition he said is related to epilepsy. "I even got a letter that said the Prize 
Patrol would be here at 10 p.m. . . . But around midnight, I just gave up." 

After the situation became public, Publishers Clearing House agreed last week to reimburse Leggett, 
pending return of the purchases. 

"ni believe it when I see it," he said of the refund." 

The company—which sells household products and collectibles, as well as magazines—defends its 
practices.. 

"We believe the mailings are very clear," said Christopher Irving, director of consumer affairs for the 
Port Washington, N.Y.-based firm. "Of course, like any direct-mail company, we try to make our 
mailings look as attractive as possible. This is an opportunity . . . and most consumers certainly 
understand that no purchase is necessary. Problems like these are minuscule compared to the millions of 
people who respond each year." 

(Leggett is off the mailing list and a block has been put on his name to prevent him from making future 
purchases.) 

According to Irving, the company has given away $135 million since the sweepstakes started in 1967. 
The odds of winning the $10 million prizes are 1 in 50 million, but 75 percent of the millionaire winners 
did not purchase so much as a lint brush, he said. 
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Consumers must assume some responsibility, he said. Still, Irving acknowledged that these "isolated 
cases" have tarnished the company's image. In response, a number of programs are now in place, 
including a Web site, a toll-free number with a recorded message ("At Publishers Clearing House, no 
purchase is ever necessary and the winning is always free") and an annual review of the most active 
customers. 

"When necessary, we even make personal contact, just to remind them that they don't have to buy 
something," he said. 

To Durbin, who sponsored the bill along with Sens. Susan Collins (R-Maine.), Thad Cochran (R-Miss.) 
and Carl Levin (D-Mich.), such efforts are not enough. He became involved in the issue after hearing 
from numerous constituents about how some "crafty purveyors" prey on the elderly through deceptive 
envelopes and package techniques. 

"Some (senior citizens) were getting so swept up in these contests that their adult children had no choice 
but to seek conservatorship," he said. 

The new law would require companies, which depend on giveaways for about one-third of new 
subscriptions, to more clearly disclose odds and clarify rules, and it would strengthen laws regarding use 
of government look-alike mailings or the suggestion that a mailing is connected to the federal 
government. 

States are taking action too. Last Tuesday, Indiana Atty. Gen. Jeff Modisett sued Publishers Clearing 
House, asserting that the firm uses deceptive solicitations to trick people into buying magazines. 

Modisett heads up a group of attorneys general who are investigating the industry for fraud and will 
convene in Indianapolis next week. Wisconsin also has sued Publishers Clearing House, accusing it of 
targeting the elderly. 

While Illinois has not filed any suits, the attorney general’s office participated in a multi-state voluntary 
agreement from American Family Publishers last year. The document states that the company would 
make certain revisions to clarify language and rules, such as the odds of winning being printed in the 
same size as the amount of the prize. 

Why are otherwise intelligent people vulnerable to such unscrupulous tactics? Certainly, as one ages, 
there are cognitive declines that can impair judgment. But gerontologists and others who work with 
elderly suggest that there are also other factors: a desire to be self-sufficient, a fear of outliving financial 
resources and a lack of cynicism. 

"They know it's a big company, they see it on TV . . . and they just assume it's a trusted organization," 
said Glenn Brichacek, director of The Georgian and The Mather, retirement residences in Evanston. 
"You talk to them about it and their attitude is, 'Why would a company like this mislead me?' " 

GRAPHIC: PHOTOS 2PHOTO (color): Henry and Shirley Rohrer ordered magazines and other items 
in hopes of furthering their chances to win a sweepstakes. AP photo.; PHOTO: Henry and Shirley 
Rohrer of Canton, III., waited in vain for delivery of the sweepstakes prize they thought they had won, 
one of many such instances of false hope occurring nationwide each year. AP photo. 
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January 3, 1999 Sunday, CHICAGOLAND FINAL EDITION 
SECTION: BUSINESS; Pg. 1; ZONE: C 
LENGTH: 1602 words 

HEADLINE: DIGEST ADJUSTS WITH LIFE IN THESE UNITED STATES 
BYLINE: By Tim Jon^, Tribune Maiia Writer. 

DATELINE: CHAPPAQUA, N.Y. 

BODY: 

Tom Ryder is the man in charge of fixing a national icon— Reader's Digest, a name that just about 
eveiy'one knows, a magazine read by 100 million people worldwide. 

And a magazine with an image that has all the panache of your grandmother's washboard. 

Nine months into his aggressive cost-cutting rehab as chairman and chief executive of Reader's Digest 
Association. Inc., the 54-year-old Ryder carefully weighs the forces of heritage and strong emotional 
attachments to the magazine against a sagging financial performance and the unforgiving media realities 
of multiplying competition. 

"Reader’s Digest is an important part of the fabric of America It is a Heartland product," Ryder 

said, reverentially. "It needs to be fixed, not only for the employees but for the country." 

Millions of Americans will agree, but many of them hold fond memories of Glenn Miller, Joe DiMaggio 
and life before interstate highways. Corporate futures— especially in the media business— are not built 
with such strong lies to the past, and that is why Ryder tellingly refers to the soon-to-be-77-year-old 
Reader's Digest as "a work in progress." 

The daunting challenge for Ryder and Reader's Digest, headquartered in the pastoral, Williamsburg-like 
setting of New York’s Westchester County, is to establish a greater following among younger readers 
without alienating the more than 14 million U.S. subscribers of enduring loyalty who buy the magazine 
evety month. It will be a balancing act, one of shifting proportions as the company seeks a broader 
audience for the Digest and the books, tapes, videos and othar magazines carrying the Reader’s Digest 



214 


brand name. 

It likely will lead to a significant redefining of a company built on the homespun foundation of family 
values, gentle humor and the lure of sweepstakes riches. Ryder will not take the company from the 
music of Patty Page to Marilyn Manson, but there will be a clear recognition, he said, of music 
symbolized by Madonna. 

None of this will happen easily, which the Louisiana-born Ryder readily acknowledged in a recent 
interview at the Digest's headquarters. "I have very clear marching orders," said Ryder, a longtime senior 
executive at American Express Co. who was recruited by the board of directors last spring. 

Ryder, a large man with an informal but direct manner, is an outsider at a company accustomed to being 
run by insiders. Predecessor James Schadt, who came from PepsiCo Inc., was the first outsider to lead 
the company founded by Lila and DeWitt Wallace. Schadt was dismissed in 1997. 

"I don't give myself a lot of time. This has to be fixed and fixed fast," Ryder said. 

The problem, insists Ryder, is not the content of Reader's Digest but the manner in which the magazine 
is marketed— primarily at an older, rural and less-educated audience. Recent editorial fare—with former 
Chicago Bear Chris Zorich "showing kids the way" on the cover and reports on computer violence. 

Social Security and a story asking "Whatever Happened to Customer Service?"— is consistent with the 
historical Digest product. 

Part of the problem at the Digest has been an assumption that if they wrote it, the readers would come. 
Readership and profits have been tailing off, which is why Ryder is calling the shots and shaking things 
up. 

Since joining Reader's Digest in May, Ryder has delivered two stages of a planned three-stage 
restructuring in a wide-ranging effort to restore investor confidence and boost its lethargic stock price. 
That means making the company smaller, at least for now. 

He ordered the sale of $100 million in art; he pulled out of the condensed non-fiction book business; he 
slashed the quarterly dividend and announced a plan for a two-step, 20-percenl cut in the circulation of 
the magazine, aimed at readers who are least likely to respond to pitches for other Reader's Digest 
products. 

This month, Reader's Digest will launch a modest television advertising campaign in an effort to reach 
a younger, more upscale audience, Ryder said. Although subscription-generating mailings will be cut by 
20 to 30 percent, he said the Digest will make direct-mail pitches aimed at a younger audience and 
venture onto the Internet, as well as placing newspaper and magazine advertising. 

Perhaps the biggest move will be the Digest's plan to reduce its reliance on sweepstakes mailings, which 
historically have been used to generate circulation with the lure of winning big money. 

"I don't think we'll ever be out of the sweepstakes business," Ryder said, "but I want some other strategic 
levers because I know that sweepstakes skew older, poorer and more rural, and that takes the magazine 
to a place I do not want it to be exclusively." 

Ryder also said the company will expand its base of 47 foreign editions, which might include a 
Reader's Digest in China. He also predicted the company will expand into at least two new businesses, 
trading on the recognition of the Reader's Digest name. 

Further plans about the restructuring of the company will be announced in February. Readers will be 
waiting, and Wall Street, which has applauded Ryder's early moves, will be watching. 

"I think it's going to be a tough road," said Rudy Hokanson, a media analyst at CIBC Oppenheimer in 
New York. "A lot of people in the Baby Boomer age bracket just don't identify with Reader’s Digest." 
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"How many things can Reader’s Digest be to how many people? I don't know," he said. "Reader's 
Digest has many loyal readers who will give testimonials, like a coming of the faithful. But there are 
only so many people who will convert to their ministry. Ninety-six percent of the people may know who 
they are, but that doesn't mean they will become believere." 

Hokanson said the company is approaching a crossroads. If it is going to reduce its reliance on 
sweepstakes, that will put more pressure on selling the magazine on its merits. "I don't think they can be 
just a family values-type magazine company. They'd have to start over to do that," he said. 

Ryder conceded that the company has relied too much on sweepstakes, at the expense of promoting the 
values of the magazine and other products. "In the interests of obtaining quarterly profits," Ryder said, 
"we've lost a solid 10 years of reminding generations of people what the values of the Digest were in the 
first place." 

The company's stock price plummeted in 1997 after the company flooded the U.S. and foreign markets 
with too many direct marketing pitches, reducing the effectiveness of them. The faltering of the 
company and the corporate shakeup elevated concerns about the magazine's demographics. Reader’s 
Digest magazine generated about 27 percent of the company's $2.6 billion in fiscal 1998 revenues (down 
from $2.8 billion in fiscal 1997, which was down from $3.1 billion in fiscal 1996). 

The magazine is the foot in the door, the pitch to sell books and videos and tapes, which have generated 
far more revenue and operating profits than the magazine; Ryder said in future years, Reader’s Digest 
and other magazines will make up an increasingly greater proportion. The median age of the magazine 
reader is 47. The median age of subscribers, who buy more than 9 out of 10 copies, is above 50, Ryder 
said. 

Although Reader's Digest supplies ample data to support its claim that large numbers of the 
demographically desirable-millionaires, college graduates, Internet surfers, cell phone owners and even 
young people— read the magazine, the public and media perception of a dog-eared publication that seems 
to thrive exclusively on waiting room tables in doctors' offices is powerful. 

"I defy you to go into a room of 100 people and find anyone who reads Reader’s Digest," observed 
Dennis McAlpine, who follows the company for Josephthal & Co. "They have readers, but you don’t 
know where they are." 

The Digest said more than 1 7 percent of its circulation comes from Illinois, Ohio, Indiana, Wisconsin 
and Michigan. The heaviest concentration of circulation, as a percentage of population, is in the Dakotas, 
Minnesota, Iowa, Kansas, Nebraska and Mississippi. 

Fifty- five percent of the Digest's readers are 1 8- to 49-year-olds, the company said. 

"There are a lot of bedrock magazines that may not be on the cutting edge, but somehow they capture 
core American values," said Abe Peck, who directs the magazine program at Northwestern University's 
Medill School of Journalism and whose 1 5-year-old son reads the Digest, along with Vibe and Maxim, 
two decidedly irreverent and young-skewing magazines. 

"AH magazines live in a tyranny of demographic desirability. Unfortunately, some readers are more 
equal than others," Peck said. "No one publication can be as important as Time or the Digest or Life 
was. It just can't be, given today's time pressures and market diversity." 

The struggle at Reader's Digest is not unique. Magazines, newspapers and television networks all have 
been scrambling to find and hold their audience. This struggle is occurring as Baby Boomers approach 
and surpass the age of 50. Ryder said the problem at the magazine is not one of editorial content but of 
marketing efforts disproportionately aimed at older Americans. 

"We'll make some changes at the Digest, and we'll go through a confusing period of time here," Ryder 



216 


said, leaning back in an overstuffed chair and resting his left leg on an antique maple table. He said he 
fully expects to hear from some of the magazine readers in the coming months. 

"This magazine is very personal, very emotional and is a part of people's lives," he said. "And when you 
mess with it, people get crazy." 

GRAPHIC: GRAPHICGRAPHIC (color): Fewer readers at Reader's Digest; Chicago Tribune.; - See 
microfilm for complete graphic. 
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THE READER’S DIGEST /XSSOCJ.ATIC^T l-NC. 
READER’S DiGI^T ROAD 
I’LEASArvlA'II.LE, \Y 1057()-7<10() 


Senate Pennanent SulJCommHtei 
on Investigations 

BMBiTi 


I.AL'KEN' PERETZ HiSF.N 
S<'’fior Cotin^i'l 

CoiKiinier iiiiii Coi'cnnncitt Alfriir< 


THLEPHONF: (‘^14) 244-533] 
FAX: (9!4) 244-5390 
E-MAIL: Liurei\.cison@readorsdigest.com 


May 25, 1999 


VIA FEDERAL EXPRESS 

Ms, Mary D. Robertson 
Chief Clerk 

Permanent Subcommittee on investigations 
100 Russell - Senate Office Building 
Washington, D.C. 20510 

Re: Peter Davenport Testimony from March 9, 1999 

Deceptive Mailings and Sweepstakes Promotion 
Hearings Conducted by the Permanent Subcommittee on Investigations 

Dear Ms. Robertson: 

Enclosed is the original transcript from the above referenced hearing, corrected 
and signed by Mr. Peter Davenport. The only correction made is on page 62 lines 10-11. 

I also enclose responses to information requested from Mr, Davenport during the 
hearing as follows; 

Page 73 (line 15) - page 74 (line 14); response is attached to transcript at page 74. 
Please note that Mr. Davenport testified that he believed we could provide 
a breakdown of Reader 's Digest Magazine subscription circulation by age. 
However, because we do not have age data for a large part of our 
subscriber base, we cannot give an accurate age breakdown of our 
subscribers. Instead, we are providing an age breakdown of the total 
audience for Reader 's Digest Magazine. The total audience for the 
Magazine is based on a valid statistical sampling which is audited. 
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Page 91 (lines 10-18) and page 129 (lines 3-5); see my March 19, 1999 letter to 
Senator Arlen Specter. 

Page 101 (line 23) - page 102 (line 1); see my April 9, 1999 letter to Ms, Leslie 
Bell. 

Page 110 (lines 8-25), page 1 1 1 (line 1 1) - page 1 12 (line 1), page 126 (line 24) - 
page 127 (line 6), see my March 19, 1999 letter to Senator Edwards. 

I apologize for any delay in returning the original transcript. Please contact me if I 
can be of further assistance with this matter. 


Sincerely, 



LPE/dm 

Enclosures 


Page 73 (line 15) - Page 74 (line 14): 

In response to the information requested on page 73 (line 15) through page 74 
(line 14), for the total audience Reader's Digest 53.8% are between the ages 

of 18 and 49 and 46.2% are 50 years of age or older. The median age is 48.1. 
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THE READER'S DIGEST ASSOCIATION, INC. 
READER'S DIGEST ROAD 
PLEASANTVILLE, NY 10570-5T)00 


Saate fwmaiwrt Si<K»ini®ee 
onliNSsasatoiB 

— EL. 


Lauren Peretz Eisen 
Senior Conn^ei 

CoH>Hmer and Covcnuncnl Affair^ 


TFXEPHONE; (914) 244-5331 
FAX: (914) 244-5390 
E-MAIL: Iauren.eisen@readersdige5t.com 


March 19, 1999 


VIA FEDERAL EXPRESS 


The Honorable Arlen Specter 
U- S. Senate 
711 Hart Office Building 
Washington. D C. 20510 

Dear Senator Specter: 

I am writing in response to the request you made to Peter Davenport of Reader’s Digest 
during the hearings held by the Permanent Subcommittee on Investigations on March 8 and 9. 
You requested a written statement concerning the project Reader’s Digest conducted regarding 
customers who purchased significant numbers of Reader’s Digest products. 

In response to your request, I enclose copies of Reader’s Digest response to Senator 
Collins’ January 25, 1999 Request for Information and Material Number 8 which we previously 
provided to the Subcommittee. The subparts relevant to your request are (a) - (e). The first 
enclosure is Reader’s Digest initial response to Request 8, and the second enclosure is the 
supplemental response Reader’s Digest provided at the Subcommittee’s request. 

Please contact me if I can be of further assistance with this matter. 

Sincerely, 

Lauren Peretz Eisen 


LPE/dm 

Enclosures 

cc; Senator Susan Collins 
Senator Carl Levin 
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REOUEST 

8. a. Does your company contact, using nonpromotional mailings or other 

means, individuals who have purchased a large number of your products 
to explain that no purchase is necessary to play your sweepstakes? 

b. If so, by what criteria does your company determine which people to 
contact to provide information that no purchase is necessary? 

c. How many of such individuals did you contact in 1998? 

d. How many individuals continue to receive your promotional mailings 
after receiving a non-promotional contact? 

e. By what method are the individuals contacted? Please provide examples 
of any letters or phone scripts used for nonpromotional contacts. 

f. Are consumers making excessive purchases ever prohibited from ordering 
additional products? 

g. Does your company maintain a database which allows the blocking of 
future orders from a customer? 

h. Under what circumstances are individuals blocked from making future 
orders? 

i. How many people in your company database are listed as blocked from 
making future orders? 

j. How many people in your company database were added to any list of 
blocked customers in 1997 and 1998. 

RES PONS E 

a. RDA sent letters to all of its customers who had spent $2,000 or more 
during Fiscal year 1998. An exemplar of this letter is being provided bearing Document 
Control Number 8-00001. In addition, RDA first contacted by telephone approximately 
200 customers who had spent $3,000 or more. The telephone contacts involved 
completion of a survey questionnaire. A copy of the telephone script/survey 
questionnaire is being provided bearing Document Control Numbers 8-00002 through 
8-00003. The primary purpose of these contacts was to determine these customers' 
awareness of and level of satisfaction with their purchases, as well as RDA's policies 
concerning its products and sweepstakes. 

All RDA product offer mailings that contain a sweepstakes entry 
opportunity expressly state that no purchase is necessary to enter or win the 
sweepstakes and clearly explain how to enter without ordering and that every entry has 
an equivalent chance of winning a prize. 

However, the letter sent to these customers reminds customers of these 
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poHdes, stating, among other things: 

Your business and loyalty are greatly appreciated, and we want to 
emphasize that you do not have to order or buy any product we 
offer to enter or win the Reader's Digest Sweepstakes. 

We use Sweepstakes to call attention to our products, but whether 
you choose to order or not, you always have an equal chance to win 
a prize. 

RDA received numerous calls and letters in response thanking RDA for 

the letter. 

The telephone survey results demoirstrated a high level of consumer 
awareness and satisfaction with RDA products. Respondents were aware of how much 
they spent in an average month and what product lines they were buying. They cited a 
wide variety of uses for the products they bought: for their own use, for relatives, for 
friends, for grandchildren and for charitable or volunteer organizations. Ninety-one 
percent said they were aware that no purchase is ever necessary to enter or win the 
sweepstakes. Ninety-eight percent expressed a very high level of satisfaction with the 
products they had purchased ("extremely satisfied" or "very satisfied"). 

b. RDA informs all recipients of sweepstakes entry opportimities that no 
purchase is necessary to enter or win the sweepstakes. As explained in response to 
Request 3a, RDA sent the letter described above to customers who had spent $2,000 or 
more in Fiscal year 1998 and first contacted by telephone approximately 200 customers 
who had spent $3,000 or more to complete the survey questionnaire described above. 

c. RDA sent the letter described above to the approximately 7,600 customers 
who had spent $2,000 or more in Fiscal Year 1998 and first contacted by telephone 
approximately' 200 who had spent $3,000 or more. 

d. No one asked to stop receiving promotional mailings after being contacted 
by telephone or letter. If any had asked, RDA would have ceased mailings to them. 

e. A copy of the letter is being produced bearing Document Control 
Number 8-00001 and a copy of the telephone script/survey questionnaire is being 
provided bearing Document Control Numbers 8-00002 through 8-0003. 

f. Level of purchases (aside from level of purchase for which payment has 
not been received) is not a criterion used by RDA to prohibit an individual from 
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ordering products, as such a criterion may inadvertently preclude satisfied customers 
from enjoying RDA products. RDA does have procedures in place to prevent 
unwanted duplicate orders. For example, generally, if RDA receives two or more 
orders from a customer for the same product within a six week period, RDA sends the 
customer a letter, a sample of which is being provided bearing Dociunent Control 
Number 8-00004. 

g. RDA's fulfillment system permits blocking of future orders from a 
customer. 

h. RDA blocks future orders by individuals under the following 
circumstances relating to the individual: 

(1) Deceased , 

(2) Identified as a fraud by outside agencies. 

(3) Person has notified the Postal Service that no more RDA mail is to 
be sent to the person's address. 

(4) Bankruptcy 

(5) Account is under "hardship" billing (f.e., a special billing 
arrangement has been established at the customer's request). 

(6) Minor 

(7) Request by a guardian 

(8) Suspect address (under investigation for possible fraud). 

i. The number of persons blocked from future orders as of June 30, 1997 was 
1,763,011 and as of June 30, 1998 was 1,085,825. 

j. RDA is unable to determine how many people were added to those who 
were blocked from future orders in 1997 and 1998. Figures provided in the response to 
Request 8i are accurate for the particular dates specified. 
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THE READER'S DIGSr ASSOOAHON, INC. 
READER'S DIGEST ROAD 
niASANTVIUE NmoSRkTBOO 


Date: November 2 , 1998 
Dear 

Thank you for being one of our most valued customers and an important member of the 
Reader’ s Digest family. 

Your history -with Reader’s Digest is proof positive that you are an active customer who 
enjoys the quahty and "value of our products, recognizes the convenience of ordering 
through the mail, and has fun with die Sweepstakes. 

Your business and loyalty are greatly appreciated, and we want to emphasize that you do 
not have to order or buy any product we offer to enter or win the Reader’s Digest 
Sweepstakes. 

We use Sweepstakes to call attention to our products, but whether you choose to order or 
not, you always have an equal chance to a prize. 

Your happiness and satisfaetioa are important to us. If you have any questions, please 
don’t hesitate to call using this toll-free number: l-800-949-d3I4. 

Sincerely, 


AlPenuzza 
Vice President 
Customer Services 






P.S. Please enjoy lie enclosed gift as a token of our appreciation. 
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Newman-Stein. Inc. 

902 Broadway 

New York, New York 10010 


CUSTOMER SERVICE SURVEY 


RESPONDENTS NAME: AREA CODE:, 


LD. #: TIME BEGAN: AM/PM 

(S-9) 

TIME ENDED; AM/PM 

(10-13) 

Hello, I’m from Newman-Stein, Inc., a national research company, ! am calling for Reader's 

Digest to ask you a few qussdtM^s regarc>if)g die purchases you make vnth ttiem. Let me assure you that 
this is not a sales call. We are only conducting a brief survey among Reader's Digest customers. (ASK TO 
SPEAK TO THE PERSON LISTED ON THE SAMPLE. IF NOT AVAILA^BLE, ASK WHEN HE/SHE WILL BE 
AVAILABLE. RECORD BELOW AND CALL BACK.) May I continue? (IF ’YES,” CONTINUE. 

OTHERWISE, THANK RESPONDENT AND END INTERVIEW) 


ATTEMPT PATE & TIME ST ATUS 


2 


3 


INTERVIEWER'S NAME:, 
DATE: 


Job #5104 
October, 1998 


2 . 


Are you the person in the household who usually makes the decisions to purchase from Reader's 
Digest? 

Yes 1 ^ (CONTINUE) 

NO 2 (ASK TO SPEAK TO THAT PERSON. IF NOT AVAILABLE, 

SCHEDULE TIME TO CALL BACK) 

I’d like to ask you about the types of products you have purchased from Reader’s Digest in the past 
year . fFQR EACH ITEM BELOW ASK:^ In the oast year , have vou purchased ...T (RECORD 
YES” OR "NO- FOR EACH ITEM) 


The Reader's Digest magazine 
Select Editions or condensed books 


Other books, from Reader's Digest such 
as Gardening, Cooking or Medical 


Yes 

(14) 


Music from Reader's Digest 4 

Videos from Reader's Digest 5 

Overall, how satisfied are you with Reader's ^gest products? 
ENTIRE LIST)? 


(16) 

Extremely satisfied 1 

Very satisfied 2 

Somewhat satisfied 3 

Not very, satisfied 4 


Np 

(15) 

1 

2 

3 

4 

5 

Would you say you are ... (READ 


Not at all satisfied 


8-00002 
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4a, Approximately how much money have you spent in an average month on Reader's Digest 

products? Piease include aH Reader’s Digest products such as the magazine, condensed books, 
music, videos and any catalog purchases. (PROSE FOR AN EXACT DOLLAR AMOUNT RATHER 
THAN A RANGE. DO NOT RECORD CENTS) 

$ (17-21) (IF NO ANSWER PROVIDED OR 

(WRITE IN) “DON'T KNOW.* ASK Q-4b. 

OTHERWISE. SKIP TO Q.S.) 

4b. In an average mont i . would you say you spent approximately ... (READ ENTIRE LIST)? (ALLOW 

RESPONDENT TIME TO PROVIDE AN ANSWER) 

( 22 ) 


Under $25 1 

$25 - $49 2 

$50 - $99 3 

$100 - $109 4 

$200 -$399..... 5 

$400 -$599 6 

$600 -$749 7 

or $750 or more 8 


5. When you buy Reader's Digest products, do you sometinries ...? (READ LIST, REPEATING "DO 

YOU SOMETIMES BEFORE EACH ITEM. READ EACH iTS^ BELOW, RECORDING ’YES" 


OR “NO” FOR EACH ITEM) 

Yes No 

(23) (24) 

Give them to friends 1 1 

Give them to relatives 2 2 

Give them to a grandchild 3 3 

Give to charitable & 

volunteer organizations 4 4 

Buy them for your own personal use 5 5 


6. I am going to read you a short list of features that may or may not be offered by Reader's Digest. 

Please tell me whether or not Reader's Digest offers ... (STARTING WITH X'D ITEM. READ EACH 
ITEM BELOW. RECORD "YES" OR *NO" FOR EACH ITEM.)? Does Reader’s Digest offer ... 
(CONTINUE READING ITEMS)? 


START 

HERE: Yes 

(25) 

( ) ' There is a money back guarantee if not 

completely satisfied with the purchase 1 

( ) No purchase Is ever necessary to enter 

' or win the sweepstakes 2 

( ) You can pay for products by credit card 3 

( ) Each product has a 7 day free trial 4 

( ) You are able to pay for products in interest 

free monthly Installments 5 



Thanks. That's all the questions we have for you today. We appreciate you spending the time to 
answer these questions. If you ever need to contact Reader's Digest for any reason, they can ^3© 
reached at an 800 phono number. Would you like me to give it to you today? (IF "YES," TELL 
THE RESPONDENT THE PHONE NUMBER 15 1-800-234-9000) 


! END INTERVIEW j 


8. RECORD FROM SAMPLE. DO NOT ASK RESPONDENT. 

XREF: 

(27-36) 


CRPP098: 

(37-41) 


8-00003 
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FORM=VB 

Dear 

Wt i^jKotSeyaaieatStat: 


Himsv«c, vre bestoto 10 £U this iHdD because tR 
ieceii^seiiiyoDtlicani>e{«Ddiict. PoyoovishlD 
place xnotberidanicalatd^ irso^pleasere- 
nsti this iBCtes with yonr iBsmK&uu.u)d we ivill 
oaks sure your order is fiUedpnsnptiy. Fotyour 
coBvenieoc^ encload is a postage laid ewek^ If 
vitt do NOT hear fiom yon, ene know yon do NOT Irish 
CO lOcdve a seccod sh^nnesL 

Thank yoa fin- bslpisg os serve you beoer. 

Sincerely, 


8-00004 



REQUEST 


8. a. 

b. 

c. 

d. 

e. 

f. 

S- 

h, 

i. 

j- 


Does your company contact, using nonpromotional mailings or other 
means, individuals who have purchased a large number of your products 
to explain that no purchase is necessarc' to play your sweepstakes? 

If so, by what criteria does your company determine which people to 
contact to provide information that no purchase is necessary? 

How many of such individuals did you contact in 1998? 

How many individuals continue to receive your promotional mailings 
after receiving a non-promotional contact? 

By what method are the individuals contacted? Please provide examples 
of any letters or phone scripts used for nonpromotional contacts. 

Are consumers making excessive purchases ever prohibited from ordering 
additional products? 

Does your company maintain a database which allows the blocking of 
future orders from a customer? 

Under what circumstances are individuals blocked from making future 
orders? 

How many people in your company database are listed as blocked from 
making future orders? 

How many people in your company database were added to any list of 
blocked customers in 1997 and 1998. 


SUPPI.EMENTARY RESPONSE TO REQUEST 8a through i 


In response to a follow-up request by the Subcommittee for additional 
information concerning results of the telephone surr-ey described in RDA's mitial 
response to Request 8, RDA is providing the following supplementary information: 

Types of Products Purchased 

The 221 survey respondents demonstrated a high level of awareness of what 
products they had purchased. 98% of respondents reported that they had purchased 
Reader's Digest Magazine in the past year. 93% of respondents reported that they had 
purchased Music products, and 93.2% reported that they had purchased videos from 
RDA in the past year. 89% of respondents reported that they had purchased condensed 
books, and 89% reported that they had purchased other books. A net of 96% of 
respondents reported having purchased books from either or both of the two latter 
categories. 
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- 2 - 

Highpst I.pvels of Satisfartinn With RDA Products 

The survey results demonstrate respondents' very high level of satisfaction with 
the products they have purchased from RDA. 

98% of respondents said they were "extremelv satisfied" or "very satisfied" with 
RDA products. Of this group, half said they were "extremely satisfied," and the other 
half said they were "very satisfied." 

2% of respondents said they were "somewhat satisfied," but no one reported 
being either "not very satisfied" or "not at all satisfied." 

Awareness of Spending 

Respondents also demonstrated awareness of how much they spent on RDA 
products in an average month. The average of all responses came to $196.10 per 
average month. 


Varied Uses for RDA Products 

Respondents cited a wide variety of uses for the products they had purchased 
from RDA. 

Nearly every respondent, over 99%, reported buying RDA products for their 
own personal use. 

In addition, 82% said they sometimes give RD.^ products to friends, 91% said 
they sometimes give them to relatives, and 58% said they sometimes give them to a 
grandchild. 50% said they sometimes give RDA products to charitable and volunteer 
organizations. 


High Awareness of RDA Policies and Principles 

The survey results also demonstrate an extremely high level of awareness of 
RDA policies and principles. 

90% or more of respondents were aware of each of the following RDA policies; 

(1) there is a money back guarantee if not completely satisfied with the purchase, (2) no 
purchase is ever necessary to enter or win the sweepstakes, (3) each product has a 7-day 
free trial, and (4) you are able to pay for products in interest free monthly installments. 
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One policy, that purchasers can pay for products by credit card, garnered a lower 
awareness level of only 65%. 


Summary 

The telephone survey results demonstrated a high level of consumer awareness 
and satisfaction with RDA products. Respondents were generally aware of how much 
they spent in an average month and what product lines they were buying. They cited a 
wide variety of uses for the products they bought, and 90% or more of the respondents 
were aware of various RDA policies, including that no purchase is ever necessary to 
enter or win the sweepstakes. 98% expressed a very high level of satisfaction with the 
products they had purchased. 



REQUEST 


8. i. How many people in your company database are listed as blocked from making 
future orders? 


SUPPLEMENTARY RESPONSE 


i. Please note that RDA’s February 10. 1999 response to 8(i) contained an arithmetic error. 
The correct total number of persons blocked from future orders as well as a complete breakdown 
by category is as follows: 



As of June 30, 1997 

As of June 30^ 1998 




Deceased 

1,087,873 

360,960 

Fraud 

8,477 

8,661 

Panderer 

425 

410 

Bankruptcy 

1,960 

1,991 

Hardship 

20,168 

24,014 

Minor 

89,912 

91,953 

Ward/ guardian cancel 

199,460 

218,750 

Suspect Address 

21,618 

21,189 

TOTAL 

1,429,893 

727,928 


As the above demonstrates, the total number of persons blocked from future orders can 
decline. This is due to the regular process of purging RDA’s customer files. Because of the size 
of RDA’s database, it would be impossible for RDA to maintain all customer information 
indefinitely. Thus, the files are regularly cleaned and accounts that are no longer viable, such as 
those of deceased customers, are removed. In addition, for some categories of persons blocked 
from orders, such as an account that had been marked as a hardship or suspect address, the 
situation which caused the account to be so marked may no longer exist. In that case, the block 
would be removed. 

You requested more specific information regarding accounts blocked because of a 
guardian request. As explained in RDA’s February 10, 1999 response, RDA’s overall U.S. 
customer file consists of approximately 60 million accounts. Of these approximately 60 million 
customers, 199,460 persons as of June 30, 1997 (.33% of the customer file) and 218,750 persons 
as of June 30, 1 998 (.36% of the customer file) were blocked from future orders because of 
requests by their guardians. 
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SsMts Pennanent SubconmttlM 
on InvasUgations 

EXHBrr * 


THE READER’S DIGEST ASSOCIATION. INC. 
READER'S DIGEST ROAD 
PLEASANTVTLLE. NY 10570-7000 




Lauren Peretz Eisen 
S eJi/or Coi/iist’/ 

Ccii$umcr ami Coi'cnnneut Affairs 


TELEPHONE; (914) 244-5331 
FAX: (914) 244-5390 
E-MAIL: lauren.eisen@readersdigesLcom 


April 9, 1999 


VIA FACSIMILE and U.S. MAIL 


Ms. Leslie Bell 

Attorney, Minority Staff 

Permanent Subcommittee on Investigations 

SR193 

U.S. Senate 

Washington, D.C. 20510 
Dear Ms. Bell; 


In response to your request to Linda Goldstein, 3,488,994 is the 1998 mail 
quantity for the Reader’s Digest direct mail piece which referenced Hudson Armored Car 
and Courier Service and regarding which Senator Levin questioned Mr, Davenport 
(Exhibit 12). 

We apologize for any delay in providing you with this infoimation, 


Sincerely, 



Lauren Peretz Eisen 


LPE/dm 


cc; Linda A. Goldstein 
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THE READER'S DIGEST ASSOCIATION, INC. 
READER'S DIGEST ROAD 
PLEASANTVILLE, NY 10570'7000 


Senate Permanent aixiomritlae 

onlnveeUgaSone 


EXKIBrT« 


Lauren Peretz Eisen telephone: (914) 244-5331 

Senior Counsel FAX: (914) 244-5390 

Consumer otni Government Affairs E-MAIL: !auren-eisen@readersdigest.com 


March 19, 1999 


VIA FEDERAL EXPRESS 


The Honorable John Edwards 
U.S. Senate 

825 Hart Senate Office Building 
Washington, D.C. 20510 

Dear Senator Edwards: 

I am responding to your March 9, 1999 letter to Mr, Davenport concerning the request 
you made to Mr. Davenport during the hearings held by the Permanent Subcommittee on 
Investigations on March 8 and 9 to remove Mr. Bobby Bagwell’s name from Reader’s Digest’s 
mailing lists. 

When we searched our files, we discovered Mr. Bagwell was a past customer and that we 
had already taken appropriate actions concerning his account. In November 1998 when we 
became aware of his situation, we marked the one account we had in Mr. Bobby Bagwell’s name 
so that no further Reader’s Digest mailings would be sent to him. In addition, in keeping with our 
generous refund policy which provides that we will give a refund for any product returned at any 
time, in November 1998 we processed a refund for nineteen products returned on Mr. Bagwell’s 
behalf Please note that while we found no recent activity on his account, we have now also 
marked the account so that any orders from Mr. Bagwell would not be processed. 

Please contact me if I can be of further assistance with this matter. 


Sincerely, 



Lauren Peretz Eisen 


LPE/dm 

cc: Pamela Bagwell 

Senator Susan Collins 
Senator Carl Levin 
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READER'S DIGEST ROAD 
PLEASANTVILLE, N'k 10570-7000 


Sen^ Pemtansnt SuboommHlae 
onlnvestlgatlora 

mnmTff 

IQ; 29 


Lauren Peretz Eisen 

Coiisuincr (ind Goi’eriinifut Alfnin 


TELEf’HON'E; (914) 244-5331 
FAX: (914) 244-3391) 
E-MAIL: laurL'n.eisen@readt'rsdigost.com 


March 19, 1999 


VIA FACSIMILE and U.S. MAIL 


The Honorable Carl Levin 
Ranking Member 

Permanent Subcommittee on Investigations 
Committee on Government Affairs 
U.S, Senate 

Washington, D.C. 20510 
Dear Senator Levin: 

In connection with the hearings held by the Permanent Subcommittee on Investigations on 
March 8 and 9, 1 am writing to send you a copy of the letter we sent to the family of Ms. 

Gertrude Roosenberg which explains the actions we have taken concerning her account. This 
letter was sent on March 4th, as soon as we were apprised of her situation. In addition, we have 
marked her account so that she will receive no additional mailings and so that any future orders 
will be blocked. However because we prepare our mailings in advance, she may continue to 
receive mailings for a few months. 

Please contact me if I can be of further assistance with this matter. 

Sincerely, 



Lauren Peretz Eisen 


LPE/dm 

Enclosure 

cc: Senator Susan Collins 

Family of Ms. Gertrude Roosenberg 



234 


j^ader’s 

THE READER'S DIGEST ASSOCIATION, INC. 
P.0, BOX 235 

PLEAS.ANTVILLE, NY I03'0-0235 

March 4, 1999 


The Family of 

Ms. Gertrude Roosenberg 


Grand Rapids, Mil 


Dear Roosenberg Family, 

I am writing because it has recently come to our attention that you have some concerns 
regarding products ordered through our company by Gertrude Roosenberg. 

First, allow me to take moment and explain a little about our Sweepstakes. As you may be 
aware, Reader’s Digest has been using Sweepstakes for many years as a way of drawing 
attention to our many fine products. In fact, since we began using Sweepstakes in 1962, 
we have given away more than $160 million to more than 2 million people in the United 
States alone. 

Recently, there have been numerous negative reports about sweepstakes in the news 
media. Please let me assure you that Reader’s Digest has always - and will always - 
encourage and follow reputable practices that make our Sweepstakes honest and real, as 
well as exciting and fiin for our customers. 

It is, of course, impossible for us to distinguish customers who should not be ordering our 
products and we hesitate to assume our customers intent. We do, therefore, depend on 
family members and care givers to contact us so that we can take suitable steps. Under our 
' unconditional guarantee, we will refund Ms. Roosenberg for any products returned to us 
for which she has already paid. To make the appropriate arrangements, or if you would 
like to discuss this matter further, please call us toll free at 1-800-934-0977. A member of 
our Customer Care team will be happy to assist. 

Thank you for this opportunity to explain. 


Sincerely, 
Reader’s Digest 
Customer Care 
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I PUBUSHERS CLEARING HOUSE- 


ICl WffiNEBS ORCU- PORT WASHINC 


onlms! 


$3.5 Million Acceptance Notice^*®®^^ 
from 


I, <1° hereby affirs and attest that I am 

willing to accept 3.5 Million Dollars in cash from Publishers 
Clearing House on April 15 provided SuperPriie Number 
56 7063 1423 16 matches the winning number and this acceptance 
reaches PCH by April 3, 1998. Should that be the case, I will 
expect Dave Sayer to arrive in an armored car wi th guards to 
deliver the cash to me at 




Q I would really prefer a Certified Check should I be 
the winner . 

Thamk you. 

Signed: 

g 

I,!d :alao li ke yo u to be able to tell the media that r ,-i . . -g*— 

, don't just enter for the prizes but know an £ 
unbeatable deal when I see one. Therefore, please activate 
my OS .TM . HOUSE Privilege and see that I receive .E:^res8 ' ' 

Order Processing on any item(3) 1 may order below. thank you. 


f 




'T- 


•T* 




f PLACE 1ST 


PLACE END 


PLACE 3RD 

1 

PLACE ’HTH 



ORDER STAHP 


ORDER STAHP 


ORDER STAMP 

i 

ORDER STAMP 


L 

HERE 

1 

■ 

.a. 

HERE 

.J.. 

HERE 

1 

1 

.J.. 

V iBERE' 

.4 


Your credit is A-OK, so won't you try one or more of our, unbeat- 
able deals and we'll immediately upgrade you to President's Gold 
-Club status. If not ordering, paste "SO” stamp from, the sheet of 
stamps over the first two order boxes. 



b>t man dsih 


iCMTH* 


A0200 
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PUBUSHERS 
CLEARING HOUSE 

382 CHANNEL DRIVE 

PORT WASHINGTON. NEW YORK 1 1050 

(5!6) 883-M32 


Swat# PfflmanantSubooiniifa, 
onInvMflgaloM 


Eiafflir* 25a. 


C)£BC«^AH HOLLAND 
Senior Wee President 


April!, 1999 


The Honorable Arlen Specter 
United States Senate 
Washington, DC 20510 

Dear Senator Specter: 

This letter is written in response to your suggestion and request that we supplement 
the record of the hearings on sweepstakes promotion held on March 9, 1 999, by the Permanent 
Subcommittee on Investigations of the Committee on Governmental Affairs of die United States 
Senate, with information about steps taken by Publishers Clearing House to address the concerns 
expressed by the Subcommittee. 

Wc want you to know, above all else, that we at Publishers Clearing House arc 
deeply conwmed about the individuals who testified before the Subcommittee, and the issues that 
their experience raises, and that we are actively taking steps to address those issues. 

You and the other members of the Subcommittee have clearly called upon us to 
make changes in our promotions and practices. We hear you, and we are reacting. We are now 
voluntarily implementing a number of changes to make it easier for all consumers to understand our 
mailings and enter our sweepstakes, including: 

• Adding the numerical odds of winning to the rules 

• Adding the words "No Purchase Necessary" to the front of order/entry forms and in 
other pronunent places in the pack^e 

• Increasing the exposure of our toll-free number to make it easier for consumers to 
contact us 

• Increasing type size 

• Reducing the number of mailings an individual can receive 

• Improving the effectiveness of duplicate name consolidation and removal among our 
most active customers. 

We will bear in mind the concerns expressed by the Subcommittee as we develop 
new promotions in the future. 

Publishers Clearing House has a long-standing history of developing and 
implementing a series of innovative and effective consumer education programs. As more fully set 
fcHth in the written testimony submitted to the Subcommittee, we have: 

1. Mailed a non-promotional letter to active customer on a regular basis 
reminding them that they never have to order to enter or win (we've been 
doing this for 5 years, last year alone to over 1 25,000 persons); 
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2. Joined with the Federal Trade Commission in the design and distribution of 
over 300,000 copies of m educadonal flyer on the theme that no purchase is 
ever necessary to enter or collect a prize in a legitimate sweepstakes; 

3. Featured an “Anti-Scam/No Purchase Necessary” message on our toll-free 
customer service line 24 hours a day, with over 4 million impressions last 
year alone; and 

4. Mainlined an ’’anti-scam*’ data base, recording consumer contacts with real 
frauds and con artists, information that has been shared with local law 
enforcement personnel and that has led to nearly thirty arrests and over a 
dozen convictions for consumer fraud. 

However, consumer education programs and increased disclosure are not enough for 
people who are not able to imderstand promotional materials, or even able to follow flie advice of 
children and loved ones. Those individuals, like the extreme cases heard by the Subcommittee on 
March 8, must be protected by pmactive {X’ograms to identify such people and remove them from 
active mailing lists. 

Publishers Clearing House is unique in the industry because we are the first 
company to step up to this challenge and pioneer a proactive consume- outreach program. Over 
6,000 persons have been contacted and removed from our mailing list last year as a result of this 
program. In fact, a dear demonstration of the effectiveness of this program is that the two 
individuds brought to our attention by the Subcommittee Staff — Mr. Eustace Hall and Mr. Charles 
Doolittle - had already been identified and rwnoved from our mailing list over a year ago. We 
firmly believe that this is the only way to protect those individuals for whom no amount of 
disclosure is effective. 

Tlie enclosed SweepSmarts pamphlet, previously made available to the members of 
the Subcommittee, describes this high activity customer contact program and other services 
Publishers Clearing House has made available to consumers. We hope you will take a moment to 
read it. 


1 am sorry to think that some of my testimony was misconstrued, or perhaps 
misunderstood, by some members of the Subcommittee. Two points in particular I think should be 
clarified: 


I . We would not have mailed the Dorothy Addeo letter that was criticized at 
the hearing if we did not think that it was "perfectly fine" - by which we 
mean easily understood by consumers and in full compliance with 
applicable law. Nevertheless, we promptly withdrew the letter, voluntarily, 
when it was criticized by consumer protccticm speciaibts and the media. 
That happened a year and a half ago. We may not always a^e on 
eveiything, but I believe this is good example of how Publishers Clearing 
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House listens to criticism, reacts responsibly. 

2. We say that no "reenable person" would mlsunderstend our mailings 
because that is what five federal District Court Judges and the Sixth and 
Ninth Circuit Courte of Appeals have told us. This is the stendard 
enunciated by the Federal Trade Commission in its policy statement on 
deception. We are prepared, in response to your call, to go further and do 
more to make our mailings even clearer and easier to understand, but it 
seems unfair to be so harshly criticized for mailings that — while some may 
not like them — have been upheld by every court that has ever had occasion 
to review them. 

Moreover, every time one of these mailings Is sent out, a public ’’vote" is 
taken. As I pointed out at the hearing, the figures demonstrate time and 
again that the vast majority of Americans who receive these mailings 
understand them as simply advertisements offering a clmce to enter and 
win, and clearly know that they can enter without ordering. 

Senator, we appreciate the candor of your remarks at the hearing, and we have taken 
your expressions of conc«Ti to heart. I have discus^ the hearings and the Subcommittee's views 
with senior management, and we are committed to substantive and meaningful change. 

I hope that you appreciate as well that we are not careless of the needs and reactions 
of ordinary, decent people in developing our m^ings. Publishers Clearing House is in the business 
of delighting its customers, not harming them or causing tiiem distress. We have nearly 1,000 
employees vAo, themselves, are ordinary, decent people working hard every day to do a good job. 
We are not consciously preying upon any vulnerable population group, and wc have no desire to 
exploit anyone. Our confidence in this fact and our first-hand knowledge of the responsible way in 
which the company conducts itself are driving forces behind the vigor with which we defend our 
company against these accusations. 

Thank you for your time and attention. 

Very truly yours, 

Deborah Holland 

Senior Vice President 


Enclosure 

cc: Permanent Subcommittee on Investigations 



240 






241 


•S 5 'g 8 .2 

5 S 2 ^ 


0=0 

*-•2 SS'§^3q ^a;§'^; 

«g § ^« I «-S'E'S^-p : 

W'fi >>x)'§ (US ^ : 

^ cc3"o^a*^^!i-J 

W‘a?S-w^9i«4>Cl.,>'«coai-. 
■■■•aS a S 3 07; Oh S o n*. 

I o.aw««^.a-c 
^'S 2 ““y-52 rD-17 

^ 3 c u 9> (U S 3 ^ <U . 

3oO>^>=:&<U4='§=3j3; 

gw oM< ^aiHCCH^s 


V M ^ 

flj M « c 

> <C I 

fS:; 

(fl o e S « 

S '” : 

•s s IS] 

'SJC ^t:-; 

^ .2 " iS i 

331“' 


< g ‘2 § J 

g B § < gi 

•P I S I 52 

II I'il I 

<|pgi 

I3S1I6 


c 

c < S3 g 

,2 tS I 

^ -M «iS *0 £ 

h. e M <5 <3 

•r i< 

S 0*c |i 

o a c Q ® 

h£< ca 


l^ll'l 

w a ^ P « 

•g g^K s, 

w u 2 S ^ 
SS 3 H 

i'sS'aa 

§j:-S f t 


3 1 g g " ! 

iifll i 

|S'aa§>^C'; 

2^ M s 

” 5 B >. 

illiil 

l§^1 1^ 


S" .S^"! M 52 s’ 

.2 • p 5 ^ a « 

ufSi- Sis 
3sts'^ 's^i 

C--t£ 

§ c .5 — O M S I ’. 

Iliiflsil 

■s i 2 S e g g 

ill -II 

S s § S 5 S 
2 « * « 2 g 


a II I g s s-3i| 

"S a ^ MBS 5*^ 

>S 0-0 oe _ o a S i- 

• ill i 

3 s. S iJ = I fl 

S-g lull ^ 


IS i® 

« ai p e 


^ 2 *2 5 ^ 

£ .2 a 2 -i 

3 2 00 e _ 

|ia 81 

_ s.ai’S i 

p£ S.1-S • 


u -S a a S 

b a o o » 
a x> to ^ w : 

t£ g Sh- 


£|l| 

l»■i|i 

|of||.S 

lliiii'l 

•III I 111 
iiipil 

lllflll 



242 


PUBLISHERS 
CLEARING HOUSE 

382 CHANNEL DRIVE 
PORT WASHINGTON. NEW YORK 1 1050 
<5I6) 883-5432 

CHRISTOPHER L. IRV[NG. ESQ. 

Director. Consumer Affairs 

The Honorable John Edwards 
United States Senate 
Washington, DC 20510-3306 

Dear Senator Edwards: 

We are responding to your request, made during the hearings before the Senate 
Permanent Subcommittee on Investigations, that the companies testifying review their 
records regarding your constituent Bobby Bagwell. 

Our records indicate that W'e were contacted by Mr. Bagwell’s daughter, 
Pamela Bagwell, in October 1998. At that time we removed Mr. Bagwell’s name 
from our mailing list, placed a “block” on his name to prevent future orders from 
being processed and canceled ail outstanding balances. We wrote to Ms. Bagwell in 
October and December of 1998 confirming the actions we had taken and provided her 
with postage-paid labels and an itemization of her father’s orders for use in returning 
merchandise for a full refund. We also requested that she provide us with any 
additional name/address variations for her father so we could remove any such 
variations. 

Since our first contact from Ms. Bagwell, we have had the opportunity to 
speak with her by phone on repeated occasions offering additional assistance and 
information. As a result, we have now forwarded refunds to Pamela Bagwell, payable 
to her father, in the amount of $2634.88. 

If we can provide you with any additional information regarding the resolution 
of Mr. Bagwell’s account please feel free to contact me directly. Similarly, if we can 
provide assistance to any of your constituents, please feel free to pass on such 
information to me or have the consumer contact me directly. I can be reached toll- 
free at (800) 337-4724. 


Senate Perniamnt SuboonmiitlM 
onlnvesligallons 

March 24, 1999 


Very truly yours, 



cc: Honorable Susan Collins 

Honorable Carl Levin , 
Pamela Bagwell 
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WASHINGTON. D C 


Akin, Gump, Strauss. Hauer 5. Feld, i ip^nrr e 26a. 

ATTDRNE^rS AT LAW 

A RCGISTERCO LIMITED LIABILITY PARTNERSHIP 
INCLUDING PROFESSIONAL CORPORATIONS 

033 NEW HAMPSHIRE AVENUE, N W. 

SUITE 400 

WASHINCTDN. DC 20036 
(202) ee7-4ooo 
FAX (202) 087-4238 
www.akingufflp.com 


WRflER'S E-MAN. ADDRESS 


April 7, 1999 


The Honorable Arlen Specter 
U.S. Senate 

71 1 Hart Senate Office Building 
Washington, D.C. 20510-3802 

Dear Senator Specter: 

At the March 9, 1 999 hearing of the Senate Permanent Subcommittee on Investigations, 
you requested additional information from American Family Enterprises (AFE) and other 
magazine sweepstakes industry representatives regarding steps that they have taken to address 
recent sweepsties concerns. You also requested specific examples of how AFE has handled 
situations in which a guardian requests discontinuance of a customer’s magazine subscriptions. 
On behalf of AFE, we are pleased to respond to your request. 

AFE knows that the success of its business depends entirely on consumer confidence. 
When it became evident in 1998 that a very small minority of its customers may have 
disregarded, been mistaken, or somehow been confused about AFE’s sweepstakes rules and 
procedures, AFE initiated a comprehensive re-evaluation of its marketing and promotional 
methods and implemented a number of important changes. Some of the most prominent 
measures include: 

• Clearly disclosing, in numeric form, in AFE’s Official Rules, the odds of winmng 
each prize. 

• Reminding all mail recipients repeatedly that no purchase is necessary to enter the 
sweepstakes. 

• Displaying in each of its promotional mailings a prominent statement of the 
“American Family Promise” - 

• The magazine prices offered by AFE are always equal to the lowest available 
to the general public. 

• All sweepstakes prizes are awarded. 
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• All entries have an equal chance to win. 

• Subscriptions can be canceled at any time and money will be refunded for all 
unserved issues. 

• Products can be rcturtted for a refund if unsatisfactory for any reason. 

• Directing that all sweepstakes entries, whether with orders or without, be returned to 
the same city, reinforcing the message that all entries are, in fact, treated equally. 

• Establishing a website ('www.americanfamilv.com ') to answer consumers’ most 
frequently asked questions, reiterate the sweepstakes rules and publish the American 
Family Promise. 

• Avoiding the use of language referring to the recipient as a member of a “small 
group’* with an improved chance of winning the sweepstakes prize. This Includes 
language stating that a recipient is a “finalist” or “tied” to win a prize. 

AFE also has instigated a pilot program to identify and protect potentially vulnerable 
sweepstakes consumers, meaning Aose who are purchasing an unusually large number of 
magazine subscriptions. While these purchases might simply represent an appropriate choice 
forfriat person, AFE recognizes that they may also indicate that someone incorrectly believes 
that a magazine order is required to enter the sweepstakes. This group of frequent purchasers 
appears to represent less than one-half of one percent of AFE’s customers. As part of this 
AFE program, beginning in the spring of 1 998, AFE began limiting the number of mailings 
and sending a “no purchase necessary” reminder letter to individuals whose ordering patterns 
suggested that they might not understand AFE’s sweepstakes procedures. This letter 
generally states that all entries, including those without an order, have an equal chance to 
win, and specifically reiterates that no purchase is ever necessary to enter or win. A copy of 
this letter is attached for your review. 

AFE has also elected not to send mail to certain customers for whom the no purchase 
necessary letter may not be enough. Although the program is in its initial stages and under 
review, AFE has chosen to stop mailing to approximately 25,000 people. This means that 
these customers will no longer receive sweepstakes solicitations from AFE. AFE has also 
been working diligently with the Direct Marketing Association to develop “best practices” 
recommendations on the issue of protecting the vulnerable. 

In addition, AFE blocks certain customers from making future orders, including those 
who have teen identified as being incapable of making rational purchasing decisions. AFE 
also maintains a much larger list of consumers who have asked AFE not to send them 
promotional mailings or who have been identified to the Company by others as not interested 
in receiving such mail. 

AFE’s goal is to offer magazines and products that people want to purchase and use and 
to guarantee customer satisfaction. Accordingly, AFE’s policy is to offer refunds on a “no 



Akin, Gump, Strauss. Hauer 5c Feld, l.l.p. 


April 7, 1999 
Page 3 

questions asked” basis for all unserved magazine issues or returned merchandise. This 
refund policy is prominently featured in all of AFE’s mailings. In addition, AFE has 
authorized its customer service representatives to go further in appropriate circumstances in 
order to handle customer concerns in a compassionate manner. This is particularly true in 
those cases in which guardians of AFE customers have requested AFE to discontinue 
subscriptions. Recent examples of how the Company has handled this type of situation are 
set forth below: 


is 


[Redacted information 


in Subcommittee files .[1 
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Because of privacy concerns involving these individuals and their families, we would ask 
that you treat the above examples in a confidential manner. We hope that this letter provides 
information that is responsive to your requests. Please let us know if we may be of further 
assistance. 


Sincerely, 



Steven R. Ross 
J. David Carlin 


JDC/rtb 

cc: Senator Susan Collins, Chairman 

Permanent Subcommittee on Investigations 


Senator Carl Levin, Ranking Minority Member 
Permanent Subcommittee on Investigations 
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HOUSTON 
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LOS ANGELES 


SAN ANTONIO 
WASHINGTON, DC 


Senate Pennanent Stixjomirttto* 

on Investigations 


Akin, Gump, Strauss. Hauer & Feld, 


ATTORNEYS AT LAW 


A REGISTERFD LIMITED LIABILITY PARTNERSHIP 
INCLUDING PROFESSIONAL CORPORATIONS 

1333 NEW HAMPSHIRE AVENUE. NW 
SUITE 400 

WASHINGTON. D C 20036 
12021 887-4000 

FAX 1202) 887-42BB 
www.akingump com 


April 9, 1999 


The Honorable Susan M. Collins 
Chairman 

Permanent Subcommittee on Investigations 
432 Hart Senate Office Building 
Washington, D.C. 20510-6350 

Dear Senator Collins: 

On behalf of our client, American Family Enterprises, we are enclosing an edited version 
of the Subcommittee transcript of the March 9, 1999 hearing on the use of sweepstakes by the 
magazine publishing industry. 

Based upon our review of the transcript, it appears that there is one point in the record 
that may require further clarification. Specifically, on page 132 of the Subcommittee transcript, 
Senator Levin asked AFE’s witness. Ms. Naomi Bernstein, whether AFE rents its mailing lists to 
other companies. Ms. Bernstein replied accurately that AFE rents a small list of book purchasers 
to other companies. However, she did not mention that AFE also rents the names of its non- 
customer sweepstakes entrants, which names AFE previously rented from another source. The 
existence of this rental program was however disclosed to SulMX)mmittee staff by Ms. Bernstein 
during a conference call a few days prior to the March 9*** hearing. 

We appreciate the opportunity to clarify the record and look forward to continuing to 
work with you and your staff on this matter. Please let us know if you have any further questions 
regarding this issue. 



Steven R. Ross 
J. David Carlin 


cc: Senator Carl Levin, Ranking Minority Member, 

Permanent Subcommittee on Investigations 
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EXHKTt—iiSA 


'MvrER'sowEcroM.MWMeEft as 7-4 f 03 
wvrcn s E-MAIL AooAess<}cartio@3kingumocam 


March 22, 1999 


VIA MESSENGER 

The Honorable John Edwards 
U.S. Senate 

S25 Hart Senate Office Building 
Washington, D.C. 20510 

Re; American Family Enterprises 
Dear Senator Edwards; 

Pursuant to your request at the March 9““ Permanent Subcommittee on Investigations 
hearing on sweepstakes practices, our client, American Family Enterprises (AFE) has taken steps 
to prevent Mr. Bobby Bagwell or anyone else residing at his address ( 

N.C. ) from receiving ftiture sweepstakes solicitations from AFE. Specifically, 
AFE has added Mr. BagwelFs name and address to a list that the Company maintains of 
individuals who do not wish to receive any AFE mailings. However, if Mr. Bagwell should 
move, we suggest that his daughter-in-law contact AFE and the Direct Marketing Association to 
ensure that he does not receive any unwanted mailings at his new address. In addition, AFE has 
directed its order fulfillment center not to process any ftiture orders from Mr. Bagwell. 

With respect to your request that we work with Mr. Bagwell's family to settle his 
account, our records indicate that Mr. Bagwell’s daughter-in-law contacted one of our customer 
service representatives last October and asked that we cancel all of Mr. Bagwell’s outstanding 
orders and refund any monies received for unserved magazines. AFE honored this request and 
sent a check to Mr. Bagwell totaling $ 1 72.00. In addition, based upon the information provided 
by you at the hearing and reiterated in your letter, AFE is prepared to refund the money Mr. 
Bagwell sent to the Company for merchandise and magazines that he has already received if that 
is consistent with his desires or the desires of his family. Our records indicate that this amount 
totals $768.08 which reflects orders placed by Mr. Bagwell from 1992 through the fall of 1998. 
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Mrs. Bagwell may contact Marci Nusbaum at 201-369-4697 to make the necessary arrangements 
for the refund. 

We hope that these actions are responsive to your requests. Please let us know if you 
have any further questions or need additional information. 


Sincerely, 



Steven R. Ross 
J. David Carlin 


JDC/rtb 

cc: Senator Susan Collins 

^-^enator Carl Levin 
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gXMBTTfi 


Ronald S. Ijt^ie 
Prize Council 


Reader's Digest Road 
Plaaafintvlllf , NY 10570 
Febrm^ iS, ias8 



Daar Mr. Bagwell; 


There's good news. Attached you'll find diree Letiere of Recommendetton that vlr ^Hy guarantee 
your chance to win our Customer /^predation Prize - noa ctoubled In value to $1 .OOO.OOO.CK) • and a 
very special $25,000.00 Customer-Only Prize. 

These Letters have been created to demonstrate how people from different departments throughout 
Reader's Digest guarantee outstanding customers iB(e you access to oi^ newest pioducts and a 
chance to win our largest cash prizes. . ■ 


You've ai»3 been recommenced to receive our best cusM'iar bertefits. You've earned these benefits 
and that's why I’ve enclosed an opportunity for yoQ tci'own a premier pdjtioh'of our newest 
videocaasatte, Story of America. (See the eneloeed brochure tor a stonning tu’sview.} 

• • tii ■ 

I'm sending these personalized Letters to you today, to sa^ v as >our eniry, so that you can accept 
your chance to win over One Million Ooilarscashl SImpiyinItialeaeh Letter of Recommendation 
in the lower right hand comer, in the apace indicated, next to nu* IniKcle. Enter to win both 
prices aadl receive your premier edition of STORY OF AMERICA by returning all three Uettere 
to the Prize Judge In the YES envelope abeolutelvjb s; iatf than mreh 26^ 19M . (To have only 
the chance to win both pricea, return ail three Lettert to the Judge in the NC envelope 
abaolutely no later ttian March 29, 1998.) 

Above all, Mr. Bagwell, i recommend that you act fast to eeetae 
winnerl 

sincerely. 





Ronald J. Leslie 
Prize Council 

P.S , Keep the envelopo diese Letters came itt - R has my hame and number on It. Contact me If you 
win so you can meet the people who signed the Uetters’ which guaratttoe yoix chance to win over 
ONE MIUION DOLLAHSI • w 


Reader’^ Digest Road 
PteasantyUle, NY 10570 
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Time Inc. 


Eiizabefh Valk Long 

Executive Vice President 


Time Inc. 

Time & Life Building 
Rockefeller Center 
Nc-'York, NY 10020-1393 


S3r,;-g 


April 7, 1999 


212-522-4738 
I2J22-0349 Fax 

ie-inc.com 


Senate Peimanent Subcommittee 
on tnvesttgstions 


EXHIBITS ; 
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By Hand Delivery 


The Honorable John Edwards 
229 Dirksen Senate Office Building 
United States Senate 
Washington, D.C. 20510-3305 

Re: Bobby Bagwell 


Dear Senator Edwards: 

I write in response to your inquiry at the March 9 hearing by the Permanent Subcommittee 
on Investigations on sweepstakes, and your follow-up letter of the same date, concerning 
your constituent, Bobby Bagwell. We share your concern about Mr. Bagwell, and regret 
the problems his orders have caused for him and his family. We have taken steps not only 
to rectify his situation, but to ensure as much as possible that there will be no further 
situations like his. 

We have reviewed records from across our company and found that he had purchased a 
highly unusual number of magazines and book series. However, I can assure you that all 
his orders were canceled and refunds made where appropriate, virtually all during 1998. In 
addition, his file has been marked so he will not receive any further promotions from Time 
Inc. entities, and his name will not be rented to any other organizations. 

As I explained at the hearing, Time Inc. is a highly decentralized company for a variety of 
business reasons that have nothing to do with sweepstakes. This makes it complicated to 
search across the records of our 32 magazines and our books businesses for orders and 
other information pertaining to a particular customer. Nonetheless, as we committed to do 
at the hearing, we are engaged in setting up, at rather significant expense, the systems that 
will enable us to conduct those searches swiftly, to give us early warning if someone is 
making a highly unusual number of orders, to accept no further orders when that is 
appropriate, and to promote no further products to that person. 


A Time Warner Compony 



The Honorable John Edwards 
April 7, 1999 


Page 2 


More importantly, as the case of Mr. Bagwell illustrates, even without these systems, we 
are prepared to make the extra effort when appropriate. In Mr. Bagwell’s case, we received 
a credible complaint last Fall, so we conducted a search to find his records. We then 
proceeded to cancel outstanding orders and send refunds. Mr. Bagwell's case is not the 
only one. Time Inc. cares about its customers and has responded similarly to other rare 
situations like that of Mr. Bagwell. 

Following is a list of Mr. Bagwell's orders and their disposition. Refunds were sent for any 
unexpired, but previously paid, subscriptions or book orders. Cancellations alone with no 
refund notation mean that at the time of cancellation that portion of the subscription or 
book order had yet to be paid or, in a few cases, that the subscription had ended. 


Time Inc. Magazines 
Under the name Bobby Ba 2 well 

Time canceled 10/13/98, refunded $52.47 for his own subscription and $49.96 for a gift. 
Sports Illustrated canceled 10/13/98, refunded $78. 

People canceled 12/15/98. 

Entertainment Weekly canceled 10/13/98, refunded $30.69. 

Life canceled 10/13/98, refunded $32.26. 

Money canceled 10/13/98, refunded $53.96. 

Retire with Money canceled 4/15/98. 

Southern Living canceled 1 1/6/98 
Sports Illustrated for Kids canceled 6/17/98. 

Weight Watchers: mailed April 99 issue, last in subscription. 

Time Inc. Home Entertainment 

Under the name Bobby Bagwell 

Time Books canceled 10/26/98. 

Money Books canceled 10/26/98. 

People Books canceled 1 1/4/98. 

Sports Illustrated Swimsuit Diary canceled 9/23/98. 

Sports Illustrated Books canceled 10/26/98. 

Sports Illustrated Football canceled 10/26/98. 

Sports Illustrated Sports Almanac canceled 10/26/98. 

Life Books canceled 10/26/98. 

World Almanac canceled 10/26/98. 
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Time Inc. Home Entertainment single book canceled 12/18/98. 
Entertainment Weekly Books canceled 10/26/98. 

Time Inc. Home Entertainment canceled 6/10/98. 

Fortune Books canceled 12/1 1/98. 

Good Housekeeping Books canceled 10/26/98. 


Under the name Bobby Bogwell : 

Sports Illustrated Books canceled 1 1/17/98 
Under the name Bobby Ragwell: 

People Books canceled 10/26/98 

Time Inc. Home Entertainment single book canceled 1 1/1 1/98 
Time-Life Books (All accounts have been canceled): 

Fats Domino (one-shot) - ordered 4/98; paid, not returned. 

Classic Country - ordered five items; all have been returned; canceled 10/1 7; refunded 
$20.98 in Nov. 98. 

Heart of Rock and Roll - ordered one item; was returned unpaid. 

Hit Parade - ordered three items; returned two; paid two; owe one refund which is being 
sent. Refund of $ 1 7.98 already sent on 3/1 8/99. 

Great Composers - ordered one; returned unpaid. 

Contemporary Country - five items ordered; two returned; three paid. 

Guitar Rock - one item ordered; returned. 

A refund of $98.88 was sent in November for items returned from Great Composers, 
Contemporary Country and Guitar Rock. 

Senator, as you can see, Time Inc. not only is, but has been, prepared to respond 
responsibly to complaints where there is a problem. As we indicated, we are working hard 
to design and implement systems, internally and industry-wide, that will catch such 
problems as they develop, and not solely in reaction to complaints. We also look forward 
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April 7, 1999 


to working with you, Chairwoman Collins and the rest of the Subcommittee on legislation 
that responds to the problem areas. 

Please let me know if we can be of any further assistance. 


Sincerely, 



Elizabeth Valk Long 


Cc: Chairwoman Susan Collins 

Members of the Subcommittee on Permanent Investigations 
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I. OVERVIEW 


Sweepstakes and other promotions continue to be used to defraud and deceive consumers. 
Major sweepstakes firms each send out hundreds of millions of mailings every year, causing a 
significant number of individuals to make excessive purchases.' The Federal Trade Commission’s 
Bureau of Consumer Affairs has warned that “consumers are conned out of millions of dollars each 
year by direct mail scams. A recent consumer survey completed for the General Accounting Office 
showed that 55 percent of people surveyed say they have received a mailing they considered 
misleading or deceptive in the past six months.^ Deceptive mailings are used in a wide variety of 
ways, including ostensible sweepstakes, skill contests, solicitations, and sales of goods or services 
by mail. 

The direct marketing industry has used sweepstakes mailings for over 30 years as a method 
to promote the sale of their products. Companies use sweepstakes^ to sell magazines and other 
merchandise, while other groups use sweepstakes mailings to raise funds or promote services. 

The Magazine Publishers of America estimate that Americans annually spend $7 billion on 
magazine subscriptions, and 12% of those sales come from sweepstakes promotions.* This results 
in revenues from magazine sales of hundreds of millions per year for all sweepstakes companies. 
Sweepstakes mailings account for nearly a third of all 1 56 million new subscriptions sold each year. 
Fifty million people subscribe to magazines through Publishers Clearing House and American 
Family Publishers, with individual magazine publishers selling an additional 11 million 
subscriptions through their own sweepstakes.* 


' In August of 1 998, American Family Publishers settled a lawsuit with New York by agreeing to give 1 2,600 
consumers a $60 rebate for purchases they made in response to sweepstakes mailings. These 12,600 New York 
consumers each purchased at least 6 magazine subscriptions in one year (November 1 996-November 1 997) and also 
purchased a magazine in response to the December 1996/January 1997 mailing that prompted the lawsuit. 

^ Jodie Bernstein, Director of the FTC’s Bureau of Consumer Protection at an October 1, 1998 press 
conference to announce “Operation Mailbox,” a continuing effort to reduce mail fraud. 

^ GAO will include this data in a report they arc preparing for PSl. 

^ The industry definition of a sweepstakes is “An advertising or promotional device by which items of value 
(prizes) are awarded to participating consumers by chance, with no purchase or ‘entry fee’ required in order to win.” 

* Springfield, Illinois State Journal-Register. December 6, 1998. 

* Dan Capell, editor of The Capell Circulation Report, Media and the Law. February 13, 1998. 
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Trade publications indicate that sales by some leading sweepstakes companies have dropped 
in recent years.’ Some claim this is because of increased competition with lotteries and other forms 
of legalized gambling, because of direct mail clutter, and/or the recent adverse publicity. 


II. HISTORY AND PRACTICES USED BY DIRECT MAIL SWEEPSTAKES 

Reader’s Digest began using sweepstakes mailings in 1963 as a means of promoting 
magazine sales. An estimated 300 companies now use sweepstakes* and the major sweepstakes 
companies send billions of sweepstakes mailings every year. 

Sweepstakes mailings offer large cash and merchandise prizes as a way of attracting attention 
to the products offered. A sweepstakes consultant and former employee of Publishers Clearing 
House, Henry Cowen, said sweepstakes are used because “offering prizes tends to get people to open 
the mail.”’ When Cowen began designing sweepstakes in the late 1960's he tried to give away many 
very small prizes, but that didn’t get much response. “I tried $ 1 ,000, and the response was quite a 
bit better. I went to $5,000, and it was better yet.” Every year the prizes got bigger, but the size of 
the prize was not a financial burden to the company, as Cowen stated, “by then, the company was 
making so much money it didn’t make any difference.”'® Publishers Clearing House now offers a 
grand prize of $31 million.*' 

Most of the major sweepstakes companies promote the purchase of magazines and other 
products'^ via mass and targeted mailings. Magazine publishers contract with companies such as 
Publishers Clearing House (PCH) and American Family Publishers (AFP) to attract initial 
subscribers, with the sweepstakes companies usually retaining as much as 90% of the subscription 
price. The sweepstakes companies profit from the initial magazine subscription, and in some cases, 


’ PCH and AFP sales may have dropped by 30% in ihe last four years, with profits reported to be flat, Wall 
Street Journal. February 18, 1998. 

* St. Petersburg Times. December 25, 1997. 

’ Ibid. 

'®Ibid. 

" Grand prizes are usually paid in installments. The PCH $31 million prize will be paid $1.55 million the first 
year, $775 thousand a year for the next 28 years, and a payment of $7.75 million in the 30* year. Such back ended 
installment payments greatly decrease the cost of the sweepstakes prizes. 

*’ While the two leading sweepstakes firms began by selling only magazines, they now sell a variety of 
merchandise, including coins, dolls and collectable items. Sweepstakes companies may use sweepstakes promotions 
for magazines to “qualify” people. Those who purchase magazines are then sent more sweepstakes mailings, with offers 
for more expensive products. The merchandise may be more profitable, and those initially identified as purchasers in 
response to a sweepstakes mailing are probably more likely to purchase any product when promoted by a sweepstakes 
mailing. 
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future merchandise sales. The magazine publishers benefit by allowing someone else to bear the 
cost of attracting initial subscribers, build their subscriber base (important for advertising rates), and 
have the opportunity to convert the initial subscription into a more profitable renewal.'^ 

In the last 20 years sweepstakes companies have greatly increased their grand prizes and the 
sophistication of their marketing. They conduct a variety of contests every year, many offering a 
multi-million dollar prize. Companies use many traditional direct marketing principles, such as 
targeting consumers according to recency, fi^uency and monetary value or dollar amount of the 
purchases. 

The major sweepstakes companies compete with each other for exclusive contracts with 
certain magazines and have copied each other’s direct mail copy in the past.’* Sweepstakes 
companies are constantly testing their appeals, and have generally concluded that consumers make 
purchases in response to mailings with large prizes, “involvement devices” such as stickers and 
stamps, and certain types of personalized appeals. As with many direct mail companies, sweepstakes 
firms send out a large number of mailings to the genera! public, then targeted mailings to specialized 
lists or repeat customers. 

The sophistication of the direct mail industry allows sweepstakes companies to use a variety 
of techniques in mailings, both those sent to the general public and to target lists. Mass mailings can 
be personalized in several places in a letter, and can feature symbols, devices, or documents that 
make them look unique. In general, the goal of such mass mailings is to make them appear to not 
be “junk” mail, enticing the consumer to open them, and then to be personalized and offer a message 
that convinces the consumer to make a purchase. 

Those on a target list can be sent even more sophisticated mailings, telling them when they 
became a customer, how many purchases they have made recently, and when they last entered a 
contest without making a purchase. Such mailings reinforce the concept that customer purchases 
are linked with receiving sweepstakes mailings, and therefore with winning aprize. The implication, 
sometimes made by a direct statement, is that if you don’t make a purchase you may not receive 
future sweepstakes mailings and won’t be able to win a prize. 


Publishers know that subscribers coming from PCH and AFP are “sweeps sold” and then often target these 
individuals with sweepstakes mailings of their own, resulting in consumers who receive sweepstakes mailings from 
many different companies. 

The terms “Rf M” or “RFD” (recency, frequency, and monetary value or dollar amount) are used to designate 
a formula that companies use to determine their mail programs. They decide what types of packages to mail, and with 
what frequency, based on the recency of a customer’s purchase, how frequent the customer has purchased in the past, 
and at what dollar level the customer’s purchases have been. Thus customers purchasing every few weeks at a high 
dollar amount will be targeted with an increasing volume of direct mail. 

In 1994 a Publishers Clearing House mailing informed all recipients that they were “finalists” for the 
sweepstakes jackpot. American Family Publishers followed suit, with Caughman saying, “We said if they are doing 
it, we better do it.” Houston Chronicle. February 22, 1998. 
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Sophisticated marketing techniques have changed both the promotion of the sweepstakes and 
targeting of individuals in an effort to increase product sales. Such techniques may be causing 
increased consumer confusion, bordering on fraud, as companies promote the need for speedy action 
(although the contest deadlines may be months or years away), that an individual may be “one of two 
finalists”, and/or imply that the purchase of magazines will increase the chances of winning the 
sweepstakes.'^ 

Sweepstakes companies have refined their tactics to increase magazine sales or other 
purchases, often indicating in the text of the promotional mailing that the individual will become 
eligible for more prizes if they make a purchase or will not receive further mailings if they do not 
place an order. According to Larry Stone, a former senior executive at Publishers Clearing House 
and Reader’s Digest, a sweepstakes mailing for magazine subscriptions is four to five times more 
likely to generate an order than a mailing without a prize or contest. 

The tactics used in sweepstakes mailings have cause a large number of consumer complaints. 
Consumers contact a variety of sources, including state Attorneys General, the Federal Trade 
Commission, the United States Postal Service, and consumer groups. A listing of some of the 
complaints received or investigated by the Permanent Subcommittee on Investigations is included 
in Appendix 1 . 

Views of the Major Sweepstakes Companies 

Companies using sweepstakes mailings say they view sweepstakes as a fun way to attract 
customers. They consider them a marketing device, similar to a sale that advertises 20% off. They 
believe that most consumers understand the sweepstakes, just as most consumers understand that 
a 20% off sale might mean the product is selling for 20% off the retail price, not a lower price. They 
point out that most people who enter their sweepstakes do not make a purchase, and that a majority 
of their winners did not purchase in their winning response. Companies using sweepstakes promote 
the legitimacy of their sweepstakes by claiming that they have awarded hundreds of millions of 
dollars in prizes since they began conducting sweepstakes. 

In response to the argument that some customers make excessive purchases, companies note 
that the great majority of their customers order only occasionally and in quite small amounts. They 
claim that many people like their products, and order them as gifts for friends and relatives. Some 
companies point out the wide variety of products they offer, with one indicating it offers over 300 
magazines and 3,000 other products. 


' ® Susan Caughman, then senior vice president and head of Time Inc.’ s consumer marketing division and now 
chief executive of American Family Enterprises (the parent company of American Family Publishers) has said, “Direct 
marketing is an impulse business. It’s about making something so interesting that people feel they need it, and getting 
them to do something now." “Direct Hit—At Time Inc. Consumer Marketing, It’s Not Junk Mail Anymore,” Time 
website, August 1995. 
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In the past year, a number of the major sweeps^es companies have taken action in response 
to the charges that they send deceptive mailings, entice customers to make purchases of items they 
do not need or want, target frequent customers, and have a large number of customers who make a 
significant amount of unneeded purchases. 

Sweepstakes companies are working with industry trade associations to encourage the use 
of non-promotional or no purchase necessary letters to ensure that their customers understand that 
it is not necessary to purchase in order to enter or win their sweepstakes. 

For example, Publishers Clearing House indicated that they have, “for some time regularly 
written to its most active customers with a non-promotional letter reminding that they never have 
to order to enter or win or even to hear from us on a regular basis. The most recent version of this 
letter was sent to over 1 25,000 customers PCH’s Director of Consumer Affairs stated that “The 
most recent version ofthe letter was sent to roughly 125,000 customers in February 1998. With very 
few exceptions, customers receiving this latest version ofthe “no purchase necessary” letter were 
selected solely on the basis of order activity of $1,000 or more in the year 1997.”'* 

In addition to sending a non-promotional letter. Publishers Clearing House also maintains 
a “Sweepstakes Assistance Line” for family members with a “loved one who may be responding 
inappropriately to the promotions they are receiving.” Other companies also attempt to directly 
contact customers making a large number of purchases, either by mail or phone, to make certain their 
customers understand the nature of their sweepstakes promotions. Such action is designed to 
identify and remove from their list of purchasers any individuals who do not understand the nature 
of their sweepstakes, and as a result are making a large number of unneeded purchases. 

Sweepstakes companies note that their promotions or names are sometimes copied by 
unscrupulous individuals in a attempt to profit from the mass marketing the major sweepstakes have 
conducted. Sweepstakes companies take strong efforts, and work with law enforcement and federal 
agencies to protect consumers from such scams. 


“Publishers Clearing House Consumer Assistance and Consumer Education Programs”, page 2. 

'* February 5, 1999 letter from Christopher Irving, Director of Consumer Affairs to PSl Investigator Kirk 

Walder. 
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III. ACTIVITIES OF MAJOR SWEEPSTAKES COMPANIES 


PSI sent information requests to four of the major sweepstakes companies. The questions 
asked about the volume and nature of their sweepstakes mailings, and requested information on 
frequency of mailings, purchases, and billing questions. 

a. American Family Publishers 

American Family Publishers (AFP) was formed in 1 975 by several interests and is currently 
5 0% owned by Time- Warner and the Pritzker family. American Family Publisher recently awarded 
their Sllmillion prize to an individual in Maine. AFP is popularly known by their celebrity 
spokespersons, Dick Clark and Ed McMahon. 

AFP has been the subject of controversy after sending a mailing at the end of 1 997 and early 
in 1 998 with a large headline saying “Its Down to a 2 Person Race for $ 1 1 ,000,000 — You and One 
Other Person Were Issued the Winning Number — Whoever Returns it First Wins it All.” This 
mailing caused a number of people to fly to Florida, thinking they were a winner and attempting to 
be the first to return their entry. The mailing also required consumers to use different envelopes if 
they were ordering products or not ordering. Those with orders were addressed to the contest 
headquarters in Florida, while those without orders were addressed to Waycross, Georgia. Many 
consumers thus believed that placing an order would give them an advantage in having their entry 
received more quickly. 

Attorneys General from a number of states investigated this mailing and other practices of 
AFP, resulting in a multi-state settlement between AFP and 32 states and the District of Columbia. 
AFP agreed to pay $1.25 million and agreed to set guidelines for using the term “winner.” They 
announced plans to prominently display in its mailings that no purchase is required to enter the 
sweepstakes and that all entries have an equal chance of winning. AFP has taken those steps, and 
also includes in every mailing their American Family Promise.’’ Other lawsuits have been filed 
against AFP, with New York settling for $800,000 including $60 rebates to 1 2,600 consumers who 
had purchased at least 7 magazines from AFP in a one year period. AFP is currently the subject of 
lawsuits by Connecticut, Florida, Indiana, West Virginia, and South Carolina, as well as a number 
of class action lawsuits on behalf of various consumers. 

b. Publishers Clearin£ House 

Publishers Clearing House (PCH) was founded in 1953 by the Mertz family in Port 
Washington, New York. The founders are now deceased, and the business is run as a partnership 
by various trusts. Company materials claim that nearly 50% of the profits go directly to charitable 


” The American Family Promise says that they guarantee the following: our magazine prices are always equal 
to the lowest prices available to the general public; all sweepstakes prizes are always awarded; no purchase is ever 
required to enter; all entries have an equal chance to win; subscriptions can be canceled at any time, money will be 
refunded for any unserved issues; and products can be returned for refund if unsatisfactory for any reason. 
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causes like the arts and the environment.^ Harold Mertz founded the company believing he could 
promote low prices for a variety of magazines in one mailing. They began using sweepstakes in 
1967, with small monetary prizes, but currently sell a variety of merchandise and conduct a 
sweepstakes with a $31 million prize. This company is popularly know by their “Prize Patrol” 
which awards their grand prize on Super Bowl Sunday. 

Publishers Clearing House has encountered controversy with their sweepstakes promotions 
in the past. In 1994 they paid a total of $490,000 in fines to settle with Attorneys General in 14 
states and agreed to stop a number of practices. Among others, they agreed to stop using the word 
“finalist” if an individual was not part of a select group that actually was selected to be in a final 
round of a contest. 

Attorneys General in a number of states are currently investigating the practices of several 
of the major sweepstakes firms, and Indiana and Wisconsin filed suit against PCH in the last month. 
One Assistant Attorney General was quoted as saying, “... this round of investigations (is) 
considerably more militant. The consensus that is developing among the states is that sweepstakes 
operators will push to the limit of the law and beyond.”^' 

c. Time-Wamer 

Time-Wamer uses sweepstakes to promote many magazines and other Time products. The 
Time family includes approximately 3 0 magazines {People, Life, Money, Fortune, Sports Illustrated, 
Entertainment Weekly ...) and products including Time-Life books. Most magazines use the same 
sweepstakes, called Guaranteed and Bonded^ (G&B). Many of the Time Inc. magazines are 
initially sold through sweepstakes offered by American Family Publishers or Publishers Clearing 
House. Time then seeks to obtain renewals, often using its own Guaranteed and Bonded 
sweepstakes. 

Time-Wamer is also a 50% owner of American Family Publishers, and runs a customer 
service facility in Tampa, Florida, which employs about 1 500 people. They process the entries and 
orders for the G&B sweepstakes. American Family Publishers also uses this customer service 
facility. 


Time Consumer Marketing coordinates the overall sweepstakes promotions done by each 
magazine, but each individual magazine runs its own promotions and offers different versions of the 
G&B sweepstakes. Each entry, however, goes into the same overall sweepstakes. Thus, a person 
subscribing to Time, People, and Money from a G&B sweepstakes offer would be entered three 


Pamphlet entitled “Questions and Answers about the Publishers Clearing House Sweepstakes.” 

Madison, Wisconsin, Capital Times. September 12, 1998 

The Guaranteed and Bonded name came from the fact that states such as Florida and New York require 
sweepstakes to post a bond and provide other assurances that the prizes will be actually awarded. 
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times in the same sweepstakes. Accordingly, individuals may get the impression that they are 
entering several different sweepstakes, each allowing them to win the grand prize, but in reality they 
are entering the same one several times. 

d. Reader’s Digest 

Reader’s Digest Association Inc. (RDA), is the oldest of the sweepstakes operators, having 
conducted sweepstakes since 1963. RDA operates out of Pleasantville NY, and offers sweepstakes 
worldwide. Approximately 90% of their promotions mail contain a sweepstakes, and in addition to 
sweepstakes, RDA also offers skill contests in their mailings. RDA markets a variety of products 
including its namesake monthly magazine, books, videos and music. 

e. Other Sweepstakes Companies 

A wide variety of other companies send sweepstakes mailings. Michigan Bulb sent a large 
number of sweepstakes mailings in 1 998, and PSl received a significant number of complaints about 
this company as well as United States Purchasing Exchange. Sweepstakes are also offered by 
individual magazines, such as Consumer Reports , and by non-profit groups such as the Disabled 
American Veterans. 


IV. GOVERNMENT LOOK-ALIKE MAILINGS. FACSIMILE CHECKS. AND OTHER 
DECEPTIVE MAILINGS 


Mailings that appear to be from the U.S. Government or use government symbols continue 
to draw complaints from consumers. While legislation was enacted in 1 990” to curb some types of 
deceptive mailings, it has had limited effect. Government look-alike mail often is in a brown 
envelope, may have certain notices that refer to the U.S. Government or a return address with a 
government sounding name, and sometimes contains documents that appear to be checks. As with 
sweepstakes, these techniques are designed to get people to open the envelope and to make them 
believe they may be eligible to receive something of significant value. 


” Deceptive Mailings Prevention Act (PL 101-524). This Act required disclosure on the outside of mailings 
containing government symbols that "THIS IS NOT A GOVERNMENT DOCUMENT’, and strengthened statutes on 
nonmailable materials and mail containing false representations (U.S.C.A., Title 39, §3001 and 3005). 
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V. TECHNIQUES USED IN DECEPTIVE MAILINGS 


Deceptive mailings can take many fonns and use a variety of techniques. Such practices 
include: 

1. Misleading promotions suggesting that an individual has won a major 
sweepstakes, but will only receive the prize if a product is purchased; 

2. Using a deceptively named company, envelopes and/or symbols and statements 
that give the impression that the mail is official government correspondence; 

3 . Misleading promotions suggesting that purchase of a product is necessary for, or 
will increase the chances of winning in, future sweepstakes contests; 

4. Deliberately confusing promotional copy and official rules that include 
inconsistences causing individuals to make unnecessary purchases in the hope of 
winning a prize; 

5. Sending multiple sweepstakes promotions with different copy but each 
promoting the same overall sweepstakes contest; 

6. Targeting individuals making purchases with repeated subsequent mailings, 
enticing individuals to make excessive and unneeded additional purchases^**; 

7. Overly aggressive billing resulting in excessive consumer payments without 
proper disclosure or the opportunity for refunds from the billing company; 

8. Requests for payments, often described as a processing or handling fee, for 
deceptively described products or prizes with an inflated value; 

9. Misleading statements seeming to guarantee the award of a large cash prize, and 
requesting purchase of a product, when most individuals actually receive an 
insignificant cash award (e.g., $.50 or $1 .00^*); 

1 0. Offering the sale of information deceptively described as coming from the federal 
government or concerning government benefits; and 

1 1 . Sending facsimile checks enticing individuals to respond to marketing appeals. 


A January 1998 story in Consumer Reports indicated that after a staff member entered the Reader’s Digest 
sweepstakes, she received 20 more envelopes from the company in the next 6 months. 

Considering the fact that the consumer must spend $.33 to mail their reply, the small monetary prize received 
by such “Guaranteed Winners” is so deminimus, that to consider the recipient a “winner” is farfetched. 
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Companies use these techniques and otiiers to persuade consumers to send money or make 
unnecessary purchases. Some companies conduct legitimate sweepstakes or offer worthwhile 
products, but still use deceptive mailings to generate excessive and unnecessary purchases. Other 
companies engage in considerable fraud and deception, offering overvalued products or contests that 
award minimal prizes. Some companies are totally fraudulent, sending consumers products or 
information worth essentially nothing. 


VI. EXISTING LAWS 


The Federal Trade Commission (FTC) and the United States Postal Inspection Service have 
primary federal jurisdiction over sweepstakes fraud and government look-alike mailings. Attorneys 
General in numerous states have taken action against American Family Publishers, and on March 
17, 1998 a multistate settlement was reached requiring their mailings to be less deceptive. Other 
Attorneys General have open investigations and several class action lawsuits have been filed against 
American Family Publishers. 

Sweepstakes are largely regulated by state law. At the federal level, regulation and 
enforcement comes under the investigative jurisdiction of the Postal Inspection Service and the 
Federal Trade Commission. Current federal laws do not specifically cover sweepstakes but address 
them by forbidding lotteries, false representations and unfair trade practices. The following is a 
general overview of the federal and state laws which cover sweepstakes. 

Federal Laws 


Sweepstakes are not specifically covered by the statutes enforced by the Postal Service under 
chapter 30 of title 39. This chapter contains the civil provisions under which action could be taken. 
Sweepstakes that obtain money through the mails by means of false representations are violations 
of 39 U.S.C. 3005. This statute also forbids conducting a lottery, which although not expressly 
stated, requires that all sweepstakes must have a free entry option. A lottery contains three elements 
prize, chance and consideration. A free entry option excludes the consideration element, which 
makes sweepstakes not a violation as the operation of a lottery. No statute or regulations enforced 
by the Postal Service makes specific references to sweepstakes. 

Criminal action can be taken against sweepstakes fraud under 18 U.S.C. 1341 (the federal 
mail fraud statute). The two necessary elements for a violation of this section are (1) formation of 
a scheme with intent to defraud, and (2) use of the mails in furtherance of that scheme. Although not 
often, sweepstakes operators have been prosecuted under this statute. These investigations are 
conducted by the Postal Inspection Service, acting against companies who run fraudulent 
sweepstakes or sweepstakes that ask for money to be sent, which are then illegal lotteries. 

The FTC may also take action against practices that are unfair or deceptive. The FTC has 
several standards that they use to declare an action deceptive. There must be a representation. 
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omission or practice that is likely to mislead the constxmer. The FTC judges the practice from the 
consumer acting reasonably in the circumstances. 

State Laws 


State statutes applicable to sweepstakes are foimd in many state codes. Twenty-seven states 
have specific statutes which govern sweepstakes. Maine has no specific statue regulating 
sweepstakes, but can use general deceptive practices statutes to act against fi’audulent games or 
promotions. State laws cover numerous facets of sweepstakes, including general disclosures, odds 
of winning, number/value of prizes to be awarded, rules, winners list, pre-contest filing, simulated 
checks, prize restrictions and the use of certain words. 

States such as New York make it unlawful to represent that a person is a “winner” or has 
been “selected” or words of similar import when all or a substantial number of those solicited receive 
the same “prize” or “opportunity.” State laws which restrict the use of certain terms are aimed at 
sweepstakes that lead the recipient to believe he or she is a member of a select group when everyone 
who receives the sweepstakes are members of the same class of contestants. 


VII. FEDERAL ENFORCEMENT ACTIVITIES 

Currently there is no federal law that specifically covers sweepstakes. False representations 
made in mailings are investigated by the U.S. Postal Inspection Service, and the Federal Trade 
Commission has jurisdiction to investigate unfair or deceptive acts involving commerce. 

U.S. Postal Inspection Service 

Investigative efforts of the Postal Inspection Service in the area of sweepstakes have been 
limited. In fiscal year 1998, the Inspection Service had 41 open cases in the sweepstakes category. 
In fiscal year 1998, cases under the sweepstakes category resulted in 6 criminal convictions and 8 
civil complaints were filed under 39 U.S.C. 3005, the statute covering false representations and 
lotteries. 

One case in particular illustrates the use of several investigative techniques. The company 
sending the postcard offering information on how to receive $700 in government benefits often used 
the name Cash Claims Service. In early 1997, solicitations for Cash Claim Service were mailed 
requesting money be sent to two addresses in New York. A fictitious name order was issued under 
39 U.S.C. 3003. This statute allows the Postal Service, upon evidence that a person is using a 
fictitious name in order to carry on an activity in violation of sections 1302, 1341 and 1342ofTitle 
18, to withhold mail and require the party claiming the mail to furnish proof of claimant’s identity 
and right to receive mail. A fraudulent operator using a fictitious name will often abandon the 
scheme at this point, rather than come forward to be identified. This statute stops consumers from 
being defrauded but only punishes the violator by forcing him to shut down the current scheme. 
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Additional addresses for Cash Claim Service were identified in Washington D.C., Mesa AZ., 
and Issaquah, WA. The promoter was subsequently identified as Borden J. Barrows. At the same 
time, Mr. Barrows was identified as running other promotions under various names at numerous 
locations. In November 1 997, the Postal Service negotiated a consent agreement and issued a false 
representation order under 39 U.S.C. 3005. So for the second time the fraud was stopped but no 
penalties were levied upon Mr. Barrows. The current legislation would allow penalties to be levied 
in conjunction with the False Representation Order. Under cunent law, no penalties are assessed 
imtil a person evades an order issued under 39 U.S.C. 3005. 


VIII. STATE ACTIONS 


The states have a number of actions pending against a variety of deceptive mailers. The states 
have taken the lead against the larger sweepstakes companies. Based on the actions of several states 
an Assurance of Voluntary Compliance was entered into with American Family Publishers, in March 
of 1998. 

In August of 1998 the Attorney General of New York and American Family Publishers 
entered into an Assurance of Discontinuance. This agreement in part required AFP, to pay to the 
State of New York eight hundred thousand dollars to the state to be used as follows: seven hundred 
fifty thousand dollars ($750,000), to be used as a consumer fund to be distributed by the Attorney 
General at the Attorney General’s sole discretion; fifty thousand dollars ($50,000) to the State of 
New York for costs of the investigation leading to the Assurance. 

Most recently the states of Wisconsin and Indiana filed actions against Publishers Clearing 
House. In the Wisconsin suit a number of misrepresentations are alleged including misrepresenting 
directly or by implication; that consumers have won or will win a large cash prize, that consumers 
will improve their chances of winning a prize by purchasing merchandise, and that consumers are 
guaranteed winners of a valuable prize. The suit alleges, in part, that the “defendant specifically 
targets elderly consumers and includes in its sweepstakes solicitations representations that are 
designed to manipulate elderly consumers.” They also charge that PCH gives the impression that 
the sweepstakes is endorsed, ratified or legalized by the State of Wisconsin and the United States 
of America by using forms in the sweepstakes that reproduce or imitate forms issued by state and 
federal governments, including but not limited to United States Postal Service packaging, Internal 
Revenue Service forms 1 099, and Wisconsin Department of Transportation vehicle registration tags. 
The suit seeks to enjoin and restrain Publishers Clearing House fi’om violations of the state statute 
and seeks to recover pecuniary losses and disgorgement of profits as a result of their violations of 
state statutes. 
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IX. CONGRESSIONAL RESPONSES 


Several measures have been introduced to curb deceptive mailings. They include: 

S. 335. The Deceptive Mailings Prevention and Enforcement Improvement Act. 

Introduced bv Senators Collins. Cochran. Levin. Akaka. Durbin. Burns. Campbell. Edwards and 
Stevens on 2/3/99 


This legislation seeks to prevent fraud and deception by requiring companies to be more 
honest with the American people when using sweepstakes and other promotional mailings. The 
legislation would establish new standards for sweepstakes and or other prize promotion mailings, 
including clear disclosures that no purchase is necessary to enter the contest, the value and odds of 
winning each prize, the name of the promoter of the contest, and an understandable statement of the 
rules. 


In addition, the legislation would strengthen the laws against mailings that mimic the 
government documents. Mailings could not use any language or device that gives the appearance 
that the mailing is connected, approved, or endorsed by the federal government, or that implies that 
the mailing is afforded any special protection by the federal government. Any mailing selling a 
product the government provides for free would have to include a disclosure that the product is 
available from the government at no cost. Mailings could not contain statements implying that 
federal government benefits or services would be affected by any purchase, non-purchase, response, 
or non-response to a mailing. 

The bill also provides strong new financial penalties for sending mail that does not comply 
with these and existing standards. Monetary civil penalties include fines ranging from $50,000 to 
S2 million, depending on the number of mailings sent. 

The bill makes federal law enforcement efforts more effective by giving the United States 
Postal Inspection Service, additional tools to combat these practices. Administrative subpoenas for 
records and documents needed during its investigations into fraudulent mailings would be authorized 
in limited cases. Upon application to a district court, the Postal Inspection Service would be 
authorized to detain mail nationwide, instead of in just one judicial district, when the mailings 
violate the False Representations Statute. (Under current law the Postal Inspection Service must file 
in each judicial district in which mail is received.) These provisions will assist the Postal Inspection 
Service in taking immediate steps to stop mailings found to be deceptive. 

The legislation would preserve the important role the states play in fighting this type of fraud 
and deception. The bill would not preempt state or local laws protecting consumers from fraudulent 
or deceptive mailings. 
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S. 336. The Deceptive Games of Chance Mailings Elimination Act of 1999. 

Introduced bv Senators Levin. Durbin and Collins on 2/3/99 

The bill adds new requirements to the deceptive mail statue that would declare as 
nonmailable any solicitation or sweepstake promotion unless it: 1 ) conforms with postal regulations; 
2) contains sufficiently large and noticeable notices that no purchases are necessary, a disclosure of 
the chances of winning, and advises that purchases do not enhance the chances of winning; 3) is 
clearly labeled as a game of chance and contains no misleading statements representing that 
recipients are guaranteed winners; and 4) does not represent that the recipient is a member of a 
selected group whose chances of winning are enhanced as a member of that group. It allows the 
Postmaster General to use subpoenas for investigations into deceptive mailings and allows him to 
ask the Attorney General to enforce subpoenas. The bill also allows the Postal Service to assess civil 
penalties in lieu of or as part of an administrative order. 

S. 301. The Deceptive Games of Chance Mailings Elimination Act of 1999. 

Introduced bv Senators Campbell and Collins on 1/22/99 

This legislation imposes new disclosure requirement to inform recipients that they are not 
automatic winners and that no purchase is necessary. The disclaimer must be in conspicuous and 
legible type. If the envelope contained language suggesting the person is a winner, then the 
disclosure would also have to appear on the envelope. Facsimile checks would have to state that 
they were not checks or negotiable instruments and had no cash value. 

Civil penalties for deceptive mailings are set at up to $50,000 for each mailing of less than 
50,000 pieces, $100,000 for mailings of 50,000 to 100,000 pieces, with an additional $10,000 for 
each additional 10,000 pieces. The total fine could not exceed $2 million. Civil penalties would go 
to the Postal Service to increase consumer awareness of deceptive mailings. 

The companion bill bas introduced in the House of Representatives by Congressman 
LoBiondo. 


KW/EM:mdr 
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CONSUMER COMPLAINTS 

During the course of PSI’s investigation into deceptive mailings. Senator Collins was 
contacted by a number of individuals from Maine and 1 1 states across the country. PSI staff 
contacted additional people who were referred by Attorneys General or other groups. These 
individuals cited a number of concerns about sweepstakes mailings with 33% mentioning 
sweepstakes runhy American Family Publishing, 24% mentioning Publishers Clearing House, 9.8% 
mentioning Reader’s Digest, and 8.5% mentioning United States Purchasing Exchange. 

The following are brief excerpts of comments made by some of these individuals who have 
complained about deceptive mailings. 

INDIVIDUALS INVOLVED WITH SWEEPSTAKES 

NON MAINE RESIDENTS (83) 

NAME COMMENTS 

H. A. Spends $2000 a year on sweepstakes especially from 

Lithia, FL American Family Publishing. She gets bills for magazines 

she did not order and has attempted to cancel subscriptions 
but “they won’t stop.” 


R A. His father has played sweepstakes for just 6 

On Behalf of his Father months and has already spent $13,000. He receives 

Hollywood, FL mailings from U.S. Purchasing Exchange and Canadian 

“lottery” telemarketer have started calling him. While his 
family is at the hospital visiting his sick wife, he stays 
home and writes checks. His obsession began with Ed 
McMahon and American Family Publishers. 


T. B. Mailings from Publishers Clearing House and Harlequin 

Butler, PA Lotto USA Headquarters. 

“I was guaranteed to receive a cash award in June. In 
very small print on another paper (it) said the award 
may be $1.00. I didn’t get it. Then I was supposed to 
get something in August. October I did get a little light. 

Also got a bill for postage and handling. All their 

free gifts have a bill with it.” 
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F. B. 

Crescent City, CA 

Sent in 19 Sweepstakes Notices from American Family 
Publishers, Readers Digest or Publishers Clearing House 

H. B. 

Port St. Lucie, FL 

Spent $9000 ($6000 of it borrowed from 
family members) on sweepstakes. He entered contests put 
on by American Family Publishers and U. S. Purchasing 
Exchange. He bought dozens of magazines, videotapes, 
eoins, ete. all because he thought the companies implied 
that if you didn’t, you wouldn’t improve your odds of 
winning. 

O. B. 

Converse, TX 

Sent numerous mailings from Michigan Bulb Company 
and the sweepstakes that they have sponsored. Also 
mailings from The National Library of Poetry, Publishers 
Clearing House, Reader’s Digest. Feels these companies 
misrepresented to her that she had won. 

R. and S. B. 

Tampa, FL 

They received a March 98 American Family 

Publisher’s solicitation and believed they had won. They 
consulted with a local attorney who failed to note the 
disclaimer. They went to Time Customer Service and 
were demeaned for not being able to understand the 
disclaimer. They demanded to be removed from the AFP 
list but continue to receive mailings. 

F. and M. B. 

On Behalf of their Sister 
Milwaukee, WI 

Their sister had squandered her savings, 

including a $10,000 certificate of deposit to pay sweeps. 

She had subscribed to 35 magazines from American Family 
Publishers which will last until 2005. 

C. B. 

Richmond, VA 

Has a disabled son in need of an operation she cannot 
afford. She was very happy when she received the “You 
and One Other Person” American Family Publishers’ piece 
in Dec 1997. By Feb. 1998, she realized she hadn’t won 

and “was just sick when 1 found out it was all just a 
game.” 
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L. B. 

Salem, VA 

Flew to Tampa to collect his winnings from American 
Family Publishers. He is hooked on sweepstakes and has 

30 magazine subscriptions which he does not read. He has 
spent $30,000 and now wishes all subscriptions would stop. 

“If you don’t get into a eertain group, you’re out of it. 
The only way to get to a higher group is to spend lots of 
money.” 

E. C. 

Spring Hill, FA 

Received a free necklace from American Family Publishers 
and an invoice for $24.3 1 . She returned the necklace and is 
now receiving dunning letters. Tried to stop mailings but 
continues to receive them from AFP. 

K.C. 

On Behalf of her Grandfather 

No Address 
(S. B., daughter) 

In 1995, her grandfather responded to an 

American Family Publishers solicitation and purchased 
magazines. He was then marketed by Publishers Clearing 
House, Michigan Bulb and others. In 18 months, he spent 
approximately $100,000. A collection agency garnished 
his Social Security Check. 

E.C. 

On Behalf of his Father 
Clearwater, FL 

His father plays sweepstakes. He spends 
approximately $300 daily. E.C. called Publishers 

Clearing House to clear it up and they only have records 
for the past 18 months which accounted for $30,000. 

O. C. 

Ocala, FL 

Notices from Publishers Clearing House. Invested SlOOs 
in pursuit of her prizes. 

T. H. C. 

Mountain View, CA 

Various mailings from Publishers Clearing House 

V. c. 

On Behalf of her Mother 

Tallahassee, FL 

Her mother spends $400 a month on 
sweepstakes. She believes it began with American 

Family Publishing but now buys from Publishers Clearing 
House, and U.S. Purchasing Exchange. She has tried to 
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stop mailings to no avail. Mother has canceled doctor’s 
appointments in order to be home to meet the Prize Patrol. 
Causing much friction in family. 

s. c. 

Des Moines, Iowa 

She bought pots, pans, tapes, magazines and other 
gadgets in order to win the big prize. Her nephew sold 

300 boxes of “gifts” from her house at auction. She has 
bought from American Family Publishers, Publishers 
Clearing House, and U.S. Purchasing Exchange. 

M. C. 

Hallandale, FL 

She has been buying magazines for years because 
she felt she had to in order to enter the sweepstakes. 
American Family Publishers is now sending her books 
she never ordered and she is upset with the overdue notices. 
She’s particularly furious with Ed McMahon whom she 
said she trusted and has now soured her on America. (She 
was an immigrant from Austria.) 

C. C. 

New Smyrna Beach, FL 

He called to complain about dunning letters from Publishers 
Clearing House for merchandise he had already paid for. 

He called and sent copies of canceled checks but continued 
to receive notices. He was concerned about the impact on 
his credit and the impact on his health. He called PCH 
again and spoke to a customer service supervisor and was 
unable to resolve anything and indicated they hung up on 
him. He recently tried to make a purchase and was denied 
credit. 

J. C. 

North Palm Beach, FL 

J. C. died in December 1 998 but his brother found his 
apartment packed with magazines and merchandise from 
American Family Publishers, Publisher Clearing House, 
Reader’s Digest and U.S. Purchasing Exchange. It 
appears J. C. spent over $20,000 over the past few years. 

F. and V. D. 

Alhambra, CA 

Problems with American Family Publishers and Publisher’s 
Clearing House. Paid $1752 over 4 year period. 

She found the AFP mailings convincing 
because of the involvement of Dick Clark and Ed 
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McMahon and because they used the terms “wiimer or 
finalist”. Cost of her purchases estimated at $800- 
$1000 per year. 

“Throughout the years, I have noticed that we were sent 
two invoices for each new subscription Violet would 
purchase; often the second would arrive within days of 
the first. While I attempted to throw away the second 
bill, Violet would frequently pay it before I could.” 

“...1 also found several canceled checks proving that 
previous magazine orders had been double paid. I 
called American Family Publishers and learned that, 
with each double payment we mistakenly sent, they 
would extend out the subscription without notifying us. 
On February 4, 1998, 1 sent copies of these checks along 
with a letter demanding a refund for all such double 
payments. Their response was yet another overdue 
notice which threatened us with ‘further action against 
your name.’ On May 1, 1998, 1 received a card from 
American Family Publishers waiving the $18.94 debt as 
‘perhaps the mistake was ours’. Regarding my demand 
for a refund of all double payments, as of this date we 
have not received any refund. 

Finally, perhaps as a result of this billing episode, my 
wife has finally come to realize that she has been duped 
by the sweepstakes solicitations for all of these years. 
Although the financial drain is now halted, the loss to 
her dignity is incalculable.” 


B. D. 

Coronado, CA 

Sent in Publishers Clearing House award notice. Only 
“award” was $300 credit toward merchandise 

D. D. 

Dimdee, IL 

Received notice from Direct Marketing Enterprises, LTD. 
After making 2 or 3 purchases, she was notified she was 
a first round winner. She returned her form with “No 
Purchase” and received a 34 cent check as a prize. 

L. D. 

On Behalf of her Husband 

Springhill, FL 

Her husband died in August 98. 

He spent $2500 in the last month of his life. She 
was notified that her husband had won a prize (cash 
and a car) after his death. She pleaded with American 
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Family Publishers to transfer the prize to her name. They 
agreed but asked her to remit a check for $3349 to cover 
taxes and the selling of the car. She states the only reason 
she fell for it is because "he (gentleman on phone) 
sounded so much like Dick Clark” that she believed it 
was legitimate.” 

C. D. 

On Behalf of his Mother 

Inverness, FL 

His mother is heavily involved in sweeps. He returned 

22 boxes of merchandise to Publishers Clearing House. 

Her total losses are $12,000 including several incidences 
of double invoicing. United States Purchasing Exchange 
was also cited. 

C. E. 

Nashville, TN 

He believed he was Nashville’s newest millionaire 
because Ed McMahon told him so. 

“I can’t find any reason why that’s not the winning 
number,” he said of his American Family Publishers 
sweepstakes entry. 

G. F. 

On Behalf of her Father 
Tennessee 

Her father received the American Family Publishers “You 
and One Other Person” solicitation and believed he had 
won. He was intent on beating the other person so he flew 
to Atlanta and mailed his entry from there to get it to 

Florida sooner. He was going to fly to Tampa until AFP 
convinced him not to come. He bought several magazines. 

K.F. 

On Behalf of her father 

Cleveland, TN 

His father suffers from Alzheimers and plays sweepstakes 
He cannot remember day to day but believes he is 
a Big Winner. He has squandered his estate. She believes 
his problem started with American Family Publishers. 

N. F. 

Durham, NC 

She indicates she was fraudulently led to believe 
that she had won $10M in the 1995 Publishers Clearing 
House sweepstakes. All she really got was “unethical, 
unscrupulous and substantially injurious” treatment 
from the agency. She believed that buying magazine 
subscriptions would “help ensure” she won the prize. 
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S. and E. F. 

Texas 

Problems with American Family Publishers and Reader’s 
Digest. Purchased 255 products from Reader’s Digest to 
increase chance of winning. 

B. G. 

On behalf of her mother 

St. Petersburg, FL 

Mother received Time’s Guaranteed and Bonded mailer 
and believed she had won. She purchases magazines and 
cries frequently after her daughter pointed out the “if’ in 
the claim. She called the Time Customer Service in 

Tampa to complain and was laughed at. 

F. G. 

Lake Worth, FL 

He played sweepstakes for 12 years. He kept 

this secret from his wife until he had a stroke in Dec 98. 

The family discovered thousands of dollars missing and 
mountains of merchandise in the closets and garage. He 
lit up the house on Superbowl Sunday so the Prize Patrol 
could find them easier. 

C. G. 

Manchester, NH 

She has been buying from American Family 

Publishing since 1991 and purchases a magazine with 
every entry. “Yon have to buy to stay on their mailing 
list, and you ean’t win if they don’t mail you an entry.” 

S. G. 

On Behalf of her Mother 

Winter Springs, FL 

Her Mother spends a lot of money on sweepstakes and has 
been doing so for 10 years. Her Mother waits for the 

Prize Patrol to show up everyday. 

Publishers Clearing House, Time, Little Shelter, Disabled 
Vets, Cancer Society are a few of the mailings. There have 
been at least 20 magazine subscriptions. Some were paid 
for with bad checks and she is now receiving letters from 
collection agencies for amounts as small as $3.45. 

R. G. 

Tampa, FL 

Receiving dun letters from Publishers Clearing House for 
a magazine she did not order. PCH refuses to acknowledge 
the error. 


J. G. 


She has been buying magazines she cannot read 
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Indianapolis, IN 

for S years, “if I didn’t buy they wouldn’t want me in 
their contest.” When the winnings failed to appear, she 
wrote and called American Family Publishers and was 
advised to send in more solicitations and “use more stickers” 
on her entries, presumably meaning purchase 
order stamps. 

L. G. 

Sim City, Arizona 

Info from previous hearings. Includes Lindenwold 

Jewelers, Michigan Bulb, Readers Digest, United 

Release Center, American Sweepstakes Publishers, CVP, 
National Lotto Headquarters, Sweepstakes Hetidquarters, 
Time, American Family Publishers, U.S. Purchasing 
Exchange, and others. 

E.H. 

Brando, FL 

He spends about $1000 per year mostly on video 
cassettes in order to participate in the Publishers Clearing 
House sweepstakes. “You know they just throw it out if 
you don’t order.” 

G.H. 

Glen Bumie, MD 

Started playing the sweepstakes for entertainment. The 
mailings became urgent and security screened and now a 
won nothing. 

F.H. 

Delray Beach, FL 

Has been ordering magazines for years because “you have 
to in order to win the prize . . if you use the ‘NO’ 
envelope they’ll Just throw it out.” She has spent 
$ 1000s over the years. Upon receiving the “You and One 
Other Person” piece from American Family Publishers, 
she tried to drive to Tampa to collect her prize but her 
husband refused. 

A. J. 

Laurelton, NY 

Sent in documentation from Publishers Clearing House. 

Has purchased material from PCH, Reader’s Digest, and 
United States Purchasing Exchange. Estimated to have 
spent $10-20K in last 19 years 
“Shortly after my husband died in January 1997, 
Publishers Clearing House sent a promotional mailing 
that indicated that 1 was definitely going to win. It was 
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implied that I could look forward to a PCH 
representative coming to my door with a check for me. 

I was so certain that I was going to win, that I went 
looking for a new home in Westchester County. 

Needless to say, I found a house, believing that 
the money was coming. I made a date to go to contract, 
still thinking I would be able to put down more than 
just the down payment. You cannot imagine how 
stupid and foolish I felt when I found out there was no 
one coming to give me a check. How embarrassed I was 
to lose the opportunity to buy my dream house! 

I could not tell anyone. It was hurtful enough to tell my 
own daughter. 

Yet, I still played their game. 

I bought more and more items to try to recoup the 
monies that I had lost. I obtained cash advances from 
my credit cards to pay the bills for merchandise from 
Publishers Clearing House. In the meantime, my 
daughter is paying her bills and mine to salvage my 
dignity. Pitifully, I was a Publishers Clearinghouse 
Sweepstakes addict. I used all available funds at my 
disposal.” 

“I am finished with Publishers Clearing House and 
Reader’s Digest. I am finished with all contests. I truly 
wish I could recoup the monies that I squandered 
foolishly in the hope that a real pay-off would come my 
way. I would seek the $10,000-$20,000 that I lost. 
However, that amount would not be enough since no 
amount of green dollars could replace the indignity of it 
all; the duplicity that was used to attract me. I once 
prided myself on being a truly savvy individual.” 


He put a $6000 down payment on a new house, 
packed up all his belongings and waited for his $1 IM 
from American Family Publishers. It never arrived and 
he was hospitalized with stress related pains. He lost 
his house, the down payment and another $7000 that he 
spent buying books, magazines, and cassettes. He also 
buys from Reader’s Digest. 


K. K. 


A recent Scandinavian emigre, she believed she won 
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Pensacola, FL American Family Publishers and does not understand the 

disclaimer. She accidentally ordered a magazine while 
entering the sweeps and cannot understand why a refund 
is not occurring. 


J. L. He has been buying 100s of magazines and books 

Tampa, FL for years. “I’m waiting for the prize patrol to show up 

about 8 p.m. on Jan 31.” He has spent $5000 over the 
past 2 years. He shivers at night with no money to fix his 
oil heater, has little food in his pantry and no car. He has 
been buying fiom Publisher’s Clearing House and 
American Family Publishers. “They talk like I’m 
gonna win. They’ve sent me plenty of 
opportunistic literature that says I will.” 


M. and J. L. Sent mailings from Publishers Clearing House and Time. 

Laguna Hills, CA Also has had problems with Reader’s Digest. 


S. L. Notices from several Sweepstakes. Spent nearly $6000 — 

On behalf of her father has boxes of phony jewelry, cameras, etc. Father receives 

VA 10 magazines a month that he ordered to enhance his 

chances of winning. 


G. L. Problems with American Family Publishers, United States 

Honolulu, HI Purchasing Exchange, and Reader’s Digest. For years, he 

bought magazines from AFP because he believed he needed 
to order to participate in the contests. He receives about 10 
magazines monthly including multiple subscriptions to the 
same ones. He pays all invoices and does not track whether 
he has already paid or not. After receiving “You and One 
Other Person” solicitations and a “Letter of Instruction” 
from AFP, he believed he had won the prize and attempted 
to contact AFP. After repeated unsuccessful tries, he 
arranged to fly to Tampa to collect his winnings. Once in 
Tampa, he was told that all prizes had already been 
awarded. 
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R. L. 

Washington 

Flew to Florida to claim American Family Publishers 
winnings. 

“If you don’t order your entries get sent to Georgia.” 

J.M. 

On Behalf of her father 

New York 

Difficulty with United Purchasing Exchange, American 
Family Publishing, and Reader’s Digest. AFP hardest to 
deal with. Received refunds for purchases her father made 
to help him win. ($ 1 5K for Purchasing Exchange; $5K 

PCH and $3K from AFP) 

A.M. 

On Behalf of her Father 

Palm Harbor, FL 

Ms. Martini’s recently deceased father was heavily 
involved with sweepstakes. 

Her mother is now broke because all assets were 
squandered on sweepstakes. He let his life insurance lapse 
believing instead that he was a millionaire as Ed McMahon 
proclaimed. He once flew to Tampa and demanded his 
daughter take him to the Time Customer Service. The 
home is filled with CD’s and videotapes. She is anguished 
that her father’s life ended without dignity. 

R.M. 

On behalf of his Mother 

Coral Gables, Florida 

Publishers Clearing House and Reader’s Digest have 
bombarded his mother to the point that 
her psyche has been greatly affected as she waits 
day tifter day for her prizes to arrive. 

J.M. 

On behalf of Others 

Sausalito, CA 

Has contact wdth an elderly cousin and a neighbor who 
have participated in sweepstakes. Some envelopes look 
like government documents but are actually from 

Publishers Clearing House. 

“I am appalled by the methods subject companies 
employ to deliberately mislead elderly people with 
expectations of winning huge sums of money and other 
‘prizes’.” 

L. M. 

Matthews, NC 

Has been playing sweepstakes for 35 years and never 
won anything. 

He has played Publishers Clearing House, American 

Family Publishers, Reader’s Digest and Food Lion 
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Sweepstakes. 

“Sometimes I miss a meal in order to play because I am 
so close to a win they say.” 

J. M. 

On Behalf of her Father 

Palm Springs, CA 

Her father has paid about 32 different marketers to play 
sweepstakes over the years. She obtained 

Power of Attorney and sent letters to all 32 asking them 
to cease and desist. Publishers Clearing House continued 
to do so. Appears her father was double invoiced and 
paid each one. The invoices do not indicate subscriptions 
are prepaid for many years in advance. 

D.M. 

Far Rockaway, NY 

Flew to Tampa to collect his winnings from American 
Family Publishers. His pension is $250 a month and he 
spent $200 a month on books and magazines from AFP. 

The entire pile of mailings with “You Have Won $1 IM” 
prompted him to go to Tampa. 

J.M. 

Dumont, NJ 

Receives 5 or 6 entries each day and 3 or 4 phone calls 
each week enticing him to order merchandise or donate 
to an sponsoring charity. He thought he had won an 
American Family Publishers sweepstakes in Feb 98. “If 
you don’t buy it, they won’t put your name in.” 

M. P. 

On Behalf of his Father 

Jacksonville, FL 

His father plays sweeps and spent $1000 
a month buying merchandise from the Las Vegas and 
Canadian solicitors. The problem started with Publishers 
Clearing House. 

L. P. 

Coral Gables, FL 

Has purchased magazines since 1 986 in order to 
participate in sweepstakes. “You have to otherwise it 
goes to Georgia, and they just throw it in the trash 
there.” 


A.P. 

Opa Locka, FL 


Had been buying magazines since 1982 in order to collect 
her winnings. Thought she had won a prize from 
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Publishers Clearing House and planned a party but the 
Prize Patrol did not show up. “They made me look like a 
foolish old lady.” 


R. R. Letters written to Publishers Clearing House asking for 

Tustin, CA General in California. No direct letter to PSI. 

their prize. He has written to PCH and the Attorney 
General of California. 


B. R. Problems with American Family Publishers, Michigan 

On Behalf of her parents Bulb, Reader’s Digest, United Purchasing Exchange, and 

Willets, CA Opportunities Unlimited. Mailings from Board of 

Advisors, the American Mint, National Sweepstakes 
Audit Center, International Monetary Funding, National 
Cancer Center, Payout Claim Center, Paragon Worldwide 
Fund, and North American Award Center. 

“My parents are vietims of the Sweeps eleverly 
worded mailings whieh announce that they have won 
large amounts of money, but it is all really a fraud. 
Their experience has been tragic as they have lost so 
much money. They talk as though their money is nearly 
in the bank, and have even borrowed because, ‘our 
winnings are being sent any day now’.” 


G. R. Problems with American Family Publishers. Bought 

Okanogan, WA magazines and other merchandise. Didn’t understand or 

read the disclaimers. 


G. R. She is 80 years old and never played the 

Seattle, WA sweepstakes until the American Family Publishers 1997 

campaign with Ed McMahon and Dick Clark. She looked 
but didn’t see any if s, and’s or but’s. She ordered 
magazines and couldn’t sleep because she was excited 
about winning. She postponed surgery in anticipation of 
the arrival of McMahon and Clark with her $10 M. 


J. S. 

Brooksville, FL 


Mailings from Quickbucks Winners Sweepstakes, RSI 
Sweepstakes and Prizes, Mellon, Astor, and Fairweather, 
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NASA, Sweepstakes Administrators, Prize Presentation 
Committee, Legacy Awards, Cashorama, American 
Sweepstakes Publishers, Easter Seals, and Enwood, 
Pressman, and Ingram. 

“I was a sucker like many SENIOR CITIZENS in our 
country.” 


M. S. 

Ft. Myers, FL 

She spent approximately $3000 on magazines, 
primarily from Publishers Clearing House. She received 
a call from PCH that she was a $ 1 OM wirmer and asked 
how many places she wanted set for her Winners Banquet. 
She invited her neighbors to a party that didn’t happen. 
“They made me look foolish.” 

S. S. 

On Behalf of her Mother 

Grand Cayman 

Her mother has been involved with sweeps since 1991. 

Her mother gets an emotional high fr'om the solicitation and 
then becomes depressed when the check never arrives. 

H. S. 

Paramus, NJ 

She has played American Family Publishers. Subscribed 
to 20 magazines in hopes of winning SUM. 

B. S. 

Tampa, FL 

Trailer was full of magazines primarily Time and Life. 

She received Time’s Guaranteed and Bonded 
solicitation and believed she had won SIOM. Sheriff’s 
Deputy tried to point out the disclaimers but she was not 
receptive. 

E. T. 

Washington 

He sold his house and spent approximately 
$70,000 in sweepstakes. He 

was involved with Reader’s Digest and his daughter called 
to have the mailings stopped but they continued. 

R.T. 

On Behalf of his Mother 

Montgomery, AL 

His mother wrote checks for $1821 during 

1997 to enter contests put on by Publishers Clearing House, 
Lindenwold Fine Jewelers, National Publishers 
Sweepstakes, Opportunities Unlimited Publishers, Cash 



284 



APPENDIX I - PAGE 1.5 


Masters Prizes, J.T. White Sweepstakes, Guaranteed and 
Bonded, North American Award Center and Cash Bonus 
Prizes. Her total winnings were $ 1 .00. She believed for 

1 8 months that she won every sweepstakes promoted by 
Publishers Clearing House. 

“Clearly our senior citizens are preyed upon by these 
organizations in the misleading and deceptive 
correspondence being sent to them.” 

B. and C. T. 

On Behalf of their Father 

Anchorage, AK 

Father spends thousands of dollars annually and cannot 
be convinced that he hasn’t won anything. It began with 
American Family Publishing but is now all types of scams. 

A. T. 

Ft. Myers, FL 

She ordered $300 worth of magazines from 

American Family Publishers in order to collect the $1 IM 
prize. She received multiple solicitations and cannot pay 
the invoices. She has called AFP to caneel but they keep 
sending her invoices. United States Purchasing Exchange 
and Michigan Bulb are now sending solicitations. 

B. V. 

On Behalf of her Father 
Tustin, CA 

Problems with many companies. Father had 4 large boxes 
of correspondence from over 30 companies. He spent 
between $7500-8000 in 3 months or so writing over 500 
checks. B.V. has written to all eompanies 
requesting refunds and for her father’s name to be removed 
from the mailing lists. 

“From the information be was sent he thought he was 
about to win thousands of dollars and in some cases the 
letters indicated he had actually won until the fine print 
was studied. He thought these winnings would repay 
the money he was borrowing.” 

M.W. 

On Behalf of A. and 

C.W. 

She described a couple who lost their savings, possessions, 
and home to sweepstakes. They were evicted and are now 
living under a bridge. 

C.W. 

On Behalf of her Parents 

Both parents suffer from some degree of Alzheimers and 
play sweeps. Their home is crowded with piles of 
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Tampa, FL 

magazines they are unable to read. C. W. spends 
hours weekly trying to cancel their orders. They have 

5 subscriptions to Time. They are now being solicited 
by U.S. Purchasing Exchange and others. 

M. W. 

Baltimore, MD 

Received the “You and One Other Person Have Won” 
solicitation from American Family Publishers. She 
believed she had won and could move her daughters to a 
safer neighborhood. She borrowed $ 1 500 to buy a plane 
ticket to Tampa to be sure to be the first to arrive. When 
she arrived at Time Customer Service, she was told to 
wait and then the manager tried to take the entry away 
from her. She was ridiculed and told to leave. 

c. w. 

Nashville, TN 

Problems with American Family Publishers. Thought she 
won $50K or $1 IM and got neither. 

S. W. 

Dickeyville, W1 

Problems with Publishers Clearing House 

Her father, returned 20 boxes of merchandise 

that she had bought. PCH denies receiving them 

and the family is now engaged in collection effort with 

PCH. 

G.W. 

Chevy Chase, MD 

Sent in notice from Reader’s Digest 
“I have finally given up after thousands of 
dollars and about ten years of trying” 

D. W. 

On behalf of his mother 

Sioux City, lA 

His mother plays sweeps and got her start 

with Ed McMahon. She spends hundreds monthly and 

truly believes she has won. The family now has control 

of her bank account which has caused great family 

problems. 

A. Z. 

Tahoe, 

She believed she had won $50,000 for just returning 
her American Family Publishers entry. 

“When the letter came we all agreed that I had won at 
least $50,000. The letter was absolutely 
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difTerent from anything they had ever sent. If you read 
it you would really believe you had at least won the 
$50,000 consolation prize. It’s fraud.” 


P. Z. He began purchasing magazines with McMahon’s likeness 

Sanford, FL because he knows Ed McMahon is a WW II Veteran just 

like him. He knows that “vets don’t lie to each other”. He 
continues to buy because “if you don’t buy, they’ll drop 
you from the mailing list and you can’t win.” 


S. Z. Her mother in law became hooked on sweepstakes 

On Behalf of her Mother in Law and was spending $2000 a month on magazines and other 
Jamestown, RI products. The family’s attempt to convince her that she 

did not win led to estrangement from the family. She 
moved to FL and spends her time filling out forms and 
checks. Despite having her checking account restricted, she 
gets money orders to continue playing the sweepstakes. She 
is also attempting to sell the family home in RI to further 
finance her efforts. 
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INDIVIDUALS INVOLVED WITH SWEEPSTAKES 


MAINE RESIDENTS (22) 

NAME COMMENTS 

J. A. Sent in notice from Time’s Guaranteed and Bonded, 

Portland, ME Capital Claims Division (CCD), American Wealth 

Distributors, the United Release Center, CCD uses W-2 
Prize Entry Form. Believes form are misleading since 
the forms state he had won a contest or been awarded 
money. Then, after learning he had to send money, 
he felt this was case of mail fraud. 


V.B. 

On Behalf of Parents 

Lewiston, ME 

Problems with “Clearing House sweepstakes” 

His parents are elderly and convinced they won money 
but think V.B. is stealing the money. 

J.B. 

East Boothbay, ME 

Sent copy of mailing from Time Guaranteed and Bonded 

C. C. 

On behalf of his father 
Rumford, ME 

Father receives 5-20 sweepstakes letters a day. His 
Alzhimer’s impairs his ability to understand he has not 
won a prize. He spent more than $ 1 8,000 in one year 
entering these contests. 

J. C. 

On Behalf of her Cousin 

Hallowell, ME 

J. C.’s 96 year old cousin receives 
sweepstakes mailings and regularly sends money in 
hopes of collecting her prizes. Two examples from 
Consumer Enrichment Center and United Release 

Center. 

E. G. 

Arundel, ME 

Problems with Publishers Clearing House 
“ As usual it is the people who can least afford it 

that are being duped.” 
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K. G. Received mailing from McCall’s indicating she was 

Presque Isle, ME one of the $1M winners. Mailing also hoped she would 

subscribe. Constituent thinks this is an invasion of privacy. 


B. G. Sent compliant regarding Publishers Clearing House 

Milo, ME to the Attorney General’s Offree in Augusta. 


J. G. Notification of cash currently being held by U.S. 

Machiasport, ME Government. $9.97 amount due needed for immediate 

delivery of prize. Notice sent from Cash Claim Service. 

“Just when did the Federal Government go into the 
lottery business? This is the first time that I have 
known that the U.S. Government is holding ... money 
that belongs to me and all I have to do is send less than 
$10.00 and I can get this money.” 


K. H. A bill from Publishers Clearing House was enclosed. She 

Bangor, ME ordered a year’s subscription but the bill had the 

year plus “extra issues ordered.” 

“I had ordered a one year subscription to Veg. Times 
from Publishers Clearing House. As you can see the 
enclosed bill they tell me I made the first part of my 
payment and that I ordered extra issues. I can assure 
you I did not. I ordered one year and paid for one year. 
I am ten times more angry over this fraud than the car 
one because I can only imagine how many poor people 
get taken in this scam. Would you please write to them 
for me and have some tough law passed so that the 
consumer isn’t ripped off like this.” 


D. H. Received the “You and One Other Person” solicitation 

Aroostock, ME from American Family Publishers and believed she won. 

She purchased magazine because she “thought chances of 
them coming through on guarantee would be better if I 
purchased. I thought if 1 didn’t they would just throw 
my entry away.” 

Also gets solicitations from Publishers Clearing House, 
Reader’s Digest, and DUSPE. 

“The only reason I entered is because they said that the 
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$50,000 was guaranteed I don’t normally enter 

these things. A guarantee, to me, means definite.” 


M.H. 

On Behalf of Uncle 

Saco, ME 

Indicated uncle is controlled by hope of winning 
sweepstakes. He stays home in case of notification, plans 
his winnings, and purchases unnecessary items to increase 
his chances. 

H. J. 

On Behalf of his Sister 

Bangor, ME 

His sister died in 1998. Before her death, she was sending 
thousands of dollars in response to sweepstakes offerings. 
Mailing from Time’s Guaranteed and Bonded. He 
believes they are targeting Senior Citizens with Special 
Rates. 

E. L. 

Acton, ME 

Sweepstakes 1040-K Prize Processing Form sent in 
from American Wealth Distributors asking for money 
to send commodities certificates for prizes. 

C.M. 

South Berwick, ME 

Giveaway Notices from Publishers Clearing House Bureau 
of Unclaimed Prizes. Giveaway No. 525 for 7/31/99 was 
for $5M and new contest forms for January 1999 reduced 
Giveaway No. 525 to $1M. Constituent wanted to know 
what was going on. 

S. M. 

Sanford, ME 

Glad to see GOP working to protect little guy. 

B. O. 

On Behalf of his mother 

Falmouth, ME 

His mother received an envelope that he felt was 
intentionally made to look like a Social Security Check. 
Mailing was from Sears. 

R.R. 

Sanford, ME 

Sent in a copy of a $300 credit voucher from 

Sweepstakes Clearinghouse, a Division of Allied 

Marketing Group, Inc. 
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M. S. Problem with American Family Publishing 

Augusta, ME “I like to think I am fairly intelligent - 1 have 

a Masters degree in Psychology. Although I 
have the ability to read carefully, cross-reference 
and come to conclusions based on those abilities, 
my concern was for people with other 
circumstances such as difficulty reasoning, 
gullible, those in financial trouble - any number 
of circumstances which could lead a person to 
‘misread’ or ‘misinterpret’ what was read.” 

“The biggest problem is that so many normally 
reasonable people are ordering so many 
magazines they neither want nor really want. 
And with each mailing, they’re made to believe 
that they should order more magazines to start 
the running. Especially people who can least 
afford it.” 


C. T. Enclosed samples of numerous sweepstakes offers. 

Cape Elizabeth, ME “Enclosed are samples of numerous direct mail pieces 

received which I feel are extremely misleading. They 
portend to be sweepstakes, but each requires a 
monetary ‘contribution’ as part of the reply to obtain 
‘winnings.’ Not only do I not want these solicitations, 
quite a few of which come from abroad or appear to 
come from other countries, but I fear that many people 
would be duped into thinking they have actually won 
something, and would send in the dollars, which is, of 
course, the scam.” 


M. V. Bought greeting cards and Christmas presents from 

Portland, ME Publishers Clearing House. Has received numerous 

“guaranteed wiimer” letters over the past 2 years. Has 
sent responses back to them. Wants to know 
“Why is this happening?” 


J. W. 

Brooklin, ME 


Sent in numerous sweepstakes notices he received from 
American Family Publishers and Time and others. 
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Senate Permanent Suboonwiltbe 

onlflveMgidois 


EXHIBITIS M 


SAMPLES OF CORRESPONDENCE RECEIVED BY 
SENATOR CARL LEVIN, RANKING MINORITY MEMBER, 
PERMANENT SUBCOMMITTEE ON INVESTIGATIONS 
IN RESPONSE TO THE HEARINGS 


Following the Subcoramittee’s hearings, Subcommittee Members 
received hundreds of letters and e-mails similar to those provided 
by our witnesses. These are samples of those letters. 



292 


Author: 

Date: 3/9/39 9:37AM 

Normal 

TO: senator at Levin-DC 
Subject: Thank you :-) 3-9-99 

Message Contents 

Dear Senator Levin, 3-9-99 

I am SO glad you are trying to do something about these companies that send 
out these offers that people have won sc«aething and then they find out that 
the information is not truthful. My mother is 90 years old and you CANNOT 
convince her that you DO NOT have to order something from them to win. She 
knows that the practices are wrong and that her chances are next to zero and 
no matter how much I try to convince her that they are practicing JUST within 
Che law, she still sends them money for things she does not need or want. She 
even bought videos from both Publisher’s Clearing House and Reader's Digest 
when she did not even have a VHS! She would give Che gifts to family and 
friends and pay double the price she would pay anywhere else, PLUS she would 
NEVER have bought them in a store. She even had me travel 60 miles to stay 
with her because Publisher's Clearing House said they were coming to give her 
the million $$ prize. -Guess what? They never showed up .. .surprise, surprise. 
To Cry to convince her .that they were not truthful was hopeless. Even after 
that Pxiblisher's Clearing House sent her a hang tag and told her "she had won" 
and to put it on her door on a specific day, and they would come and give her 
her million dollars. She put it on her front door to let them know where she 
lived so they could deliver her the check. Guess what? It was not until my 
cousin told her that he too had the same tag chat she was suspicious, but 
believed that the Con^sany surely meant that SHE had won and had just given him 
the tag by toistake. She cleaned her house, prepared a meal and even baked a 
pie waiting for them and she slept on her couch so she would not miss them or 
not hear them when they came to her door. Imagine the sorrow and 
disappointment she felt as the evening went on and on and they did not show up 
at her door. It absolutely breaks my heart to see this wonderful person of 90 
years, being put through this over and over and over. Each time they tell her 
that she "HAS WON* if she would just send in her order for MORE merchandise. 
When they give you 2 envelopes and one says "NO* and one says "YES* for their 
order, there is not one senior citizen that does not believe that if you do 
not send in the "YES" envelope, you will not win. Ask them. I did. This is 
something that has gone on and on and hurt so many families chat are crying to 
help their parents and many of us are a distance away from them and trying to 
care for them and help them and then these coopanies intrude on their and our 
privacy. The senior citizen can easily do these mailings and family doesn't 
even know about it until it has gone on for a long time. You would chink my 
mother would stop. We sure have tried to make it clear to her about the next 
to zero chance she has to win, but these coo^anies are so convincing and their 
tactics are so shrewd, that it is itipossible to get your parent to scop 
listening to these COT^sanies. She has ordered the Child magazine fr<xn them 
and guess what? She does not have any little children or little grandchildren 
Chat this information would even benefit her! I cannot cell you how grateful 
I am that you are crying to do something about these companies . Our hope is 
Chat you and Senator Collins can get something done about them. It is LONG 
overdue! Also, you never mentioned Michigan Bulb and there are some more 
coopanies out there that are starting to do the very same type of advertising. 
PLEASE check <ki them too. thanks so very, very much and we hope you 

get something done that will make them st<^ sending this stuff to senior 
citizens. It is like an armchair lottery with no chance of winning. 

Reader's Digest just sent ray mother another one of their "offers" and this 
time the prize is an automobile. Her ccmroent to me, as I tried to discourage 
her from entering this contest, was "just imagine how happy and surprised I 
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will be if they pull that car up in my driveway. I will give it to you." The 
senior citizens are not thinking of these prizes for themselves, they want it 
for their loved ones and that makes it even more heartbreaking for everyone 
involved. She even had someone cone clean her driveway out of snow, so they 
could drive that car right into her driveway with no problem. This goes on and 
on. Now there are more and more companies doing the same tricks and the battle 
goes on and on to try and protect your wonderful parent who has given 
everything to you and you love so deeply. They need their small income to 
provide for themselves and to buy the necessities of life. They go without 
food, heat, electricity medical care and all the things they need, just to 
send money to these companies for things they do not need nor will ever have a 
use for. It is the saddest thing and the most despicable thing that these 
ccKRpanies are allowed to continue on and on in this deceptive practices. 

PLEASE help us to protect these older loved ones in our society. They need 
your help and protection. 

Most Sincerely, 

Mary Mawhinney 



294 



BOejB^KlNS 

ij" 03/09/99 12:34 PM 


To: sBnator@collins.senatt.gov 

cc: dick@durbjn.5enate.gov, senator finaeraid@flt 2 oerald.senate.gov 

Subject: SWEEPSTAKES INDUSTRY IMPACT ON THE EU3ERLY - ANOTHER STORY 

Senator Collins, 

I am writfng you as a result of watching the ABC 20/20 news jyogram that aired on 8 March 1999 
at 8:00 PM (EST). The program segment on tite Sweepstakes Industry has compelled me to write 
you. The story that I wilt be detailing to you concerns and elderly lady in her 80s who lives In a 
little town called Illinois. Her name is Mildred , she is a long time resident 

of this town dating back to the 1930s. Her husband, Glen, of some 55 years died in 1989. They 
had no children and Millie lives by herself. Her only source of income is her Social Security check. 

In 1989 when Millie's husband died they had tittie savings as a result of medical bills associated 
with 3 stroke that Millie had had a number of years earlier. Being atone she began to submit entries 
to the Publishers Clearinghouse Sweepstakes and the Reader’s Digest Sweepstakes. 'Hiey would 
send official lookina sweepstakes documentation back to her, leading her to believe that she was 
going to be a winner. They also sold her name and address to other sweepstakes, gaming and 
lottery industry companies who In turn also sold her name. Millie now receives thousands of pieces 
of sweepstakes, gaming and lottery mail from probably every company in the industiy. In 1 995 I 
received a phone caS from Millie, she was upset because she needed to borrow money to pay her 
household bills. By ^is time she had become obsessed and dependent upon tire sweepstakes 
material that she was receiving. She was spending hundreds of dollars a week sending these 
companies money orders. She believed that she was going to be a winner because of all the official 
looking misleading documentttion she was receiving from these companies. She believed and was 
mislead. 

By the time Millie called me for assistance she had 60 dollars left in her savings account. I 
provided her with the resources and a budget plan so that she could get herself back on track. I 
audited her savings account. I found that she had spent the marginal savings of $5000 that she 
had accumulated, since her husbands death, in about six mortths time. She had been spending her 
savings and her Social Security income at an accelerating rate on these sweepstakes entries until 
she was almost broke. They had convinced her tiiat she was going to be a big winner and she 
believed it. I went through her home with her as part of the process to get her back on a sound 
financial track. What I found was unbelievable. I carted out eight large hefty trash bags full of 
sweepstakes entry material. I found thousands of dollars worth of money order receipts made out 
In small amounts usually ranging from $5 to $50. I found money orders that she had just 
purchased and was getting ready to send. I found material hidden under her mattress and other 
places where she had squirreled away emry materials. She had not quit playing games and 
sweepstakes. 

1 contacted the Mayer who is a friend of mine, we talked to the police and the focal Post Master. I 
let them see the hefty bags full of sweepstakes mattriai and the money order receipts. There was 
nothing that anyone could do to protect MilPie from these companies who were draining her of her 
money, t know that she was a willing participant but these companies know how to hook and 
manipulate the elderly. I called the State Attorney's Office in Chicago and the Federal Attorney's 
Office. They sympathized and understood the situation but could do nothing. I contacted the 
services recommended by ^e Postal Service to remove Millie from the mailing lists. These services 
do not work. I considered attempting to contact tiie companies individually and demand that they 



remove her from their mailinas. This as if turns out is an impossible task. 

Millie is still playino the sweepstakes and aanies that she receives in the mail. She continues to 
send them money. She tries to hide the fact that she is still playing and spending money. Her 
home is again littered with entry material. Those who know her have ail tried to get her to quit but 
she still believes that she will win. These companies know the fine art of manipulating our trusting 
elderly who need our protection. A record of her money order purchases are on file at the grocery 
store where she buys them. The ex-mayor, the police, the postmaster, the mailman, ail her 
neighbors and friends know what is going on here and they are all powerless to put a stop to it. 
Even 1 am powerless to put a stop to this travesty. 


Thank you for taking your valuable time to read my correspondence and thank you for your efforts 
to stop the unethical behavior of these companies. 


Respectfully, 
Bob Jenkins ^ 
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March 8, 1999 

Senator Carl Levin et al 

Subcommittee on Practices of Sweepstakes Companys 
Dear Senators; 

I have been doii^ the USPE Sweepstakes for years. My family keeps complainin® 
and I have been so duped I could not quit, until I heard your broadcast March 8, 1999. 

I’m not stupid(anyinore), but when I heard a witness who sounded just like me, and when I 
thought of all the money wasted for absolute junk, I quit forever. I sat down and added 
up the checks I spent and was in shock. USPE convinced me that I was the top contender 
in the three-million dollar prize. I'm 81 years old and I have no way of helping pul my 
grandchildren through college, so I figured this would do it. 

Believe me, I have unopened boxes of junk prizes in my attic. The merchandise is 
not good quality, but that isn't the worst problem. With each order you are asked to pay 
$2.97 for useless junk you don't want plus $6 or $7 for postage plus $1.60 for insurance 
plus the cost of the item you ordered. Therefore, you must spend SIO or $1 1 on top of 
the cost of the article you bought, which can be from $10 to $50. 

Thank you for coming on TV and making me realize what a fool I’ve been. 

I wrote to USPE about a year ago, and asked them not to send me any more mail, 
as I could not afford it. They sent a letter saying, I didn't have to buy anything; just send 
in a 3x5 with name of contest and my name. I discovered there were 5 or 6 contests in 
each envelope All their envelopes have so much paper to return, it costs 66 cents(2 
stamps). 

I'm afraid you'll have to do more than make the writing large saying you do not 
have to buy. I for one, DO NOT WANT ANY MAIL FROM USPE, READER'S 
DIGEST, TIME, OR ED MCMAHON. Thanks for all your efforts. They are appreciated. 
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BhiH^ ^ McMcti^artin 


Senator Carl Levin 
Wastiington, D.C. 

Fax: (202) 224-1388 


Dear Honorable Levin: 

I was very glad to see you as a member of the subcommittee investigating 
the practices of sweeptakes companies. Our household, too, is inundated 
by sweepstakes : mailings. I was particularly taken by your comment today 
regarding a portion of the testimony to be given by a representative from 
Readers Digest. I would Just like to give you my immediate reaction to 
that anticipated testimony as follows: 

When we receive this "junk" mail, my interest is drawn only to the lure of 
winning a large amount of money, and NOT to what they are trying to sell 
me. In fact, I look upon the merchandise they are advertising in their letter 
as a very annoying nuisance. If the product they were trying to sell me was 
of such good quality and price to merit my purchasing it, then it shouldn’t 
be necessary for them to have to advertise it by deception. I would just 
like to add that I, as a way of protest, am cancelling my subscripion to 
their magazine, and four other subscriptions that are provided as gifts to 
our children. It's a shame that a once reputable company has ruined their 
image with such shady and questionable practices. 

Please let me know if there is anything I. as an individual citizen, can do to 
help enact this legislation as quickly as possible. I look forward to 
tomorrow’s hearing. 


Shirley R. McMenamin 



301 


The Honorable Carl Levin 

United States Senator 

459 Russell Senate Office Bldg. 

Washington D.C. 20510 

Re: A Sweepstakes mailer that says the person has the winning 
number and will be paid $1666,675.00, if the number is returned. 

Dear Senator Levin : 

I am writing to you rather than a senator from my state, 
because I know of your long concern about the fleecing of senior 
citizens by the magazine merchants. 

The one that is enclosed is unusual. In addition to containing 
the usual language that the addressee will be paid the prize, if 
they have and; return the winning number, it also says that Number 
DG3E1MY42 is registered to Robert Kerr and that Robert Kerr will be 
paid the $1,666,675.00, if he has and returns the winning number. 

Notice the paragraph that says: Dear Mr. Kerr, we are happy to 
confirm that Number DG3E1MY42 matches the Grand Prize winning 
number pre-selected by our computer and you will ....(receive the 
money if you mail the number back.) 

Well, naturally my wife and I were over- joyed. Here was a bona 
fide winner at last, we ordered the magazine and sent the entry 
back on the "entry/renewal" form. Time magazine cashed our check, 
but that's all. 

Senator Levin, I am told that Time Inc., a subsidiary of the 
powerful Time-Warner company is too powerful a company for any one 
to take on. I feel that they owe my wife and I the money. Could you 
ask Time why they do not pay us as promised? 
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Could you ask Time Inc., what the words mean, if they don't 
mean what they clearly say? 

Sir, I submit that If you or I obtained money from people by 
making these kinds of representions , any prosecutor in the country 
was have us in the penitentiary dammed quick. Is Time Inc. too 
big to prosecute? 
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March 12, 1999 

To: President Bill Clinton 

The White House 
1600 Pennsylvania Ave. N.W. 
Washington, D.C. 205010 

Vice-President A1 Gore 
United States Senate 
Washington, D.C. 20013-7713 

Senator Trent Lott 
United States Senate 
Washington, O.C. 20013-7713 

Senator Tom Daschle 
United States Senate 
Washington, D.C. 20013-7713 

Senator Susan Collins 
United; States Senate 
Washington, O.C. 20013-7713 

\ Senator Carl Levin 

^ United States Senate 

Washington, D.C. 20013-7713 


Senator Patty Murray 
P.O. Box 37713 
United States Senate 
Washington, D.C. 20013-7713 

Senator Slade Gorton 

730 Hart Senate Office Building 

Washington, D.C. 20510-4701 

Senator Ron Wyden 
U.S. Senate 

Washington. D.C. 20013-7713 

Senator Gordon Smith 
United States Senate 
Washington O.C. 20013-7713 

and 

To Whom it May Concern 


Re: Sweepstakes Scams and Fraudulent Advertisements and Letters 
(See copy of article attached) 

Personally, I urge the Senate to fully investigate this matter from every 
state since it is nationwide, and come up with protective legislation- 
and pass it, and I urge the President to approve this legislation. 

Further, this legislation should stop fraud and return at least seventy-five 
per cent of funds so obtained from fraudulent advertisement and letters to 
the customer or to the estate thereof retroactive about five years. 


My neighbor watched the committee meeting when representatives of the big 
four (see copy attached), and was so disgusted with the witnesses' answers 
to questions from committee members that he tore up an order he was sending 
in. 

My congratulations to the committee for their preparedness and cordiality 
to the witnessess . Personally, I did not find the committee hostile nor 
outraged as the article's author indicated. 

If lobbyists are allowed to persuade senators to vote against good legislation, 
then perhaps our Senate does not meet the expectations of the American people. 
Also, this subject is not a bi-partisan issue. 

See Page 2 for the story of ray oldest brother who in a matter of 4 years 
sent checks for $108,000.00. we majority of which went to Publishers 
Clearing House. 

(The hearings with the witnesses that I saw on T.V. should be viewed by 
all senators.) 
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Page ~ 2 

About my brother, Jerry, who would have been seventy-nine on April of this 
year had he not died on Valentine’s day on February 14,. 

He was born to poor farm people in Iowa, later went to* Cal ifornia and 
achieved financial successthrough hard work farming. 

Later he moved to Missouri He tried to 

continue sucessfuTly, but due to surgery of prostate cancer, failure of 
kidney function, minor strokes, a short duration on dialysis (no kidney 
transplant was available to him) and at the end suffered a massive stroke 
approximately January 24, 1999 which resulted in a coma which lasted 
three weeks before his demise. 

Jerry was a proud man, and in his last years, he continued his endeavor 
for financial success being positive that because of letters of encouragement 
from some of the big four (Publisher's Clearinghouse, etc.), he was going 
to be delivered a check for the sweepstakes. 

He knew his money was getting lower and lower, but hope was his last resort. 

He probably did not see the printing in small type (if it was there) . 

The $108,000.00 was only for a period of four years; however, there probably 
were checks before and after that were not found . He was a good keeper 
of records, and the executor of his will when finding checks for 

such a large amount, the unopened boxes, the many notices in his office/ 
contacted authorities 


My brother who in days before illnesses kept his heme office In immaculate 
organization locked the office door so family could not see the mess cf 
all the promising notices, the boxes some ordered and others not ordered, 
and the fact that car Insurance and property taxes for 1998 were not paid. 

( IT APPEARED FROM TH£ VARIETY OF REQUESTS AND NOTICES. HE H('D BEEN TARGETED. 1 
The office appeared as If he had just tossed in the mail when it came Iwhat 
a mess). 

At this point I will quote from the article attached “The point of our mailings 
is not to convince people they've won a sweepstakes, but rather to be excited 
about the possibility of winning and to consider our products." 


Really? 


Since January 20, 1999 to this date (I have been told) people are still 
'phoning the house asking for hini,and when they are told he is not there 
they immediately hang up without leaving a name or 'phone number^ mailings 
are still coming in letters and also boxes. 


It Is as if some huge swindling machine has been turned on and no one knows 
where the switch is to turn it off. 


Many famil ies of old, 
put a stop to this~~^ 
Erma A. Higginbotham, 


ill ■''vulnerable people are counting on you, Cnnoress, to. 
We are ervino out here in all of the U.S.. 
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Author: 

Date: 3/10/99 12:10 PM 

Normal 

TO: senator at Levin-DC 
Sxibject; sweepstakes 

Message Contents 


From: 

Roberta Urban! 


Senator Levin: 

I am writing to urge you to aggressively deal with the cruel perpetrators of 
fraud known as the American Family Pxiblishers Sweepstakes and others of their 
ilk. 

My mother died last year after suffering from Alzheimer’s Disease. In the 
early stages of her disease she was a victim of these sweepstakes promotions. 
She was so firmly convinced that she would win chat she did not want to take a 
family vacation to Italy in 1989 because it would coincide with the 
announcement of the next big winner. She insisted on buying magazines that she 
and my father could ill afford. Her illness fed her fixation with the 
sweepstakes, which exaccerbated my father’s congestive heart failure. He died 
in 1992. 

It may seem ridiculous, but I feel tremendous resentment towards Ed McMahon. I 
hold him personally responsible for some small portion of my parents’ suffering 
and deaths. By lending his name to this organization, he gives it credibility, 
and I'm sure he is well-paid for his endorsement. 

These con^anies prey on the most vulnerable members of society to make obscene 
profits. They provide no socially redeeming goods and services. Obviously, 
magazines are available anywhere without such sinister marketing. 

I don’t know what you can do in the context of our free market to stop this 
exploitation of our elderly and vulnerable citizens. I am grateful that your 
investigation is providing publicity about their sleazy practices and educating 
the p\iblic. 

Sincerely, 


Roberta Urbani 
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Author : 

Date: 3/10/99 1:18 AM 

Normal 

TO: senator at Levin-DC 
Subject: Fwd: Sweepstakes bill 

Message Contents 


Dear Senator Collins: 

I am relieved to hear that you are involved in potential legislation 
regarding deceptive mail sweepstakes promotions. My family has experienced 
the deleterious impact of uncontrolled sweepstakes solicitations as follows: 

My grandmother, age 90, has received countless such solicitations, and was 
absolutely CONVINCED that she was going to win millions of dollars if she 
assiduously followed all the enclosed detailed instructions (e.g., placing 
stickers in different locations, purchasing poorly manufactured and unneeded 
merchandise , ordering irrelevant publications, etc.). She has spent what 
little money she has on the junk offered by these various entities, in the 
futile hope that her purchases will increase her chances of winning. (For 
example, she is a Queens, NY resident, who doesn't drive and has no car, yet 
she bought car mats from one of these solicitations!!) 

She has been so obsessed by this venture that, as she lay in bed 
during her recent hospibalization, she asked for my opinion about whether she 
should allow TV cameras into her apartment "after" she won, while frantically 
hiding her "winning" stickers from "prying" and potential "thieves" in her 

room, namely the hospital staff who were trying to serve her meal 

I subsequently contacted a listing service that apparently was making 
her name and address available to some of the soliciting conpanies. I had her 
name removed, only after I sent this service a written demand that they do so 
in the form and manner that this service advised me they required. 

When my grandmother learned of ray actions (because some of the mailings 
eventually ceased, and she was advised ray the same listing service that her 
name had been removed upon the written request of her granddaughter) , she 
became enraged with, and has been estranged from me ever since. 

In sum, I strongly support any legislation that would curtail the 
actions of these mail sweepstakes entities. It is travesty that these 
companies have had unbridled access to the elderly and to the gullible for so 
long. 

With my thanks, I am. 

Very truly yours, 

Terri L. Weiss 
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Author: "Joel C. Ewing" 

Date; 3/10/99 12:27 AM 

Normal 

TO: senator at Levin-DC 

Subject: Sweepstakes Hearings - Right On! 
Message Contents 

We are not residents of Michigan but want to express our appreciation to 
you and your fellow Subcommittee members for exposing the excesses of 
the sweepstakes industry to the public ridicule it so richly deserves 
and initiating steps toward a remedy. It is pleasant to see the Senate 
engaging in something useful. 

Before my wife's 87 year old mother was confined to a Care Center about 
a year ago (where her mail can now be screened by friends), she was 
regularly fooled by the deceptive practices of these companies into 
Chinking she really was a "finalist" and about to strike it rich. We 
live 300 miles away, and at least once a month I would with great 
difficulty have to bring her back down to reality over the phone. 
Fortunately she was only enticed to spend hundreds of dollars per year 
on books and videos, she didn't need (primarily Reader's Digest and Time 
Inc.) rather than the thousands experienced by some victims; but even 
Chough her financial losses weren't excessive, the games these firms 
played with her emotions bordered on abuse and should not be permitted. 
The tricks used by these conpanies; the official looking documents, Che 
personalized letters, the abuse of the English language that inplies you 
are a small select group instead of just one of millions, the faked 
forms to arrange for travel and delivery of prizes, all of these are 
practices deliberately designed to deceive the trusting or unwary. Even 
when I know these documents can't mean what they appear to mean, I 
sometimes have to spend 10 minutes carefully reading all the fine print 
before I can find the critical "if" which means the whole letter is 
worthless. The elderly person with failing eyesight hasn't a chance. 

The remedies I heard discussed by the subcommittee soxmd like steps in 
the right direction. One item which I don’t remember hearing discussed 
might be a reguirement that all sweepstakes offers also include an 
address smd 800 phone number of a Central Clearinghouse where you could 
register to exclude a name from being a target for ALL sweepstakes 
offers 8uxd require conpanies to honor such a listing. While this might 
not be exercised by the typical victim, it would at least make it easier 
for relatives or other guardians to stem the flood of junk mail when 
they have to take over the affairs of a victim. 

One solution with much poetic justice, but probably too difficult to 
ioplement, would be to require that if a junk mailer misrepresents their 
offers in a way that would lead a reasonably literate person studying 
the documents for a minute to be convinced they have been awarded a 
significant prize, then the advertiser will be required to award that 
prize to all responders to the letter as if the "hidden" conditional 
clauses were not present! 

Joel C. Ewing, 
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Author: 

Date: 3/9/99 2:27 PM 

Normal 

TO: senator at Levin-DC 
Subject: Sweepstakes 

Message Contents 

I saw in todays Detroit Free Press that you are on the subcommittee 
investigating sweepstakes scams . Hopefully there can be some 
legislation stopping these scams that I think especially target the 
elderly. In the 2 years between my mothers death in Dec. 1983 and his 
going into a nursing home in Dec 1990 I estimate that my father spent 
between 50,000 and 100,000 on these sweepstakes. One of the things I 
noticed was that a great deal of the money was sent with bank drafts & 
money orders and sent fed ex, I presume to avoid stop payments on 
personal checks and to avoid mall fraud. 

Sincerely, 

Alan J. Doerr 
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Author: 

Date: 11:38 PM 

Normal 

TO: senator at Levin-DC 

Subject: Attention; Sweepstakes Information 
Message Contents 

Dear Senator Levin, 

I am currently watching the sweepstakes hearing on C-Span and I must say 
that I am sickened and appalled by what I am hearing from the sweepstakes 
representatives. My grandfather, ninety years of age, has been taken in by 
many of these types of ccsnpanies some of which are represented there. There 
was a request put in to Publishers Clearing House that he be taken off their 
mailings. His name was taken off Init was then added, spelled incorrectly, 
changed from Chopp to Chapp, and the mailings kept coming. As my grandfather 
lives alone and has not moved I believe this is another problem which needs to 
be addressed. 

We try very hard to take care of nqr grandfathers best interests as he cannot 
actually afford this but he lives alone and ten hours away and sometimes this 
type of thing can go unknown for several months . My father currently went to 
his house because my grandfather was hospitalized and was mortified that the 
house was full of sweeps offers again. Something has got to be done and 
although I am not normally into politics I was very impressed with your 
handling of the situation and hope that you can get this done. I have 
requested that my father bring back as many of the mailings as possible so I 
can go through them. I would like to send them to you so you can have a scope 
of just what my family is fighting. Please let me know if this would be 
helpful in any way as I am outraged that this could even continue to happen 
around the state and the country. 

Thank you, 

Susan Brabaw 
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Author: Bruce Pikka 
D^Ce: 3/10/99 11:53 AM 

Normal 

TO: senator at Levin -DC 
Sub j ect ; Sweeps takes 

Message Contents 

Good Morning, 

I have followed, as time has permitted, the committee hearings on 
misleading sweepstakes promotions. I strongly urge you to continue to push 
for more honesty and clarity in their promotions. Vty 85 year old (on the 
19th) mother-in-law sincerely believes she is on a first name basis with 
the pe<^ie at Publishers Clearinghouse. She will even address her return 
mail to “Dorothy" . They continually encourage this with the letters which 
appear to be "just for her". She really doesn't understand the concept of 
computer generated letters having the appearance of being personal. She 
also "understands" that if you "really want to win" you must buy magazines. 
That's why she has ordered any nwnber of publications including such titles 
as "Popular Mechanics" and "Field and Stream" which cover subjects she has 
absolutely no interest in. 

In my work with senior citizens over the years I have seen many others with 
the same outlook. One gentleman I knew was getting multiple copies of 
several magazines plus several others each month. In his case, the money 
for those publications would have been better spent on food or hygiene 
products . 

Please force these companies to be more up front with the public. Let’s 
stop the eacploitation of people, especially senior citizens. The odds of 
winning and a statement saying that purchasing will not increase your 
chance of winning must be very clearly and conspicuously printed on all 
promotions . 

Keep up the good work! 

Sincerely, 


Bruce Pikka 
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Author; ■ 

Date: 3/21/99 9:42 AM 

Normal 

TO: senator at Levin-DC 

Subject; Publishers Clearing House 

Message Contents 

Dear Senator Levin, 

I am writing in light of your investigation into the fraudulent practices 
of 

Publishers Clearing House and other sweepstakes companies. 

My name is John Chinn and I am a life-long resident of Michigan. I live in 
and am employed by Che Public Schools as a full 

time teacher in Correctional Education (at the County Jail) . 

My father-in-law was divorced many years ago and went to live with his 
mother 

in . She passed away 3 years ago at age 92 and since then he has been 

living alone in the house he inherited from her. He is in his mid-70's. My 
wife and her two brothers all live here in the metropolitan area, 200+^ miles 
from . Me were aware that he was 'playing the sweepstakes’, however, 

only recently have we become aware of the depth of his involvement. This past 
Christmas, my wife and I, along with our two children, visited him. He showed 
us a room that was piled high with 'gifts' from the sweepstakes con^anies . 

None of the items, in tny estimation, were of any value. 

It appears he has spent all the money he inherited from his mother - 
approximately $10,000 - on this scam and has not won a cent. His only source 
of income now is Social Security. In addition to his inheritance, it appears 
he both secured a loan and has sold most items of value in bis home to obtain 
money to send to PCH and others. Currently he does not have cash available to 
pay his property taxes, and it appears he will have to sell his home and move 
into some kind of low income housing. We are in the process of identifying 
housing here in the area for him. Now, instead of looking forward 

to a comfortable life in his 'golden years', he has lost everything! 

Senator, I urge you to do all you can to put a stop to these predators. I 
consider what they are doing to the elderly in this country a crime. Indeed, 
in tny opinion, their crime exceeds those of many of my ’students' currently 
incarcerated in the County Jail. 

If I can be of any help in your investigation, please contact me. My wife 

and 

I would be happy to discuss this further with you or a member of your staff. 
Keep up your outstanding work! 

Very Truly Yours, 


John Chinn 
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March 9, 1999 


Carl Levin 

U. S. Senator, Michigan 

SR-4S9, Russell Senate Office Building 
Washington, D.C, 20510 

RE: Sweepstake Fraud Against the Elderly 

H. R 612 

Dear Senator: 

I understand the Senate is currently investigating sweepstake frauds against the elderly. Three 
years ago my (then 87 year old) father loss an excess of $50,000 to these frauds even though he 
has been a successful business man with a Business degree from the University of Texas. 

These grossly deceptive practices include coursing him to subscribe to magazines such as 
Working Women for an 87 year old widower. 

One of the worst parts of this fraud is I had to take away his credit cards and checking account so 
he is relegated to have money like an irresponsible child. 

I have contacted the United States Post Office, FBI and Attorney General's Office and have found 
no help whatsoever in prosecuting any of the perpetrators. 

Please do everything possible to stop and punish the sweepstake frauds, including those run by 
celebrities such as Ed McMahan and Dick Clark. I urge your support for the reform 

Sincerely, 


Joe M. Graham 
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AARP 


Senate Permanent Subconvnillee 
on Investigations 


EWflBrrt* li 


April 20, 1999 

The Honorable Carl Levin 
Ranking Member 
Permanent Subcommittee 
on Investigations 

326 Dirksen Senate Office Building 
Washington, D.C. 20510 

Dear Senator Levin: 

This letter is in response to your request to AARP’s witness, Mrs. Virginia Tierney, during the 
Deceptive Mailings hearing of the Permanent Subcommittee on Investigations on March 8, 1999, 
During the discussion portion of the hearing, you asked Mrs. Tierney if AARP had met formally 
with representatives of the companies who produce misleading mailings. Mrs. Tierney offered 
that we would get back to you with a response. 

While AARP has not met formally with representatives of the coqjorate entities that produce 
sweepstakes mailings, we have met on a number of occasions with trade association 
representatives who represent these companies. At each of these meetings, we articulated 
AARP’s concerns regarding deceptive mailings and sought to reach consensus on some of them. 
We would certainly be prepared to meet with the relevant corporate representatives directly to 
discuss this issue, as you suggested. 

We appreciate the opportunity to submit our response as part of the hearing record and we look 
forward to working with you and other Senators in a bipartisan fashion to enact deceptive 
mailing legislation in this Congress. If you have any further questions or concerns, please don’t 
hesitate to call me or ask your staff to call Jeff Kramer of our Federal Affairs staff, at 
202/434-3800. 

Sincerely, 

Martin A. Corry 
Director 
Federal Affairs 


601 E Street, NW Washington, DC 20049 
Joseph S. Perkins President 


(202) 434-2277 www.aarp.org 

Horace B. Deecs Executive Director 
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Dear Allan Carter: 

This letter shall serve as your official notification that this the sn" day of July 
you have been identified as an award recipient in a national sweepstakes. You Allan 
Carter are guaranteed to receive a brand new autoaobile or a cash award- 


There is no mis take if you are the Allan Carter that currently resides atIMMi 
your award is waiting to be claimed- Your award 
has been confirmed by our auditing department and is formally identified by the 
award registration number that has been preselected and assigned by flotor Vehicle 
Awards- 


Legal title to the brand new Chevy llalibu (or cash award) will be executed and 
transferred to you Allan Carter pursuant to and in accordance uith the flotor Vehicle 
Code of the State of flichigan and the regulations of this presentation as they 
appear on the reverse side of this document- No purchase is reqoired- 


Examlne the attached Certificate of flotor vehicle Awards carefully', this is how the 
title to your new Chevy halibu will appear if you return the preassigned claim 
number belonging to the Chevy Halibu- P lease confirm in writing that your name is 
spelled correctly and that is where you would like your new 

vehicle delivered- 

Your eligibility has been confirmed- However failure to respond will jeopardize 
your opportunity to own the new car or receive your cash award- Allan Carter-i if 
you have the registration number that has been preassigned to the new Chevy halibu 
and do not respond we will be legally obligated to transfer your new car to an 
alternate recipiant- 

In addition an Optional Commodities Package with a fully redeemable value of over 
4i5-<5aa-aa is being held pending your submission of tne standaro acquisition fee- 


Happy rtotoring 




Charles S- Cummins 


inPORTANT I Strict regulations mandate that you follow the claim procedures 
outlined below Oefore you can take possession of your award. 

Make check payable lo: Motor Vehicle Awaids 2SB312SN7bbH mvijuai* 




FASLURETO 
REPLY WILL 
RE SUI.T IN 
FORFEITURE 
OF YOUR 
AWARD 


AmRD REGISTRATION FORM 


B5a312S47bl,4 

AWAR D 

REGISTRATION 

NUMBER: 


Is your name spelled correctly? YES □ NO £ 

Is the address above where you would like your award delivered? YES O NO £ 

Do you have a VISA or KascerCard? YES £2] NO £ 

I am enclosing the standard $14.98 ac<iui5ition fee, for the c^eional Conssodievea Package that I am 
entitled to receive. If not purchasing Optional Comnodities Package follow directions on reverse. 


i hereby affirm that I am the Allan Carter of Troy. Michigan. I hereby affirm that J am over 18 years of age and will produce 
verification of my identity ^d age u^n request 
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CONSUMER DISCLOSURE: NO PURCHASE REQUIRED. OPEN TO ALL RESIDENTS OF UNITED STATES OF AMERICA AND CANADA. 
(EXCEPT QUEBEC), OVER 18 YEARS OF AGE EXCEPT EMPLOYEES OF THE SPONSOR, THEIR IMMEDIATE FAMILIES OR ANY OF ITS 
AGENTS. VOID WHERE PROHIBITED BY LAW. TAXES ARE THE SOLE RESPONSIBILITY OF THE WINNER. WINNING CLAIM NUMBER 
HAS BEEN PRESELECTED. PRIOR TO THE START OF THIS PROMOTION. SPONSOR HAS INDICATED THAT 3,000,000 COPIES OF THIS 
PROMOTION WOULD BE MAILED. AWARDS AND ODDS ARE: GRAND PRIZE (1) 1999 CHEVY MALIBU OR $15,000.00 US FUNDS 
{1:3,000,000): $0.50 US FUNDS (1:1). THIS SWEEPSTAKES IS TO PROMOTE OUR CASH SAVING COMMODITY PACKAGE VOUCHERS 
DESIGNED TO SAVE THE USER OVER $2,500.00 (US DOLLAR VALUE OR CANADIAN DOLLAR VALUE AS APPROPRIATE ) ON MER- 
CHANDISE AND SERVICES WITH SOURCES SUCH AS NATIONAL RETAILERS, TRAVEL MOVIES. JEWELRY, CRUISES. CAR RENTALS, 
GROCERY DISCOUNTS WHEN UTILIZED FULLY. VOUCHERS MAY VARY. SATISFACTION GUARANTEED OR ALL MONEYS INDIVIDUAL- 
LY EXPENDED WILL BE RETURNED. COUPON VOUCHERS MAY REQUIRE ADDITIONAL EXPENDITURES TO EFFECT SAVINGS INDI- 
CATED TO ENTER WITHOUT PURCHASING OPTIONAL COMMODITIES PACKAGE RETURN THE COMPLETED FORM IN A NUMBER TEN 
ENVELOPE TO; IN THE USA: MVA CLAIM OFFICE, 8508 PARK ROAD. SUITE 114, CHARLOTTE, NC 28210. IN CANADA: MVA CLAIM 
OFFICE, 3539 ST. CHARLES BLVD., SUITE 613. KIRKLAND. QCH9H SB9; CANADIAN ENTRIES MUST INCLUDE A CORRECTLY 
ANSWERED TIME LIMITED ARITHMETICAL SKILL QUESTION WHICH IS INCLUDED IN THIS PACKAGE. THE ARITHMETICAL SKILL 
QUESTION MUST BE ANSWERED WITHOUT ANY ASSISTANCE OF ANY KIND WITHIN A TWO MINUTE TIME FRAME. DO NOT USE THE 
ENVELOPE PROVIDED IF NOT PURCHASING COMMODITIES PACKAGE. YOUR ENTRY WILL BE DECLARED NULL AND VOID. ALL 
ENTRIES MUST BE RECEIVED BY AUGUST THIRTY-FIRST, NINETEEN HUNDRED NINETY-NINE. GRAND PRIZE WILL BE AWARDED ON 
OR ABOUT OCTOBER FIRST, NINETEEN HUNDRED NINETY-NINE. ALL DECISIONS ARE FINAL PERSON HOLDING THE SELECTED 
NUMBER IS REQUIRED TO SIGN AND RETURN AFFIDAVIT OF EUGIBIUTY AND RELEASE OF LIABILITY WITHIN TEN DAYS OF NOTI- 
FICATION DATE. ANY PRIZE OR PRIZE NOTIFICATION RETURNED AS UNDELIVERABLE MAY RESULT IN AWARDING OF THAT PRIZE 
TO AN ALTERNATE WINNER. A RANDOMLY SELECTED ALTERNATE WILL BE CHOSEN FROM AMONG ALL QUALIFIED RESPONDENTS. 
THIS PROCESS WILL CONTINUE UNTIL SUCH TIME AS THE GRAND PRIZE IS AWARDED. CANADIAN ENTRIES RECEIVED WITHOUT A 
CORRECTLY ANSWERED TIME LIMITED ARITHMETICAL SKia QUESTION WILL BE CONSIDERED NULLAND VOID. ODDS ON RANDOM 
DRAWING ARE DEPENDENT UPON TOTAL NUMBER OF ELIGIBLE ENTRIES RECEIVED. WINNER AGREES TO ALLOW SPONSOR USE 
OF NAME AND/OR LIKENESS FOR PROMOTIONAL PURPOSES WITHOUT ADDITIONAL COMPENSATION. RESPONSES TO MARKETING 
QUESTIONS ARE VOLUNTARY AND DO NOT EFFECT PRIZE WINNER. ALLOW 4-8 WEEKS FOR DELIVERY ON ALL PURCHASES. IF YOU 
DO NOT WISH TO RECEIVE FURTHER PROMOTIONS FROM SPONSOR PLEASE NOTIFY US IN WRITING TO OUR AMERICAN AND 
CANADIAN ADDRESSES RESPECTIVELY. TO RECEIVE THE NAME OF THE GRAND PRIZE WINNER SEND A SELF-ADDRESSED 
STAMPED ENVELOPE TO: WINNERS LIST, 8508 PARK ROAD. SUITE 114, CHARLOTTE, NC 28210, AFTER SEPTEMBER FIFTEENTH. 
NINETEEN HUNDRED NINETY-NINE AND BEFORE OCTOBER THIRTIETH. NINETEEN HUNDRED NINETY-NINE. IN THE EVENT A PRIZE 
IS DISCONTINUED OR OTHERWISE UNAVAILABLE. A PRIZE OF EQUAL OR GREATER VALUE WILL BE SUBSTITUTED. ALL APPLICA- 
BLE LAWS AND REGULATIONS APPLY. NO RESPONSIBILITY IS ASSUMED FOR LATE. LOST, UNDELIVERABLE OR MISDIRECTED 
ENTRIES. 


MV15DS2A 
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ROBERT A.BIJTTERWORTH 
Attorney General 
State of Florida 


OF THE ATTORNEY GENERAL 


DEPARTMENT OF LEGAL AFFAIRS Please Reply lo: 


THE CAPrrOL 

TALLAHASSEE, FLORIDA 32399-1050 


Economic Crimes Division 
2002 North Lois Avenue, Suile 520 
Tampa, Florida 33607 
(813) 871-7255 
FAX: (813) 871-7262 


March 12, 1999 

The Honorable Susan M. (;)oHins 
United Stales Senate 
Russell Building, Room 1 72 
Washington, DC 205 lU 


Senats Permanent Subcommlttffi 
on Investigations 


EXHIBIT# li. 


Dear Senator Collins: 

Last year, the Office ofthe Florida Attorney General, Robert A. Buttervvorth, initialed an 
investigation into sweepstakes fraud and, in February 1998, the State of Florida filed suit against 
American Family Enterprises (“AFE”). In addition, for the past year, this office has been 
discussing with Publishers Clearing House (“PCH’*) possible ways to address and prevent 
excessive purchases by sweeepstakes victims and possible changes to PCH solicitations. Many 
of the initiatives both AFE and PCH have proposed and changes they have made in their 
promotional materials are a direct result of our allegations and communications. 

As a result of these investigations, we have thoroughly analyzed the mail solicitations of these 
companies and the various ruses and scams they use to deceive the American public, Ms. 
Victoria Butler, Assistant Attorney General, has compiled the attached issues for your 
consideration in drafting legislation to address and prevent deceptive sweepstakes practices. 
Most, if not all, ofthe issues identified in the attachment were developed as a direct result of 
conversations with victims and analyses of promotional materials and business practices of the 
major sweepstakes operators. 

One deceptive practice of which you may not be aware involves the use of the qualifying 
language “if you have and return the winning number.” It is highly possible, using their current 
operational procedures, that the winning number may not even be sent out by the sweepstakes 
operators. The “winning” number is commonly selected from a range of hundreds of millions of 
numbers, and the number selected may be outside the range of numbers actually mailed. In my 
opinion, the failure to reveal that the “winning” number may not even be among the numbers 
circulated is deceptive, making the qualifying language “if you have and return the winning 
number” a falsity in and of itself The placement and sentence structure of this qualifying 
language is also confusing and misleading, and its purpose is to target the undereducated, poor, 
and elderly. The sweepstakes companies are intent on targeting these people, and will keep tliis 
confusing wording until the end because they profit magnificently from it. 

Our investigation has also uncovered unscrupulous billing practices that further the victimization 
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of the elderly, poor, and undereducated. For example, prior to our lawsuit, AFE used an 
accelerated invoicing cycle which resulted in excessive overpayments by AFE customers. These 
overpayments were routinely retained by AFE and applied to magazine subscription extensions 
without disclosure to the consumer. In fact, all customer overpayments received, for whatever 
reason, were retained by AFE and applied to magazine subscription extensions. 

Congress is doing outstanding work concerning an area that has impacted so many senior citizens 
and poor people. The Office of the Florida Attorney General, Robert A. Butterworth, will 
provide assistance to your office at any time. 



Gary L. Betz 
Special Counsel to 
the Attorney General, 
Robert A. Butterworth 
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FLORIDA ATTORNEY GENERAL 
SUGGESTED REQUIREMENTS FOR SWEEPSTAKES 
SOLICITATION MATERIALS 


1 . Official Rules Type Face — The Official Rules appearing in all Solicitation 
Materials' containing sweepstakes entry materials will be printed in a type size no 
smaller than ten (lO)-point type. 

2. Odds in Official Rule.s — The Official Rules appearing in all Solicitation 
Materials containing sweepstakes entry materials will include a statement of the 
estimated numerical odds of winning each prize offered in the sweepstakes. 

3. Official Rules Retention — The Official Rules appearing in all Solicitation 
Materials containing sweepstakes entry materials will be provided to consumers in 
such a manner that they may be retained by consumers after their entry in the 
sweepstakes. 

4. Deadlines for Return of Sweepstakes Entries - The entry deadline for the 
sweepstakes shall be clearly disclosed in the Solicitation Materials and clearly set 
forth in the official rules. The entry deadline shall not change during the 
sweepstakes, and no more than one deadline per prize may be established. 

5. Select or Limited Groups - Solicitation Materials containing sweepstakes entry 
materials will not describe the recipient of the mailing as a finalist or in a “final 
round,” or in a similarly winnowed-down group. 

6. Winner Statement — 

A) Unless the recipient has in fact been selected to receive a prize. 


‘ “Solicitation Materials” shall be defined as direct mail marketing materials which 
contain or refer to sweepstakes opportunities. 
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Solicitation Materials shall not state or imply, in any manner, that the recipient is 
presently a winner or will be a winner, and no qualifying or otherwise limiting 
language may be used in connection with a statement that a person is presently a 
winner.^ 

B) If the recipient has in fact been selected to receive a prize, the Solicitation 
Materials that stale that a person is a winner will include an accurate description 
of the prize that the person has won or, if the prize is to be selected from a number 
of prizes, is likely to win, and a statement of when the prize is likely to be 
received. 

C) Solicitation Materials shall not include words, phrases, or terms that 
suggest expressly or by implication that the recipient may win a prize^ unless the 
sentence or statement including these words clearly conveys that the recipient has 
not yet won a prize and discloses all material conditions to winning. All 
qualifying terras and disclosures shall appear in equal prominence to the “winner” 
words or statements, and qualifying words shall not be set apart from the “winner” 
words,'' 

D) Solicitation Materials shall not refer to the recipient’s returning the 
winning number or matching number or winning entry, or the like, unless the fact 


^No statements that suggest that the recipient is a winner or will win shall stand alone or 
appear to stand alone in the solicitation materials. This prohibits the use of qualifying or 
conditional language that is set apart as a separate phrase or set apart in any other maimer from 
statements that the recipient is a winner or will be a wirmer, including statements such as “If you 
have and return the winning number, we will aimounce that John Smith is the winner!” 

^For example, these words include, but are not limited to, “congratulations,” “win,” 
“prize,” “winner,” “lucky,” “winning number,” “winning entry.” 

‘'Equal prominence is defined as use of qualifying terms that are equal to the potential 
winner statement in font, size, color, and print style and appear within the same statement or 
message as the “winner” language. 
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that the winning number may not be among the numbers mailed out with any 
given solicitation is disclosed in equal prominence in the same statement. 

7. No Misleading Representations About Enhanced Chance of Winning — 

Solicitation Materials containing sweepstakes entry materials will not represent 
that a recipient has an enhanced chance of winning the sweepstakes. 

Sweepstakes Materials shall not state or imply that entrants who order or purchase 
magazines or products belong to a select group or enjoy any advantage in the 
sweepstakes over nonpurchasing entrants. 

8. Description of Entry Process — Solicitation Materials will provide a clear 
description of the sweepstakes entry process and no statement regarding the entry 
process will expressly or by implication contradict the Official Rules. The 
Official Rules shall set forth the amount, number, and total of prizes to be 
awarded. The Official Rules will clearly and plainly describe the winner selection 
process. If a return envelope is provided for sweepstakes entries with orders, then 
a self-addressed return envelope must be provided for non-order entrants. 

9. Preselected Numbers - In any sweepstakes promotions using a preselected 
winning number or any type of matching number device to determine the 
sweepstakes winner, the sweepstakes operator must ensure that the winning 
number(s) is mailed prior to the end of the sweepstakes promotion and must 
provide a mechanism to select a winner in the event that the winning number is 
not returned. Each solicitation that refers to preselected or matching winning 
numbers shall disclose in the text the fact that the winning number may not be 
among the numbers mailed out with the current solicitation. 

10. Simulated Documents — Solicitation Materials will not simulate government 
documents. 



327 


1 1 . “No Purchase NeKPssarv” Messag e — Solicitation Materials containing 
sweepstakes entry materials will include a clear and conspicuous “no purchase 
necessary-purchases do not enhance your chances of winning” disclosure, which 
disclosure shall not be contradicted expressly or by implication in the Solicitation 
Materials. 

12. No Representations That Order History Enhances Chance of Winning - 

Solicitation Materials shall not represent that a recipient’s chances of winning the 
sweepstakes are or have been enhanced by the recipient’s order history or refer in 
any manner to the recipient’s order history. 

13. Notification to Nnn-Orderers — Any notification to a consumer that he or she 
will or may be removed from the company’s mailing lists will not represent that 
the consumer’s failure to order a product will result in the loss or forfeiture of any 
preexisting sweepstakes entry. The text which includes such notification shall 
contain a statement informing consumers of the specific method by which they 
may request additional sweepstakes opportunities without ordering. 

14. Preexisting Entries - Solicitation Materiais will not represent that a consumer’s 
failure to order or failure to respond to the solicitation will result in the loss or 
forfeiture of any preexisting sweepstakes entry. 

15. Forfeiture of Prize -- Solicitation Materials shall not state expressly or by 
implication that the consumer will or may forfeit, surrender, lose, abandon, or 
words of similar import, any prize that has not yet been awarded. 

1 6. No Enhanced Chance of Winning hv Ordering — Solicitation Materials will 
not state or imply that sweepstakes entries with orders, as opposed to entries 
without orders, will enhance the consumer’s chances of winning the sweepstakes. 
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17. Removal from Mailing Lists — The Solicitation Materials shall disclose 
prominently the specific procedure by which a consumer’s name may be removed 
from the company’s mailing lists. 

18. Rental of Names of Entrants/Opt-Ont — Sweepstakes operators shall disclose in 
all Solicitation Materials the likelihood that the names and addresses of 
sweepstakes entrants or customers or both may be disclosed to other marketers 
and shall disclose in the Solicitation Materials the procedure by which an entrant 
or customer may request that his/her name not be disclosed. 

19. Toll-Free Number ~ Sweepstakes operators shall maintain toll-free consumer 
assistance telephone lines. The toll-free number shall appear on Solicitation 
Materials and invoices. 

20 Tnvoicing of Orders Obtained hv Use of Sweepstakes — No subsequent invoice 
shall be issued until the consumer has had a minimum of 28 days to receive the 
prior invoice and make payment. All payments received shall be credited by the 
company within 48 hours of receipt . 

2 1 . Treatment of Duplicate Payments — If a duplicate payment on one invoice is 
received, the company shall promptly refund the duplicate payment or promptly 
inform the customer of the company’s receipt of the overpayment. Notice to the 
customer of the overpayment shall provide the customer the opportunity to receive 
a refund or have the money applied to another purchase. 

22. Treatment of Duplicate Orders — Upon receipt of a duplicate magazine or 
product order, the company shall promptly notify the consumer of the duplicate 
order and give the consumer the option of canceling the order or receiving a 
refund if payment has aheady been made. If the notice contains an offer to 
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extend an existing magazine subscription, the notice must disclose the current 
expiration date of the existing subscription and the length of the subscription 
extension being offered. Magazine Sweepstakes Operators must also ensure that 
magazine publishers notify sweepstakes customers prior to the publisher 
extending an existing subscription and must be offer the sweepstakes customer a 
refund in lieu of extension. 


23. Use of Spokespersons or Product Endorsers — Solicitation Materials shall not 
include statements attributed expressly or by implication to spokespersons or 
endorsers unless the statements are tme and not misleading and the Solicitation 
Materials are reviewed by and approved by the spokesperson or endorser. 

24. Use of “Personalized” Mailings — Any Solicitation Materials that address the 
recipient by name or include the recipient’s name or other personal information 
(in any place other than the mailing address label) shall prominently disclose that 
the material is computer-generated and is being sent to approximately 
(estimated number) consumers. 
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